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from intruding between you and your customer. While the Plasma 
Air Purifying System blows out purified, clean, healthy air. Not to 
mention the power saving features that keep profits high, even when 
the temperature stays low. Which is why investing in an LG Plasma 
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From The Editor 


EW WEEKS AGO, A FORMER CODE JOCK—NOW HE'S 
the CEO of a spunky software company with global 
bitions—was talking to us about his days at TCs 
in the early 1980s. That was when the organisation that had 
pioneered software development in India had begun send- 
ing its coders to work on projects overseas and while on one 
such project in the US, he remembers ov ing a conver- 
sation between two senior managers of the American com- 
pany in an elevator, who wondered aloud as to why their 
company should need to get Indians to fix or write their 
software. From then to now, when it can be difficult to find 
a software project in the US where an Indian isn't part of 
the team, has been a spectacular journey for India's info- 
tech industry. But few realise that at the vanguard of that 
march was a company called Tata Consultancy Services. 
Actually, it isn't even a full-fledged company. TCS is still a 
division of Tata Sons. But what a division it is. Its revenues 
of Rs 4,187 crore make it India's largest infotech business, 
ahead of runner-up Wipro with 
Rs 3,493 crore. But more than 
revenues, it is the estimated market 
value of TCS that is startling. 
When the Tata group plans to hive 
off TCS as a separate company— ui 
and that could be soon—the busi- ЩН 
ness could be valued at anything 
between Rs 60,000 crore to 
Rs 100,000 crore! That's precisely 
why our cover story calls it Ratan Tata's crown jewel. 

But unlike its more media savvy peers—like Infosys and 
Wipro—rcs has always remained out of the limelight. With 
no shares listed, there was no investor interest, except sali- 
vation by would-be investors who have been, for the 
past few years, anticipating an IPO. BT's Associate Editor 
Brian Carvalho doggedly pursued TCS’ brass for several 
months before finally getting a crack at the story of how 
TCS is reinventing itself to stay ahead of the pack. By 2010, 
CEO S. Ramadorai wants to make it one of the 10 biggest 
infotech consulting companies in the world. Our cover 
story looks at how he's going about doing that. 

Another major feature is about how a giant has begun 
stirring in the telecom sector. Reliance Infocomm's 
Rs 25,000-crore plans have been described variously as 
‘ambitious’, ‘audacious’ and even ‘impossible’. But then the 
Ambanis of Reliance pride themselves on *making the imp- 
ossible possible’. Our story on the imminent shake-out in 
the telecom market strips the hype to take a close and hard 
look at not only Reliance's plans but also the likely up- 
heaval, which could hit many of the existing players. But 
as with any major shake-out, in telecom too, it will prob- 
ably be the consumer who will benefit the most. 
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42 Tata’s Crown Jewel 


It’s the oldest, it’s the biggest, and next year it could also be 
the most valuable rr services company in India, with an 
estimated market valuation of Rs 60,000 crore. Small 
wonder, then, Tata Group chairman Ratan Tata calls the 
unlisted Tata Consultancy Services a “jewel” and a global 
business. In keeping with that spirit, TCS is aiming high. 
By 2010, it wants to be among the world’s 10 biggest 
consulting companies, A BT exclusive. 
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of oil companies HPCL and BPCL, 
Arun Shourie managed to get his Cabinet 
colleagues to agree to the sell-off. But 
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Can Karwal Turn Around Electrolux Kelvinator? 


Come February 1, Rajeev Karwal will take over as the 
new CEO of Electrolux Kelvinator India. The con- 
sumer durables pro, though, has his work cut out. At 
the end of September this year, the company had an 
accumulated loss of Rs 422 crore. Can Karwal turn 
it into a profitable market leader? 


Hyderabad’s Mini IT Product Companies 


Over the past year or so, nearly 20 small software 
product companies have mushroomed in Hyderabad. 
These companies are small, with a staff of 50 or less, 
and just four or five customers. Given the tech 
slump, what explains the mushrooming of these 
micro IT product companies? 








Looks like this is the season of buyouts—leveraged 
or by management. First Deepak Roy took over 
the Gilbey’s brand from upv, then Alcatel’s India 
management bought out the telecom company’s 
enterprise networking division, and now Punjab 
Tractors has private investors among its suitors. 
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day in a return message. 







TO ANSWER THE BT-ON-THE-MOVE QUESTION 
Will the New Year see an improvement in business confidence? 


1. Go to “Write messages 2. Type “BTPOLL Y” for Yes. Type “BTPOLL N” for No. 3. Send the message to 
on your mobile i the number “2424”, 


*Send BTPOLL F after January 5, 2003, for the final poll results. Readers can also participate in the poll at www.»usiness-today.com 
NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology, UK. www.adivemediatech.com 
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#1 in VoIP by Gartner Group 
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#1 Voice/Data Converged North America 2002 - Gartner Magic Quadrant 


Metro & Enterprise Networks | Optical Long Haul Networks | Wireless Networks 


To learn more today, contact Lalitha Ramani at lalitha@nortelnetworks.com 
Tel:91-80-5592088 Fax: 91-80-5587024 





aT IP. 


a sales call, 
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voice and data features that keep най buzzing. 
Instant access to customer information is triggered when 
a call comes in, and then shows up as a screen pop to also 
identify the caller's location. And with scalable 
broadband access from her service provider, Elisabeth's 
network can cost-effectively evolve into IP technology 
and grow as her company grows. And it's 
just one more way Nortel Networks is making the 
Internet what you need it to be. To learn more, visit 


nortelnetworks.com/voip 
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Best Banks Ranking 
This is with reference to your Best 
Banks feature The Making Of #1 
(BT, December 22, 2002). 
Nationalised banks would do well to 
take their cue from ABN-Amro on 
productivity as well as improving 
operating profit both per branch 
and per employee. The voluntary 
retirement schemes (VRS), intro- 
duced by them at such high cost, 
have failed to yield desired results 
because they weren’t followed up 
with the consolidation of smaller 
banks and closure of surplus 
branches. These steps, if imple- 
mented, can give the nationalised 
banks a fighting chance for the num- 
ber one spot instead of leaving the 
field to the private players. 

SUBHASH C. AGRAWAL, through e-mail 


Your cover story on India’s Best 
Banks (BT, December 22, 2002) 
made an interesting read. Such a 
ranking of India's banks will defi- 
nitely induce a sense of competition 
among them. The banking industry 
has undergone a sea change in the 
last couple of years with private 
and foreign players undertaking 
extensive expansion plans. The 
performance of the public sector 
banks, though, continues to dis- 
appoint. The dismal response to 
Allahabad Bank's IPO is testimony 
to where the public sector banks 
stand in the minds of the Indian 
public in comparison to the pri- 
vate and foreign banks that don't 
have even a fraction of the presence 
that state-owned banks have. 
AKHILESH KUMAR SAH, Faizabad 


Apropos your package on India’s 
Best Banks (BT, December 22, 
2002). The study lists Bank of India 
at number 27, which is a signifi- 
cant improvement over the rank 
56 it was assigned in BT's 2001 
survey. The bank has shown im- 
provement on every parameter and 
is now poised to grow rapidly. Bor's 
strength lies in its large national 


10 BUSINESS TODAY JANUARY $ 2003 


The BT-KPMG 
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network and its dedicated staff. 
From the study, it is clear that prof- 
itability has emerged as the top pri- 
ority for most banks today. The 
need of the hour for all public sector 
banks is to increase profitability, 
which will come by reducing over- 
heads, improving asset quality and 
increasing non-fund business. 
VINOD C. DIXIT, Ahmedabad 


Monopolistic Alliance 
The feature It Takes Three To Tango 
(BT, December 22, 2002) on three 
automotive giants rallying together 
to supplement each other’s manu- 
facturing and marketing efforts, re- 
veals an interesting strategy that 
will undoubtedly catapult the al- 
liance to industry dominance in the 
Indian market. But it will also elim- 
inate competition and turn India 
into a seller’s market. That would 
adversely affect consumers both in 
terms of higher prices and fewer 
models. Such a monopolistic al- 
liance would also have little incentive 
to invest in new technology. 
SIDDHARTH PANDEY, through e-mail 





Look Closer Home 
It was no surprise to see compa- 
nies like Hindustan Lever, Infosys, 
Lehman Brothers and Boston 
Consulting Group make it to the 
top 10 of the campus recruiter index 
of Indian B-schools (The Loved And 
The Reviled, BT, December 22, 
2002). But I was certainly surprised 
to see Satyam, Godrej, TELCO and ` 
Bajaj Auto at the bottom of the list. 
The obsession of B-School students 
with jobs abroad continues. They: 
will, however, need to start con- - 
sidering domestic opportunities se- 
riously now. Though campus re- 
cruitment is expected to pick up 
this year, international offers are 
unlikely to increase substantially, 
owing to the slowdown. 

NIDHI RAMAGHANDIEAN, through e-mail 





Unfair Proposal - | T 
BT has rightly endorsed Dr. Via 
Kelkar’s views (Clean Slate, BT, 
December 8, 2002) that the tax 

payer should invest his savings on the 
basis of his own gut feeling rather 
than where the government directs 
him to invest (through providing 
tax breaks and so on). However, 
the reasons Dr. Kelkar has given— 
that he recommends the abolition of 
‘standard deduction’ for the salaried 
tax payers because they are eligible 
for a deduction on their conveyance 
allowance and that most employ- 
ers provide for books and periodicals 
in the workplace—are myopic. The 
truth is that most employees do not 
get these benefits and even those 
who do, have to incur additional 
expenses to avail the membership of 
professional bodies, to procure pro- 
fessional journals, and to attend sem- 
inars and conferences. 

PREMDAYAL GUPTA, through e-mail 








Take off with your family 


HOME & FAMILY 


protector 


IFFCO-TOKIO GENERAL 
INSURANCE Co. Ltd. (ITGI) 
presents its Home & Family 
Protector Insurance Policy. 
This Policy protects your 
home against fire and allied 
perils, burglary, damage to 
computer/television atc., 
personal accident, liability 


] and various other perils 
d under one package cover. 
Уз Get protected today, Lock 
‘a worries away 


GENERAL INSURANCE 


The Life You Deserve 
Our range of Policies also include: 


* OFFICE & PROFESSIONALS ESTABLISHMENT PROTECTOR * TRADE PROTECTOR • TRAVEL PROTECTOR * AUTO PROTECTOR 
* PERSONAL ACCIDENT INSURANCE • FIRE & SPECIAL PERILS INSURANCE • BURGLARY & HOUSEBREAKING INSURANCE • GROUP MEDISHIELD INSURANCE 


97. mon WORE INFORMATION. CALL и чип ay 
тон MORE INFORMATION, CALL OUR CUSTOMER CARE AT 1-600-322303 (TOLL-FREE) — 0 m 
To know more about insurance, mail in to us for our FREE Insurance Advice Package. 


" Yes, | am interested in having a copy of the Advice Package. 
b. Мате (Mr./Ms.):.. SA 
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I'm also interested in: O Motor Insurance Г) Travel Insurance O Personal Accident Insurance Г) Fire Insurance Г) Burglary Insurance Г) Home Insurance Û] Trade Insurance 
_ Mail this coupon to IFFCO-TOKIO GENERAL INSURANCE CO. LTD., 4th Floor, Palm Court, Sukhrauli Chowk, Mehrauli-Gurgaon Road, Gurgaon, Haryana-122001 
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**Allohabad (0532) 561395• Ahmedobad (079) 6408268 • Bangalore (080) 2386381 + Bhopal (0755) 269269 * Chandigarh (0172) 658530 * Chennai (044) 8141693 * Coimbatore (0422) 210195 

Р * Hyderabad (040) 6821166 * Indore (0731) 267000 • Kochi (0484) 384710 • Kolkata (033) 2816208 Lucknow (0522) 206495 • Ludhiana (0161) 463929 + Mumbai (022) 6902411 + Nagpur 
(0712) 235442 * New Delhi (01 1) 6960045 * Noida (0120) 454559 • Pune (020) 6111379 * Surat (0261) 8366145 * Vadodro (0265) 327501 
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| Bharti Televentures (Rs 19 crore) 56 
(www. bhartibt.com) 










Colgate-Palmolive India (Rs 1,190 crore) 72 
(www. colgate.com) 


































GAIL (Rs 10,783 crore) 82 
(www. gail.nic.in) 
Grasim Industries (Rs 5,169 crore) 106 
(www. adityabirla.com) 
H 
HPCL (Rs 46,369 crore) 106 
(www. bajajauto.com) 
zd 
Infosys (Rs 2,670 crore) 66 
(www.itinfosys.com) 
ITC (Rs.9,967 crore) 106 
‚ (www. iteportal.com) 
- List Of Advertisers 
A vov 
Allianz Insurance (Hansa Vision) 61 
Amity (Direct) 16,142 
Apollo Tyres (Everest Advtg.) 40 
В 
Business Standard (Direct) 122 
Business Today (N.A.) 32, 80, 100 
Em 
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Hyundai Motor India (Bates Clarion) 
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(Hindustan Advtg.) 95 
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ү ‘List Of Companies (2001-2002 income) 


K 
Kinetic Engineering (Rs 364 crore) 96 
(www. kineticindia.com) 


M 

M&M (Rs 4,024 crore) 
(www. mahindraworld.com) 
MTNL (Rs 6,699 crore) - (56 
(www.mtnl.net.in) yu 


о 
ONGC (Rs 25,025 crore) 
(www.ongcindia.com) 


P 
P&G Hygiene (Rs 472 crore) 


(www.pg.com) 
R 


Reliance Industries (Rs 57,862 crore) 56 
(www.ril.com) 


104 


106 


106 





ITC (Lintas) Back Cover 
L 
LG Electronics (Lintas) 3 
LIC (Goldmine) 69 
M 


Madura Garments (McCann Erickson} 
in. Back Cover 
Maruti Udyog (Lintas) 
Reverse Gatefold Front Cover 
MCPI (Crystal Айу.) 113 
Microsoft (Contract Advtg.) 47 


N 
Nortel Networks (Direct) 
In. Front Cover, 9 


P 

Pondicherry Tourism (McCann Erickson) 
65 

R 

Raymond Apparels (Starcom) 21 

Ricoh India (HTA) 55 

S 

Seagram Manufacturing (O&M) 45 

Shanti Gears (Sasi Advtg.) 87 

SPL (Madison Advtg.) 59 

Symantec (HTA) 77 


OT 
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Satyam Computer (Rs 1,799 crore) 106 
(www.satyam.com) > > 





Tata Steel (Rs 7,692 crore) 42 
(www. tata.com) 
Telco (Rs 8,852 crore) 106 
(www. tata.com) 2 
wo : Dg) 
Wipro (Rs 3,617 crore) 42 
(www.wipro. com) | 
` Zee Telefilms (Rs 483 crore) 106 
(www.zeetelefilms.com) 
T * 
Tata Sons (Rediffusion DY&R) 13, 15 
Tide Water Oil (The Media Edge) 5 
TV Today (N.A.) 22 
U 
Unico Leather (O&M) 31 
WBIDC (McCann Erickson) 111. 
WBSEB (TCP. Advtg.) 116 
Western Union (Starcom) 71 
X 
Xerox Modicorp (НТА) 53 





Sowing information to reap a better harvest. 
For Tata, it’s just the beginning. 





Witness the next green revolution. An innovative project pioneered by Tata in Babrala 
Uttar Pradesh, is using satellite imaging systems, digitised land mapping, soil analysis techniques 
sophisticated database and specialised software. To help small farmers increase their yield to 
unprecedented levels. Adding the power of information to a farmer's intuition. Creating а 
new generation of prosperous farmers. That's leveraging technology for a bett 

As practised by 230,000 people at Tata everyday 


èr life 
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Improving the quality of life 


FCB*ULKA 210119A 


To know more, visit us at www.tatatkk.com 
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It’s Just Not Cricket | 


|| high table, was Annamalai Chidambaram Muthiah, 
Aor A.C. Muthiah, as he is better known. Looking 
pleased as ever with himself, sitting within elbow- 
reach of Finance Minister Jaswant Singh—at the 75th 
anniversary session of the Federation of Indian 
Chambers of Commerce and Industry (FICC). 

Millions in India would recognise Muthiah as the 
former president of the Board of Control of Cricket in 
India (BCCI. But the man is essentially a business- 
man, the Chairman of Southern Petrochemical 
Industries Corporation (SPIC) and 
boss of a Rs 4,400-crore group (the 
SPIC group) spawned by this 
Chennai-based company. Now, he 
is also the president of FICCI. 

That, ladies and gentlemen, is 
the point at which any believer in 
fairplay should allow himself to ex- 
claim—if you haven't so far, do it 
now-—-'It's just not cricket!’ 

Barely weeks after the Securiti- 
sation legislation, passed to wring 
bank dues out of defaulters, to see 
one of the tribe in such an influ- 
ential position is galling, to say the 
least. Is this not the man facing a 
deadline to pay ICICI back a sum of 
Rs 250 crore? 

Look again, and you see Muth- 
iah almost basking in the glory of 
heading an apex body that has had 
some of India's most illustrious in- 
dustrialists at the helm. Well, 
Muthiah certainly boasts of an il- 
lustrious lineage, not to mention an 
education that leads him to quote Disraeli on the 
virtues of being conservative to preserve the good and 
radical to uproot the bad. 

It would also be nice, however, if Muthiah were a 
true paragon of virtue in the area of corporate gover- 
nance. Alas, sPiC, which lost Rs 215 crore on a turnover 
of Rs 1,745 crore in 2000-01, and has racked up debt 
of some Rs 2,178 crore, is more likely to find itself 
among the hundreds of Indian businesses that seem to 
exist for the purpose of asset accumulation rather 
than generating any return to shareholders. 


Г WAS NOT A PRETTY PICTURE, SITTING THERE, ON THE 
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This has been a perennial problem in India, and has 
its origins in the way business was done in the old days. 
Companies brought ир оп Licence-Subsidy Raj found 
puppet-stringed bankers ever willing to bankroll all 
kinds of diversifications that had little to do with their 
original competence. Today, the Indian industrial 
landscape is littered with several unwieldy conglom- 
erates that—despite the reversal of old policies—con- 
tinue to take their bankers for granted, resulting in a 
deeply ingrained disdain for such inconveniencies as: 
loan repayments. Bankers were mere ‘officials’, and all 
officials could be fixed. ` 

That's how so many Indian 
banks ended up with all those rotten 
assets, loans that ended up as in-i- 
voluntary grants. The sums that get 
recorded as Non-Performing Assets 
(NPAS), to use the official term, Who 
foots the bill? The bank. But if the 
bank (or financial institution) is 
about to fail, then the government— 
which eventually means you, the 
tax-payer. Take this literally, and 
NPAs could be said to represent a. . 
huge transfer in wealth from ordi- 
nary people to rich businessmen. 
A scam of gigantic proportions. — - 

The need for better banking, 
backed by authority, has always 
been obvious. Stronger corporate 
accountability could have been an- 
other solution, with every com- 
pany's board members keeping 
watch. But in a business environ- 
ment dominated by towering in- 
dustrialists who put their decisions 
above scrutiny, even this was unrealistic. 

Given that backdrop, you can imagine the scepticism — 
that greeted the legal teeth given to creditors to get back — 
their dues. ICciC''s Rs 250-crore demand. of srie Petro © 


(the specific group company) assumes importance in this 


context. The company's spokesperson sees nothing . 
extraordinary in it, though, brushing off the demand as 
a mere "letter" that's just part of a long process of ne- _ 
gotiation that has been on for around nine months. May. 
be. Muthiah, meanwhile, is president of FICCI, This is 
not just a mockery of fair play, it is a disgrace. 





-40 hours is all it takes to teach an adult to read. 
` For Tata, it's just the beginning. | 


~The Computer-based Functional Literacy programme launched by Tata in Andhra Pradesh 
гапа Tamil Nadu is a path-breaking approach that helps adults learn to read. A unique computer 
aided methodology using audio-visuals, it empowers people to read their local newspaper cover to cover, 
in just 40 hours of learning time! Enriching their lives with the power of information. 
Making people better informed and more aware. That's leveraging technology for a better fife. 
| As practiced by 230,000 people at Tata everyday. 
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isit us at www.tataliteracy.com 









p^ Her parents 


cursed the 
day she was born. 


ч 


So does she. ^ 





Children without any life. Children without any future 
Children without any reason to celebrate. You see them 
all around you. But while you are concerned, you may 
not know how to help them. You may also not be sure 
if your contribution will actually bring a change in the 
lives of these girls or it will go waste. 


To help you help these little girls, there is Amitasha 


A Foundation for the underprivileged girl child, Amitasha 


is one of the many concerns of Amity Humanity Foundation 


On its own, and through concerned individuals like you 
we try to give these girls something more than just 
education, clothes and healthcare. We endeavour to give 
them love, confidence and a feeling of belonging. A life 
which is worth living. 


Yes, you can give her a reason to celebrate her life 


You can 


Dr. Ashok K. Chauhan 

Founder, Amity Humanity Foundation & Amity Institutions 
Chairman, AKC Group of Companies 
orchauhan@akcgroup.com 





Nurturing the girl child 
A project of AMITY 


Call 011-4699700 or visit www.amity.edu/amitasha 
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LEADER 


Conditional Gains 


Broadcasters are thrilled that the conditional access system has finally 
been okayed. But there are still some grey areas in the new regime. 
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Cable home: The viewer is free to pick and choose her channels, although she'll now pay more 


ET NOT THE NOISES THAT THE GOVERNMENT MAKES 

about the introduction of the Conditional Access 

System (CAS), which allows the viewer to select 
and pay for only those channels she chooses to watch, 
lull you into complacency. The thousands of rupees re- 
quired for the set top box (STB) that enables CAs— 
about Rs 2,500 for analogue STB and up to Rs 8,000 for 
digital srs—will ultimately be out of the pocket of 
the consumer. In other words, your monthly outgo for 
watching the telly is slated to go up. 

You could, of course, opt out of an STB and manage 
with a yet-to-be-defined bouquet of free-to-air (FTA) 
channels, which would be available to all subscribers. 
However, the most popular channels like Star, Zee and 
Sony are not FTA, but pay channels, which means that 
you have to pay for receiving the signal. And the 
broadcaster has been left totally free to charge what he 
feels like for these offerings. In the current рге-САЅ sce- 
nario, this payment is collected through your cable 
operator and you are, therefore, not even aware of what 
it costs to watch each channel. 

There would obviously not be too many takers for 
the FTA band, likely to be priced anywhere from 
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Rs 40-200. The numbers are still being crunched. 
According to з Merrill Lynch report of October 
2002, 5.2 million of the estimated all-India cable 
homes of 40 million are housed in the metros. The 
penetration of these boxes, in Mumbai, which ac- 
counts for the largest number of cable homes at 2 mil- 
lion, and Delhi, which accounts for 1.4 million cable 
homes, is projected to be as high as 80 per cent. 
Factoring in a much lower penetration in the other 
two metros, Merrill Lynch has estimated that the cost 
of sTBs in the metros would be Rs 955 crore (as- 
suming Rs 2,500 per STB). This will have to be taken 
from the pockets of the consumer. 

The price sensitivity of the average Indian would 
ensure that about 60-75 per cent of the sTBs installed 
in the first year (estimated at 1-1.25 million) are ana- 
logue, according to the Secretary General of the 
Consumer Electronics and Tv Manufacturers' 
Association (CETMA), Suresh Khanna. India could well 
end up becoming a dumping ground for outdated 
analogue STBs, which are being phased out around the 
world. There is another downside to analogue. 
Compared to digital STBs, these are much more prone 
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to hacking. And that could very well defeat the os- 
tensible objective of CAs— Transparency. 

The cable operator could still under-declare the 
number of homes connected. The broadcaster would 
cry foul again and we would be back to the cycle of ar- 
bitrary rate hikes for the long suffering consumer, who 
would now have lighter pockets. 

A gushy research report from ICICI Securities says 
that the implementation of CAs would be “significantly 
positive” for top-notch players across the media 
spectrum. It expects the leading broadcasters, top-con- 
tent providers and corporatised multi-service opera- 
tors (MSOs) like Siti Cable, Hathway, and Incable, to 
benefit from the increased revenue flowing from 
truer subscriber declarations. In the first phase of 
implementation of CAs in the metro cities, ICICI expects 
the broadcasters’ share to increase to 17.6 per cent of 
the total revenue pie of Rs 9,600 crore, from 6.4 per 
cent currently. MSO’s share would increase to 9.7 
per cent from 3.4 per cent. 

There is, however, a strong case for the govern- 
ment mandating digital srBs. That requires a will, 
which the Information and Broadcasting Ministry 


Sitting Ducks 
The potential market for CAS. 
a NO. OF CABLE HOMES (In milion) STB PENETRATION 
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seems to be lacking. “In the longer term, analogue 
turns out to be the more expensive option (as it 
would need to be junked). The future is digital," 
says Jawahar Goel, Head of Siti Cable. A high-end dig- 
ital STB would offer much more than pay channels. A 
smart operator can use the device to enhance revenue 
streams by offering services like internet, e-shop- 
ping, video, audio, the works. 

As in any exciting saga of muddling, there is a twist 
to the story. If one of the premier pay channels decides 
to go the FTA way to retain viewers, a domino effect 
on all other channels may follow. “I do not think 
more than five-to-six channels will remain pay," 
says Vikki Choudhary, President, National Cable 
and Telecommunications Association. Either way, 
it will be a revenue-positive exercise for the cable op- 
erators and the broadcasters. Meanwhile, you'd bet- 
ter put STB in your 2003 expenditure plan. 

VANDANA GOMBAR 
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Quick Loss 


The gains India made in Doha last year 
are in danger of being lost. 
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Former Union Commerce Minister, Murasoli Maran 
(centre): What are they going to do now? 


OR THE DEVELOPING WORLD, ESPECIALLY INDIA, IT 

was being touted as one the major achieve- 
ments at the wro Doha ministerial meet in Nov- 
ember last year. The proposal was simple: Indian 
generic drug manufacturers would be allowed to 
supply a range of drugs at competitive prices to 
other developing countries facing public health 
emergencies. But one year down the line, these 
gains seem to be fast disappearing. The recent 
Implementation Draft (Paragraph 6) on trade-related 
intellectual property right (rRiPs) has not only made 
it mandatory for both the exporting and the im- 
porting countries to issue compulsory licences be- 
fore any exports are made, but also to ensure that 
all drugs are labelled, so as to prevent excess ship- 
ment. Points out a senior Commerce Ministry of- 
ficial: “It would take one or two years to obtain a li- 
cence and by that time the public health urgency of 
the importing drug may be lost." 

What's worse is that the US government is now 
trying to limit the “scope of epidemic" by restrict- 
ing it to a few discases—thereby diluting the Doha 
mandate substantially. Lastly, what could be ruinous 
for Indian industry is the proposal mooted by the US 
to eliminate all tariffs on consumer and industrial 
goods by 2015, as part of its recommendation on 
Trade and Development. India's only hope is the 
Cancun negotiations next September, where it 
could get a chance to correct the “wrong”. 

ASHISH GUPTA 
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EXPORTS 


A New Surge 


India's exports are on a roll. And suddenly the government's target of achieving a 1 per 
cent share of the global trade seems achievable. 


p MANSINGH IS GRINNING FROM 
ear to ear. For good reason. 
Between April and October this year, 
exports surged an impressive 14 per 
cent to $28.23 billion (or Rs 1.35 
lakh crore), which means if the rate 
of growth keeps up, India may ac- 
tually achieve its dream of garnering 
1 per cent of the world trade, or 
$80 billion by 2007. Most of India's 
traditional export items such as gems 
and jewellery, textiles, and engi- 
neering goods have not only recov- 
ered from last year's slump, but are 
actually growing between 14 and 
32 per cent. “We are on target," 
beams, Mansingh, the Director 
General of Foreign Trade. 

But the question for Mansingh 
and India is, can this growth be 
sustained? And if yes, then for how 





SHOTGUN 


Shipments: Stacking up 


Wild, Wild East 


The arrest of Polaris CEO Arun Jain points to the perils 
the IT industry must face as it diversifies its markets. 


N DECEMBER 13, WHEN ARUN 

Jain, CEO of Polaris Software 
Lab, landed at Bank Artha Graha in 
Jakarta to settle a commercial dis- 
pute, he thought it was business as 
usual. He couldn't have been more 
wrong. Soon after their arrival, Jain 
and his team of senior executives 
were detained by the bank, lead- 
ing to a Police arrest. 

The bone of contention: A $1.3- 
million contract Polaris had signed 
with the bank to implement its Banc- 
ware suite of software solutions. 
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Artha Graha was unhappy with the 
progress and decided to cancel the 
contract in November, although 
the completion was due only in 
July 2003. Polaris contested the 
termination on the grounds that it 
was incorrect, and wanted to ne- 
gotiate with the bank (there is a 
provision for arbitration in 
Singapore). Jain had arrived for the 
negotiations, when the bank de- 
cided to have him arrested. When 
BT went to press, Nasscom and the 
External Affairs Ministry were work- 
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RITESH SHARMA 


long? Most trade experts believe that 
this growth could well be short-lived 
because India's biggest trading partners 
are in trouble. While the US economy 
seems to be sliding back into a reces- 
sionary mode, growth in most Euro- 
pean Union countries has plateaued 
with Germany already reporting neg- 
ative growth. And Japan, another 
major trading partner, seems destined 
to remain in a recession. 

So, if this be the case, what 
should Indian traders do? The easy 
answer is to look at growing mar- 
kets such as China, Malaysia, Sing- 
apore, Thailand and a few coun- 
tries of Latin America. Of course, 
becoming more competitive is an- 
other option that Indian exporters 
should work on. 


ASHISH GUPTA 


Arun Jain: Rough customer 


ing on Jain and his team's release. 
The lesson for India's rr industry: 
Pick clients carefully, draw-up fool- 
proof contracts, and perhaps hire 
lawyers in the us, 
VENKATESHA BABU 
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BORN WITH 
A SILVER SPOON. 


NL. 
A + 
E: 


| 


OTHERS ACQUIRE PLAI 
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Platinum isn't about а shirt. {t's about an acquisition 
Made from rare 2 ply, 100% Egyptian cotton, Platinum 
| 


offers the finest in softness and lustre. The pockets are 


Swiss chiselled, while the cuffs are rounded 
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Wildy dt Bolas tu uia vast Mays Ciel 
ALE JOY, HIE aarda pst gagot rasiat il] 
Так INNOVEMPET Аа] Ft wit ula 933t 31/53 

EDI аулата Ab ura Dub ТЕП атов? 


And now the indian Television Асапету has 
5 Channel Awara [Uf 


given us the Best New: 
[ПР SECOND CONSECUTIVE year, 


Being Sabse fez has its advantages: 








AN MEHRA 


VIV 





Wayne M. Hewett: Growing the market, patiently 


"There's A Big 
Market Out There" 


Wayne M. Hewett is tbe President of GE Plastics 
"acific. In India recently, he spoke to BT’s Moinak 
Mitra on tbe Indian operations. Excerpts: 


Why did GE Plastics pull out of its JV with IPCL? 

That was something which both players had an interest 
in doing. The government was looking at the disin- 
vestment of IPCL, and we didn't know the fate of 
IPCL. Therefore, we amicably got out of the 50:50 jv. 
For GE Plastics, how important is India in the Asia- 
Pacific region? 

India is the smallest region in the Asia-Pacific among 
the six regions of Asia-Pacific. | think that the engi- 
neered thermal plastics segment that we compete in, 
is just not as well developed here as yet. 

Which is your faster-growing business in India? Resins 
or sheet products? 

Both are growing tremendously. But resin poly- 
carbonate business is a bigger business in India. We grew 
by over 20 per cent last year and this year in terms of 
turnover. We believe there is a big market out there. 
Where's the demand coming from? 

Telecom, automotive, and rr hardware are very big. 
There is a lot of demand from the two-wheeler sector 
as it is growing. In fact, anywhere the heat requirement 
is higher, engineering plastics come into play and 
that itself is a huge market. 
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India’s hi-tech companies always 
receive parts on time. 
Who's the key component that 
makes this possible? 
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study, DHLis rated the most reliable expre lelivery маг 
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Former StanChart CEO Rana Talwar was reported to 
have found partners in Citigroup and Chrysalis Capital 
in his bid for Centurion Bank... 


AANS 





..,Pradeep Poddar 
of Heinz India said 
the company would 
open special shop- 
in-shops to promote 
its range 

of ketchups... 


...and А.С. Muthiah of SPIC 
became FICCI President, even as 
financial institutions issued notices 


...D.S. Brar of Ranbaxy geared up to to him for loan default. 


launch the company's second big 
generic drug in the US... А 


«GE India's Scott 
Bayman said 

that his company 
was cutting 

back on 
investment 

due to slow 
economic growth... 








When delivering to the catwalks, you can't afford to be fashionably late. 
That's why India's leading clothing companies rely on us. 


In the fast moving world of fashion, you 
always have to be up to the minute. That's 
why India's top clothing manufacturers 
rely on the company with three red lines in 
its logo. From shipping fabrics and samples to 
documentation and customs clearance, DHL 


* 








understands the intricacies and special needs 


of your company. Our delivery lines are 1! 
arteries that keep trade flowing between one 
business and another, across the region and 


around the world. To find out how we can help 
move your business, call 1 600 111 





For more details about DHL Worldwide Express in Mumbai, New Delhi, 


Chennai, Kolkatta, Bangalore, Ahmedabad, Pune 


call toll free on 1600 111 345. Other cities: Cochin 362834, Coimbatore 200622/3, Hyderabad 7905( 693€ 
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BULL FAVOUR 


Bank, Tech, And Stocks 


With bullish sentiment back on stockmarkets, 
bank and infotech stocks have formed the 
ripple flavour of the day. A quick dig in. 


a HAS TRADITIONALLY BEEN BULLISH, AND 
this year has been no different. The difference, 
however, is the splendid performance of bank stocks. 
And that too, public-sector bank stocks. These had 
suffered because of their huge Non-Performing 
Assets (NPAs). But all that has changed with the pas- 
sage of the Securitisation Bill—which empowers 
creditors to claim their dues. 

If that's not exciting enough (the new law's efficacy 
is still untested), the public-sector banks are actually 
shaping fast. Plus, they're going cheap; SBI, for example, 
is quoting at a P/E multiple of only six. 

Infotech, as ever, has been a good performer too— 
with Wipro and Infosys in the limelight. Says S. 
Naganath, Chief Investment Officer, psp Merrill Lynch 
Investment Managers: “With the positive news flow on 
deals, greater momentum with regard to outsourcing 


WORLD CUP HOOK 


Mind That Googly 





Bullish On The Stocks 
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KULDEEP BHARDWAJ 


Stock price in Rs 


and aggressive recruiting by companies, the frontline 
infotech stocks have been in focus since November.” 
ROSHNI JAYAKAR 





Just how cricket-crazed are we? More than ever, judging by the enthusiasm of 
advertisers—but why do the main World Cup sponsors look so tense? 


YEBALL-HUNGRY ADVERTISERS 
are rubbing their palms at 
the prospect of World Cup 
frenzy. But the Cup’s global 


E 


partners, Pepsi, LG, Hero Honda 

and South Africa Airlines, which ] 

have paid $30 million (Rs 147 \ [ 
crore) each for sponsorship М 
rights upto 2007, аге looking a | 


trifle tense. 


Not for lack of back-up Team LG: The fear of ambush marketing 


money—1G’s Cup budget alone 

is Rs 40 crore—but the fact that the spend aimed at 
Indian audiences is expected to top Rs 500 crore. “The 
response has been great so far, and I am sure the World 
Cup will be a sellout,” enthuses Rohit Gupta, Execu- 
tive VP (Sales and Revenue Management), SET India, 
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the channel with the telecast 
rights. Its strategy, as earlier, 
is to extend the average viewing 


that also engage female interest. 
What sponsors fear is that 
their big budgets remain vul- 
nerable to sharp attacks of 
guerrilla wit, as happened to 
Coke with Pepsi’s ‘Nothing 
Official...’ in 1996. “We plan 
to use our rights as sponsors,” 
says Ganesh Mahalingam, GM (Marketing), LG, 
which worries about the rival’s “Team Samsung’ 
campaign. Pepsi must worry about Coke endorsers, 
and Hero Honda about Tvs’ Sachin appeal. 
VINOD MAHANTA 
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Reality, digitally enhanced. 


Canon Digital Imaging 
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Digital Cameras Card Photo Printer Scanners Bubble Jet Printers Digital МЕР 
When the impossible is this easy, it's hard to tell where reality ends and imagination 


begins. From capture to output, Canon's digital imaging technology lets you interact 
with images to better express yourself. www.canon.com 
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TRACKING 


slippery Chairs 


Corporate India’s winter migration claims 
CEOs and executives alike. 


HO’S MOVING THE CHEESE AT KELLOGGS INDIA? IN 

September, when Managing Director R.C. 
Venkateish moved on to Tokyo, it was business as 
usual. But now within months, his successor Navneet 
Saluja has apparently quit to join—yes, yes—Reliance 
Infocomm as consumer head in Delhi. All this when 
with Cheez-tT they finally had a brand that was be- 
ginning to smell success—some estimate that the brand 
is already worth Rs 70 crore. 

On the tech front: If the grapevine is true, 
Nirmal Jain, Vice chairman and СЕО of Silverline 
Technologies, is on his way out. That's quick con- 
sidering the ex-Tata Infotech MD only took up the 
position only in August this year. 

Action is picking up at Dubai-based Landmark 
group, which operates the Lifestyle chain in India. 
Head of India operations H. Ramanathan has moved 


Looking for the right partners 
to grow your business? 





H. Ramanathan: Moving to greener pastures 


across to the UK operations. The group already had 
a presence in the UK in Ciro Citterio, a men's apparel 
retail chain with 127 stores across UK, that it bought 
over a year ago. From what we hear there is another 
brand acquisition happening in the UK. Meanwhile, 
Indian operations, which are in an expansion mode af- 
ter the opening of the latest store in Gurgaon, will 
now be headed by S. Kumar who comes in from the 
group's Dubai operations. Meanwhile, the disquiet at 
HLL continues. From what we hear, some eight to 10 
exits are on the anvil. Not the kind of turnover 
growth HLL needs at this time. 

SEEMA SHUKLA 


Business Matching service helps you 
identify the right Hong Kong companies to 
boost your business development. 


Hong Kong companies have unparalleled strengths 
and wide experience in manufacturing, sourcing, 
marketing, financing and in professional services. 
Coupled with their extensive experience in the 
China market and the region, they are the perfect 
partners for tapping this exciting new market. 


Supported by a vast databank of 100,000 quality 
Hong Kong business contacts, our team of 
experienced specialists can match you with 
companies that meet your needs for specific 
products, services or expertise. 


Fax or e-mail to TDC Singapore Office for 
Business Matching service now! 


Singapore Office: 
Fax: (65) 6538 7167 / E-mail: singapore.office@tdc.org.hk 
Hong Kong Head Office: 


Tel: (852) 2584 4333 / Fax: (852) 2824 0249 
E-mail: hktdcGtdc.org.hk / Web site: tdctrade.com 
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Catering to diverse Industry segments, 
fast growing MNCs, with features 

so advanced and futuristic, 
Hiranandani Business Park, is today, 
the most preferred destination for 





Companies looking for growth 
require excellent infrastructure 
and provision for scalability 


Catering to the demands of 
diverse industry segments like 
FMCG, Pharma, Shipping, 
Engineering, IT, ITES, at 
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driven companies 


Easy Accessibility: Proximity to 
International, Domestic Airport 

& Highways. * Easily accessible by 
Rail & Road. * Major growth 
centers in the vicinity like SEEPZ 

& MIDC. * 8 five-star hotels 


Infrastructure: Dual-feed power 
supply from TATA & BSES 
e Fiber optic cable backbone 


we at Hiranandani, realise that 
it takes more than meticulous 
planning to meet their needs 
Which is why. we believe in 
looking into the future, to get а 
perfect understanding of our 
clients' real-time needs 

Just à little focus that makes 
Hiranandani Business Park, 
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* Digital exchange in the vicinity the best planned & most 

* Large floor plates - upto 30,000 advanced business park in 
sq. ft., per floor Mumbai 

World of conveniences available 4 
in the Business Park: 

* 6 banks & ATMs * RODAS - an 
Ecotel hotel e 24-hr. coffee shop 

* Multi - Speciality hospital 

(Under Construction) • Residential 
leasing options available 

Over 1 million sq.ft. of Commercial 
Property already developed. 


HiranandaniBusiness Park 


at Powai, Mumbai. 


£i eas 


Some of the 74 corporates which have patronised us are 

Colgate, Nestle, Sony Films, Spectramind, EBG Steel, Blue Star 
` Infotech, Samsung Engineering etc., employing over 10,000 
employees drawn from various manpower pockets of Mumbai. 


Jaya 


Offices available 
on lease / outright basis 
Area 1000 to 2,50,000 sq. ft. 





TITUS - Under Construction 








Olympia, Central Avenue, Hiranandani Business Park, Powai, Mumbai - 400 076. 
E-mail: pathare.ashutosh G hiranandani.net * website: www.hiranandani.com 
Tel. : 2576 6734 / 45 * Fax : 2570 6444 

Ashutosh : 9821054714 * Anil : 9820235991 


creating better communities 











Making Sense of India 





C-DOT 


All Dotty At 16 


Telecom whizzboy Sam Pitroda’s baby has 
turned 18. And it is not too young to die. 


SE UP IN 1984 AS A TELECOM BRAIN-TANK FOR THE 
government, the Centre for Development of Tele- 
matics (C-DoT) soaks up about Rs 80-100 crore every 
year from the Indian exchequer. Finally, someone in 
the government is asking: why? 

Private technology is here, and c-por isn't help- 
ing the country communicate any better. Helping a 
set of public-sector bodies stay nice and cosy with 
each other, it may well be, though. C-Dor is a re- 
search body that designs switches and other trans- 
mission equipment, to be made by companies such 
as ITI, and sold to captive buyers such as Bharat 
Sanchar Nigam Ltd (BSNL). 

It is time to snap the chain. The institution has 
outlived its utility. Not to worry, C-DoT's top-brass 
seems to say. In a recent brainstorm with founder- 
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C-DoT headquarters: Pack-up time? 


mentor Sam Pitroda, they have worked out an al- 
ternative strategy. “We have decided that prod- 
uct research and development needs to be more 
commercially oriented," says C-DoT’s Executive 
Director N.K. Mangla. 

Laudable thought. But then, why bother being a 
government body? And if the dirty Р word is out of the 
question, why not wind up the show? The private 
sector could do with all the technical talent. 


VANDANA GOMBAR 





Feel barefoot 





AHMEDABAD: Inc. 5, METRO SHOES, REGAL SHOES * BANGALORE: INC. 5, LIFESTYLE, METRO SHOES, MOCHI + BARODA: METRO SHOES 
* CHANDIGARH: METRO SHOES * CHENNAI: FLORSHEIM SHOE SHOP — SPENCER PLAZA Il, ISPAHANI CENTRE, KHAL'S FOOT WORLD, KOBLERR, LIFEST 
METRO SHOES • COIMBATORE: LEATHERMAN * DELHI: BALUJAS, CITISHOPPE, GOLDEN TOUCH, INC. 5, INSIGNIA, LIFESTYLE, METRO SHOES, REGAL SHOES 
STANDARD MEN * HYDERABAD: LIFESTYLE, METRO SHOES, REGAL SHOES • KOLKATA: METRO SHOES, Мосні, REGAL SHOES + LUDHIANA: 
Metro SHOES • MUMBAI: METRO SHOES, REGAL SHOES, THE LOFT, МАМА * PONDICHERRY: CASABLANCA * PUNE: METRO SHOES * RAJKOT: 
METRO SHOES * SECUNDARABAD: REGAL SHOES • SURAT: METRO SHOES, REGAL SHOES * THRISSUR: KOBBLER • VIJAYAWADA: Tipsy Topsy 
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TWO-WHEELERS 


Blast То The Past 


Now that Bajaj Auto has become India's No. 2 motorcycle 
marketer, it's turning its attention back to scooters. 


HEN BAJAJ, THE CLASSIC 

scooter brand, wanted to rev 
itself up in the motorcycles mar- 
ket—the “future” in Rajiv Bajaj's 
1998 take—analysts were scepti- 
cal. Confounding them took some 
time. But once its hot bikes, such as 
the Pulsar, hit the tar, Bajaj vroomed 
forth. Today, mobikes account for 
70 per cent of its turnover. 

Why then, should Bajaj return to 
scooters? One reason is that it can- 
not claw deeper into mobike leader 
Hero Honda's marketshare. The 
other is the success of Honda 
Activa, which has shown that there 
is a market out there for modern 
scooters. Last but not least, Bajaj's 


HOSPITALITY 


signs Of Life 


After a long season of empty hotel 
rooms, the hospitality sector is warming 
up again. A sign of things to come? 


T’S BEEN A LONG HARD WINTER, AND NOW THE SUN 

seems to be out again. Hotel-room tariffs are ris- 
ing. This is so across Mumbai, Delhi, and 
Bangalore, as October and November data indi- 
cates. The 337-room Mumbai Oberoi registered 
India’s highest average room rent (ARR) in this pe- 
riod, at Rs 7,200-7,300. It is followed by the 265- 


cash-rich balance sheet means it 
can afford to put money where its 
hunch is. It maintains an R&D spend 
of about Rs 100 crore. 

“It is time to develop scooters 
that will redefine the category," 
says R.L. Ravichandran, Vice 
President (Marketing and Business 
Development), Bajaj Auto: “We 
want to put the romance back in 
scooters.” A crack team is work- 
ing on an all-new scooter platform 
that would yield a number of four- 
stroke models, some with automatic 
transmission and others with vari- 
omatic (two gears and four). The 
prime concern is body styling (the 
services of Tokyo Research & 


room Imperial in Delhi (Rs 6,000-6,200) and the 





SHIVAY BHANDARI 


Bajaj scooters: A new gamble 


Development, which helped sculp 
Pulsar and Saffire, might be used) 
The new purrers will be displayed a 
the 2004 Auto Expo, and hit th: 
market soon after. 

SUVEEN К. SINH: 





Hotel occupancy: Good times are here 


582-room Taj in Mumbai (Rs 5,500-6,500). 

Says Rattan Keswani, General Manager, The Oberoi 
Group: “The buoyancy is back, elections have gone well 
and travel advisories removed, and we are fairly opti- 
mistic that the year will end well.” Delhi’s Imperial, 
meanwhile, has gained from its recent repositioning, on 
the business platform, and a spurt in city demand. 
According to Rishi Kapoor, Director (Strategic 
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Planning), The Imperial, Delhi: “October-November oc 
cupancy has been 75 per cent,” up from last year’s 60s 
The hotel’s ARR is up 30 per cent. 

Mumbai's Taj is doing well, as always. But th 
new competitor on the scene is the city's Royal L 
Meridien, which, located near the airport, claims an oc 
cupancy of 90 per cent now. 

MOINAK MITR, 




















REDEFINING 
CORPORATE ATTIRE 
Por NEW AGE 
LEADERS. 








Men's Diamond Herringbone 
Shirt. The choicest Italian cotton 
from Albini. An Edenberg collar 





Men's Herringbone Dress Trouser 
Superior fabric from Drummond 
England. Stylish double pleats 








Men's Wing Collar Shirt. 
Select English cotton from 
Thomas Mason. French cuffs 





Men's French Cuff Dress Shirt. 
Fine cotton from Thomas Mason 
of England. Chic French cuffs 


the rules of business 
a dynamic 


teamwork 





Men's Contrast Collar Shirt 
The finest cotton from Albini of 
Italy. Crafted with a contrast collar. 





Men's Classic Flat Front Trouser. 
Exceptional blend of European 
fabrics. Styled with cross pockets 


м age leaders. They're changing 


They're encouraging 


corporate culture. Nurturing 


nnovation and enterprise 


Breaking down barriers of hierarchy and 
shackles of domination. In keeping with this 
new spirit are new age formals. C ;omprising 
a meticulously crafted range in a tempting 
choice of styles. Perhaps the finest tribute 


to the new age leader 


Enjoy the change 








PRESENTING 
THE CLASSIC COLLECTION. 
New AGE FORMAL WEAR 


For MEN AND WOMEN. 





Women's Essential Open Collar Women's Mockneck Sweater 


Shirt, Fine Italian blend from Olmi Superior Italian wool from Zegna 
Tempestini. Flatteringly feminine Baruffa. Unique raglan sleeves 





Women's Fine Styled Cotton Women's Hand-crafted Shirt 
Trouser. A superfine blend from Outstanding blend from Albini of 
Inseta, Italy. Supremely feminine. Italy. Graceful double button cuffs. 











Women's Hand-crafted Shirt 
Fine blend from Albini of Italy 
Hand-crafted stitch details 





Women's Slim Line Trouser 
The finest breathable fabri: 
Flawless finish. Perfectly crafted 





Available at the following ITC's Wills Lifestyle stores 


Market 
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Just Another Box 


Telco’s new family car is all set to give its rivals a run for their money. 


ELCO'S SEDAN, THE 

Indigo, looks like an 
Indica with an add-on box. 
So, will it worry its rival 
sedan marketers? Depends 
on the pricing. As BT went 
to press, there were no 
firm figures, though Chair- 
man Ratan Tata had hinted 
of a range of Rs 4-7 lakh. 
Anything within reach of 
hatchback owners could 
entice upgrades; a sedan is 
what a ‘family car’ is sup- 
posed to be. 

Indigo boasts of five variants, 


RETAIL 


Reliance’s Qwiky 


Reliance with a coffee shop presence? It 
makes sense, if you think about the 
brand’s telecom need for retail coverage. 


T'S NOT OFFICIAL YET. BUT THE WHIFF 15 TOO STRONG 

to let pass. Reliance Infocomm is picking up a 
stake in the Chennai-based Qwiky's chain of coffee 
bars. Some coffee watchers would respond with a 
knowing ‘aha’. Others would be zapped. 

For the latter’s benefit, here’s the rationale: 
Reliance Infocomm needs retail presence to kick 
off its WLL telecom strategy, and what better than a 
chain of stores, Webworld, to get customers warmed 
up to its ideas over cups of coffee? 

Sashi Chimala of Quiky’s refuses to comment on 
any equity deal, preferring to voice his own plan to 
go from 22 to 62 coffee bars across India over the 
next 12 months. The strategy? Offering in-store cof- 
fee bars to retailers. “All I can say at this stage,” he 
says, “is that we are excited by being the first com- 
pany in India to offer BPO kind of services in the food 





Tata Indigo: Doesn't have the hype Indica enjoyed 


62-bhp diesel engine. A diesel base 
model for around Rs 4.5 lakh— 
two of them powered by a 1,405-cc, Maruti Esteem's diesel variant is 
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for Rs 5.4 lakh—could ге- 
peat Indica’s success. Maruti 
could respond by cutting 
diesel prices, while Hyundai 
Accent and Ford Ikon are 
geared for a ‘value’ fight. 
“We won't let Indigo get 
away easily," says a rival 
spokesperson, aware that 
Indigo's petrol variants can't 
be ignored either. Indigo's 
sales target: 1,200 units a 
month. That would spell 
break even. The project 
took just Rs 350 crore, rather less 
than Indica's Rs 1,700 crore. 

SUVEEN K. SINHA 


Coffee play: What will it be? Coffee, tea, or telecom? 


and beverages sector." 

Equally tightlipped, is Vrinda Walvalkar, 
spokesperson for Reliance Infocomm. But Naresh 
Malhotra, Director of Café Coffee Day, a rival 
chain, thinks that selling coffee as a secondary 
objective is bad for coffee. Chimala disagrees, cit- 
ing the value of BPO services. 

VENKATESHA BABU 
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bt cover story 


Rs 60,000 crore. That’s how much Ratan Tata’s crown 
jewel TCS could be worth when it goes public next year. 
Also, by 2010, it wants to be among the world’s 10 
largest consulting companies. BY BRIAN CARVALHO 
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S. Ramadorai, CEO, TCS: 
All eyes are on the man 


INVASOD 









UCKED AWAY DOWN SOUTH IN TRIVANDRUM IS TECHNOPARK KERALA, 

the information technology showpiece of the state government, spread over all 

of 156 acrés and 1.5 million square feet of built-up space. Technopark is host to 

over 55 1r and tr-enabled service companies that collectively employ over 
5,000 rr professionals. Occupying 2.15 acres of that space is the Trivandrum branch of 
India’s largest and the world’s second-fastest growing IT services firm, Tata Consultancy 
Services (TES). The Trivan- 


drum outpost is just one of -IMON n 
the 106 offices TCS has put INSIDE TCS 


p across 30 countries. Don’t 
n lulled by this relatively @ REVENUES*: Rs 4.187 crore 


obscure location, The one in 
Technopark is slightly differ- © PROFITS*: Rs 13 00 crore 
ent, and very special. One EMPLOYEES: 21 000 

that СЕО 5. Ramadorai can't vi CPU 

do without. That's because @ CLIENTS: 1,000 


the lifeblood of his com- 2 ‚ 
із ве Kerala arae © POTENTIAL MARKET VALUE: RS 60,000 crore — 
cruits into TCs were put @ vision: TO be among the top 10 consulting — 
through their paces at this fi = by 20 10 
office. It is after all the rms y У. 
Corporate Training & Educa- *2001-02 
tion Centre of the software 
giant. By March 2003, at least another 1,200 freshers from 35 of India's finest campuses 
would have done the stipulated four-month onsite stint in Trivandrum and come on board 
the company, which as of today boasts.a workforce of a little over 21,000. 

In the next seven years, another 20,000 fresh recruits would have done the Trivandrum 
drill. That's a conservative estimate of the number of freshers Tcs would have hired lo- 
cally by then. By 2010, тсѕ would need to have at least 40,000 more employees if it has 
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BY KULDEEP BHARDWAJ 


GRAPHICS 


“Post listing, the perception of TCS will 
change, as it begins generating more 
news, thereby increasing visibility” 
PHIROZ VANDREVALA, EXECUTIVE VICE PRESIDENT, TCS 


to achieve its avowed ambition of being amongst the top 
10 consulting firms in the world, in the big league of 
IBM, EDS Accenture, CSC, KPMG, and Deloitte. To get 
there, the division of Tata Sons (the holding company 
of the Tata group) will have to hit revenues of $6 bil- 
lion (Rs 28,992 crore)—roughly six times the pro- 
jected revenue for 2003, of roughly $1 billion (Rs 
4.832 crore). If 20,000 are freshers, the other 20,000 
will be a mix of local talent from international devel- 
opment centres and the people who come along with 
the acquisitions TCs proposes to make over the next 
seven years. “This is a company whose most important 
asset is people,” says the 57-year-old CEO, who stepped 
out of the shadow of the legendary F.C. Kohli in the 
September of 1996, 24 years after joining TCS. 

Even as Ramadorai crunches the recruitment num- 
bers for the years ahead from his 11th floor Mumbai of- 
fice in the Air India Building in the city’s financial 
district, less than a kilometre away, there’s another 
chieftain who’s avidly tracking the fortunes of this IT gi- 
ant. Sitting in his 4th floor of Bombay House, the 
headquarters of the Rs 45,000 crore Tata group, 
Chairman Ratan Tata is clearly aware about what TCs 
brings—and can bring—to the table. $6 billion may to- 
day still be a gleam in Tata’s eye, but there’s little else 
in his stable that boasts the potential of not just deliv- 
ering revenues of Rs 30,000 crore but of growing at 28- 
30 per cent year on year, for the next seven. His flag- 
ship, whose exports constitute 94 per cent of rev- 
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enues, is his best bet in making the Tata brand a global 
one, and building a genuine Indian multinational. 
And, yes, if he's able to unlock just 10 per cent of 
the immense value secured in TCS—investment bankers 
estimate it at Rs 60,000 crore (or $12 billion) in current 
market conditions—he'll be able to raise around 
Rs 6,000 crore. Much of that sum will come handy in 
fuelling his other growth engine, telecom, which will call 
for Rs 10,000 crore over seven years. “TCS is a jewel that 
needs to be fully supported. It is the flagship, in terms 
of earnings and profits, and is a global company. 
When market conditions are right, we will be able to 


TCS IS BEST PLACED TO MAKE THE TATAS A MULTINATIONAL MEGACORP 


Company 


Revenues 


Tata Steel 6,708 












Tata Tele 


Tata Chemicals 
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77 
1,481 
580 
n.a. 


4,187 


Note: Figures in Rs crore for 2001-02 
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Profits Avg. Mkt. Cap. 


05 3,729 
BE BE 5 
508 2,407 
ШЕЕ. ЕВЕ. Ме 
127 729 
RE ES) 25 
n.a. n.a. 


* ** 
1,300 60,000 
*Estimated profits of TCS 


Business Prospects 
Cyclical, global overcapacity 


Local industry, still largely one-car company = 
Stable business, but local 

Tetley has given a global face; competition from regional brands — 
Performance deteriorated; old world business 

Considering global acquisitions, but first has to consolidate locally 
Huge potential, but long gestation, stiff competition 


94 per cent revenues, offices in 30 countries, projects in 35 countries 


**Estimated valuation of TCS n.a.: Not available 


CDs and cassettes i i j Seagram's 


There are two kinds of people on earth. 100 РІ PERS 


The who’s who, And the who’s he, 
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unlock significant value,” says Tata, as he recollects a 
six-month stint he did in TCS way back in 1971. 


The Jewel In The Crown 

There's absolutely no room for doubt: The 33-year-old 
TCS is the crown jewel in the Tata crown that isn't ex- 
actly glittering from all sides. In terms of revenues, it 
may still be smaller than a Tata Engineering or a Tata 
Steel, but in terms of profit margins and profit growth 
it's streets ahead. Last year, TCs did an estimated net 
profit of Rs 1,300 crore, as against Tata Steel's bottom 
line of Rs 205 crore on Rs 6,708 crore, and Tata 
Engineering was in the red to the tune of Rs 54 crore 
on sales of Rs 7,506 crore. Nobody at TCS will confirm 
this, but TCS profits grew at 58 per cent last year. 
Nobody at Bombay House will confirm, either, that 
India's largest IT services company contributed all of 110 
per cent to Tata Sons' bottom line last year. 

"Here is a company that has got a wealth of talent. 
Here is a global organisation that's got clients that 
are world class. Add the power of the Tata group, 
and you can be assured of great returns, over a sustained 
period of time," gushes Ramadorai, CEO, TCS, in what 
may come across like a “‘please-invest-in-my-com- 
pany" plea. Yes, every investor worth his portfolio 
(and many that aren't worth it, either) has been eagerly 
awaiting TCS’ public issue of shares, but then the 57-year- 
old Ram—as he's known in rr circles—has little reason 
to hardsell the company he's worked with for 30 
years. A company that’s the only Indian representation 
in US consulting firm Kennedy Information's Consul- 
tants News' list of the world's 40 largest tr consulting 
practices. TCS comes in at No. 12. 

That's not all. Last month, TCS was perched in the 
top 25 bracket in Gartner Inc's compilation of the 
Top 50 software maintenance and support providers in 
the world, at No. 21 (the only other Indian company is 





MICS infosys NN Wipro 





Satyam Computer at No. 40). In terms of revenue 
growth, TCS emerged the world’s second fastest-grow- 
ing in this category (with Satyam Computer at No. 4). 

There’s little doubt that a public issue of shares by 


АКЕ IT $12 BILLION (RS 60,000 CRORE). а figure of a mind-boggling $22.7 billion you can't expect less than that from 
V FOr maybe, even $20 billion (Rs (roughly Rs 115,000 crore) on rcs. тсѕ—апа the forward pve (for the year- 
100,000 crore). But, as one prominent These days it would be much lower, ended March 2003) would reduce to a 
Mumbai-based investment banker points and deal-makers reckon that Rs 60,000 little over 40. That may be slightly higher 
out, "rcs' valuation will always be a crore would be a fair instrinsic value of than the Pæ of Infosys, and pretty much 
moving target. Its intrinsic value may — Tata's crown jewel. Based on the 2001- similar to Wipro's. ‚ though, it 
be constant, but the market value will 02 estimated net profits of Rs 1,300 all depends on when exactly Tes takes the 
keep changing depending on market стог, that would give тсз a prioeeamings plunge, and the sentiment prevailing at 
conditions and sentiment for ır stocks.” multiple of around 65. Assume a con- the time. But we'll safely stick our neck 
That's why at the peak of the tech boom servative 22 per cent increase in profits Ои, 
one investment bank had reportedly put by 2002-03—it's been a tough year, but low Rs 60,000 crore. 
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“We have advanced security 
systems to keep intruders out. 
Electronic sensors, survedlance 
cameras. Windows XP and 
OFFICE xP.” 





Shalini Kohli, Head of Systems Administration 





Achieve new levels of security and reliability at work with Windows XP and Office XP. Here's how 


* Built-in security and confidentiality: Advanced security and privacy features help guard your work from 
hackers, viruses and other intruders 


* Avoid PC crashes: Experience a system that's at least 10 times more reliable than Windows 98 and designed 
to save files automatically in the event of an error 


* Block out email viruses: Windows XP Professional and Office XP Professional help keep malicious code from 
damaging your critical business data, files and folders 


* Control access to documents: New, powerful encryption technologies empower you to decide who should 
access your data and files 


* Improved productivity: As your PC learns the way you work, everyday tasks become easier. Accomplish more 
in less time from home or on the road with improved remote-access capabilities 


* Communication and information sharing: Conduct instantaneous conversations using instant messaging or 
voice and video conferencing. Share calendars, computers, Internet connections, printers and more 


Microsoft 


XP Desktop First Anniversary 
Celebration Offer’: Buy Office XP 
Professional, Office XP Standard or 
Windows XP Professional upgrade before 
December 24, 2002 under Volume 


Licensing Level NL and get one 
license free on the purchase of five 


licences". For details, log on to 
www.microsoft.com/india/officexp/promo 


For a Microsoft XP Desktop Evaluation 
at your premises and details of the offer 
call MS Connect at 1-600-11-1100 
“Conditions Apply 


Windows * | Office 
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TCS will provide the much-needed fuel for the Tatas’ 
growth aspirations, but that doesn’t mean there’s noth- 
ing in it for the rr major (the public issue is imminent 
but neither Tcs nor Bombay House is still clear when 
exactly it will hit the market; conditions and sentiment 
will decide the timing). One clear advantage of a listed 
TCS is that it can use stock as a currency to buy com- 
panies. Also, as Phiroz Vandrevala, Executive Vice 
President, explains: “Post listing, the perception of 
TCS will change, as it begins generating more news, 
thereby increasing visibility.” 

But going public—and later integrating the other rr 
companies in the Tata fold like Tata Elxsi, Tata Info- 
tech, Tata Technologies and CMC—is just the beginning. 
The road to $6 billion is long and winding. There'll be 
plenty of barriers TCS will encounter along the way as 
it seeks to become a globally-visible brand and rub 
shoulders with the likes of IBM, Accenture, EDS and CSC 
in the elite Top 10 consulting bracket. In revenue 
terms, TCS is still way behind. For instance, last year IBM 
had raked in consulting revenues of $10.8 billion and 
Accenture $9.5 billion, over 10 times Tcs’ $875 million. 
“It’s a crowded market out there, dominated by huge 
players, so you have to be realistic," says Mike Dodd, 
Vice President (Research), Giga Information Group, UK. 


Reinventing TCS 

It's not just about revenues, either. Clearly, the time has 
now come for the TCs top brass to reinvent the com- 
pany they grew along with (the A team includes 
Executive VPs Phiroz Vandrevala in Delhi and S. 
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Vinay Aggarwal, besides Ramadorai). Having earned 
their spurs as quality back-end service providers, TCs 
now faces the formidable task of acquiring a front-end 
that can bag huge global projects, and of broadbasing 
its portfolio of products and services, which in turn 
have to find their way into new geographies. That’s the 
only way to step up brand recall and marketshare. 
“Having established their brand equity and value 
propositions in terms of quality, productivity and 
cost, now it’s time to look at providing end-to-end-so- 
lutions,” points out Som Mittal, Vice Chairman, 
Nasscom. Adds S. Mahalingam, Executive Vice 
President: “Rather than being seen as a technology 
company, we now have to become a customer-facing, 
marketing-oriented organisation.” 

In a way, rCs—and indeed the first rung of Indian rr 
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. VIJAY RAO, MANAGING DIRECTOR, EPICENTER TECHNOLOGIES, 

has a well-defined vision for his business. “| want to be 
the Infosys of call centres," he gushes. In other words, he 
wants to build a transparent, non-bureaucratic and people- 
friendly organisaiton—like Infosys. 

Rao recollects not too long ago a chance encounter with 
Narayana Murthy on a flight. Rao was then a bit appre- 
hensive that Infosys was planning to set up its BPO oper- 
ations in Mumbai, and feared the one-year-old receiv- 
ables management firm would soon lose people to Infosys. 
Rao, however, was relieved when Murthy told him that he 
had decided to opt for Bangalore instead. Predictably, 
Bangalore's higher quality of life mattered more to Murthy. 

Such feel-good tales of HR don't emanate from the 
TCS headquarters. In sharp contrast to the well-oiled 
marketing machine that Infosys is, TCS has been con- 
tent to stay away from the arclights. So, with not much 
information emerging out of the IT giant, the perception 
of opaqueness has stuck with TCS. 


services players—has little choice but to quickly create 
differentiators in their business model or run the risk of 
becoming commodity players, competing only on 
price. That's just the starting game; it can't be the end 
game," says Ramadorai. Adds Noshir Kaka, Principal, 
McKinsey and Company: “It’s going to be difficult for 
Indian Ir companies to break out from the current 
mould, but then moving up and providing a broad spec- 
trum is the only way to go if they have to stay in the tier 
1 level.” Being a tier 1 rr services player today assumes 
significance at a time when clients are preferring to deal 
with just two-to-three vendors in a bid to get a good 
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players stand the 
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away from the 
404.4 
80.8 E 
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New Horizons 
To be sure, there 
is plenty that TCS 
is doing to ensure 
that it stays top- 
of-mind. It’s ex- 
panding its foot- 
|2001 ААК 45 | print into newer 
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Infy's campus: Setting global quality standards 


What's more, a 21,000-strong workforce also makes it 
appear a lumbering giant, unlike an Infosys or a Wipro, 
whose employee-strength is half of TCS. 

A year-and-a-half ago, TCS kicked off a "Transformation 
and Change Management Exercise", for which it hired a VP 
with advertising and FMCG industry experience. 
Decentralisation and empowerment became the buzz- 
words. Yet, it would be premature to expect TCS-ers to start 
gushing about the way their company treats them. Not yet. 


markets like China, Latin America and the Asia- 
Pacific region being the more recent additions. The 
main markets are well covered: 30 offices in the US, 
six to seven locations in the United Kingdom, oper- 
ations in Western Europe, Singapore as headquarters 
in the Asia-Pacific, and a presence right from New 
Zealand to Japan to Korea. 

In Latin America, Ramadorai recently zeroed in 
on Chile, which he feels is important for servicing 
that region. “It is fairly a stable country, fairly 
strong in the financial services market. There are 
some very good Chilean banks that require some 
complex solutions so we do want to play in that mar- 
ket since we think we have got solution capabilities 
and assets that could be sold there." Similarly, TCS 
has also put up a development centre in Uruguay: 
Reason: the country's pool of infotech professionals 
that can speak English and Spanish. 

What's also significant here is that in its bid to bec- 
ome a truly global company, TCs is hiring local people 
from those regions, in addition to Indian talent, which 
will always be necessary from the skill and price points 
of view. Mahalingam points to two advantages of local 
hiring. One, you need an expert in a particular practice 
in a certain area. “For instance, if it’s managed health- 
care services in the US, we need someone from there 
who understands the business." The second benefit of 
local people is that only they can ensure continuity in 
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bt cover story 


“For The Long Term, Come To TCS” 





Excerpts from an interview with 
Tata Consultancy Services Chief 
Executive Officer S. Ramadorai: 


On why TCS needs to go public. 

The primary driver is that you can 
use stock as a currency to grow 
inorganically. It could be advan- 
tageous to the Tata group as well. 
Then, many people come up to 
me and say that if TCS goes public 
the market will take a different 
turn. So people see that as a good 
benefit to the market also. 


On the Tata brand vis a vis the TCS 
brand 

The fact of the matter is that we are 
a part of the Tata group. And the 
Tata brand clearly stands for certain 


recall. It’s a large, ethical, profes- 
sional group, in multiple areas of 
business. It’s a very progressive 
group. It’s a brand that’s well 
known in India. So the question is 
when TCS goes public, these pow- 
erful messages of the Tata brand 
are as important as TCs itself. So we 
will be able to mix both and project 
an image of being a Tata brand as 
well as a TCS brand. 

If you go to any customer 
abroad, some people wil say, “these 
people are from Tata,” some will 
say “these are from Tata 
Consulting,” some will say, “TCS”, 
It is all used synonymously. Some 
guys can never get it. Tata 
Consultancy Services is impossible 
for many Americans to say. They 


can't even say my full name. Ram is 
the only name they know. 


On the pressures of being a publicly 
listed company. 

Pressures will be there, will increase. 
But at the end of the day we are go- 
ing to disclose as per regulations, as 
per norms of listing. The disad- 
vantage is that there is unnecessary 
pressure too with regard to the im- 
plications of disclosures on a quar- 
ter to quarter basis. 

What should matter is the 
topline and bottomline growth 
at the end of the year. If you 
want to bet for the long term, 
come to TCS. Here is a company 
that has got a wealth of talent, 
clients who are world class and 


services, as the Indian engineers can't be there for ever. 

Another prong in the end-to-end consulting solutions 
strategy is the sustained launch of new industry and serv- 
ice practices coupled with alliances with global rr giants. 
A relatively recent initiative has been to provide r1 
consulting and sofware solutions to various govern- 
ments, in India and abroad. That's given birth to the lat- 
est industry practice: sGovernance. At the same time, 
alliances have been forged with the likes of Sun 
Microsystems, Novell and Oracle, to name just three. 


The Downsides 
Clearly, TCS is making all the right moves towards its 
2010 vision, but the questions uppermost on the mind 
of many of the industry watchers are: Is TCS taking on 
much more than it can chew? And, should TCS even be 
attempting to become a high-end consulting company? 
L.C. Singh, a former TCs veteran of 18 years, now 
President & CEO of knowledge management firm 
Nihilent, doesn't feel Indian rr services players should 
be looking so high up the value chain. *A Walmart 


"Rather than being a technology company, 
we now have to become a customer- 

facing, marketing-oriented organisation" 
S. MAHALINGAM, EXECUTIVE VICE PRESIDENT, TCS 
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can't be an Armani. I wonder if there's any need for 
a show of artificial virtuosity. Instead, the focus 
should be on maintaining one's leadership position in 
the existing business via innovation." McKinsey's 
Kaka continues, in a similar vein: “One option to go- 
ing the consulting way is to globalise the existing 
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$. Ramadorai, CEO, TCS: Leveraging the Tata brand equity 


that is a global organisation. 


On the acquisitions strategy 


Acquisitions are not just necessary 
to increase the topline. They have 


to fit into our strategic thinking. 
We have to ask: Is the acquisition 
adding some pure technology ca- 
pabilities in terms of skills or assets; 
is it adding domain capabilities that 


we want to enhance; is it adding 
some delivery capabilities that are 
region-specific? Secondly, the most 
important thing is to integrate the 
acquisition very seamlessly. That’s 
the biggest challenge. Most acqui- 
sitions that fail do so because the 
integration doesn’t happen. It’s no 
point acquiring a company with 
tremendous domain and consulting 









capabilities, but whose people dis- 
appear after the acquisition. 





On the Lehman Brothers contract TCS 
recently bagged along with Wipro. 
Lehman brothers undertook an 
evaluation that went on for close to 
nine months. They did some pi- 
lots, experienced our consultants, 
our delivery methodology, and 
their comfort level with not just 
our senior executives but even our 
operating level people. It was an 
elaborate process of shortlisting, 
after which they finally selected 
two Indian companies (TCS and 
Wipro). Today people talk about 
being a $50 million or $70 mil- 
lion or $100 million order. It think 
it is premature to put a figure. 


Indian delivery model." This would mean that TCS 
would have to become more of a contract manufac- 
turer, focusing on quality and price and honing its ex- 
ecution rather than taking the entire end-to-end re- 
sponsibility of vendor interaction, project management, 
client relationship-building et al. The downside of this 
strategy: You run the risk of being relegated to tier-2. 
Upside? Your risk is considerably lower. 


A Gargantuan Task 

But it’s clear that Ramadorai and his A team have 
decided to bite the bullet. “We have to become a 
recognised player in the global context, across various 
parameters, It is a logical process and we've got to do 
it," says the CEO, as a matter of fact. 

On the road to 2010, TCS's consultants would have 
found answers to many of the questions analysts are ask- 
ing now. Will Tes be able to build the capabilities—the 
domain knowledge—required in the consulting sphere? 
Will Tes be able to transform itself from a rigid “fac- 
tory" model to a more informal partnership-type of con- 
sulting firm, or at least succeed in creating a hybrid of 
the two models? Value in consulting firms is created at 
the front end by insight rather than products or 
processes. And it's the partnership nature of consulting 
firms—wherein the partners get to share in the spoils— 
that helps create that insight. Ramadorai doesn't rule out 


acquiring a consulting company to get that front-end in 
place, but then the integration of the factory with the 
consultants that could prove a gargantuan task. 

Giga Information's Dodd points out that the weak- 
est link in Indian companies attempting to make the 
consulting leap is branding. Today the Tata and тсѕ 
brands may be well known in offshore centres as a qual- 
ity, value-for-money executor, but to be accepted as a 
consulting brand will call for a radical makeover— 
and pots of money. 

You could accuse Accenture of going over the top 
when the company spent a mind-boggling $175 million 
(Rs 870 crore) on its rebranding effort, but the Tatas 
will have to invest at least a quarter of that amount an- 
nually to reinforce the brand in clients’ minds. 

Clearly, the TCs vision isn't just one of growing 
revenues, but means much more than that. If the 
Tatas do succeed, they would have created one of 
the very few truly global Indian corporations. This 
will call for not just an increase in export revenues 
but the ability to attract international talent at all lev- 
els in all regions, and to increase the perceived 
level of local-ness in global markets. 

Meantime, back home the No. 1 priority of the 
top brass will have to ensure that it keeps attracting, de- 
veloping, mentoring and compensating employees in 
droves. After all, it’s all about people. El 
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HE RECENT FURORE ABOUT THE 
all-male membership poli- 
cies at Augusta National Golf 
Club, in Georgia, US, shows no 
signs of abating, and probably won't 
anytime soon, as it reflects larger is- 
sues in our society that won't go 
away. Given the passion and emo- 
tion on display, it can't hurt to re- 
flect on what these issues really are. 
Why go to such trouble when 
everybody already knows what's at 
stake? Firstly, because “everybody” 
only thinks they know—most peo- 
ple, even some of those directly 
involved in stoking the fires, are 
playing with the gasoline of sec- 
ond-hand opinion. Secondly, bec- 
ause defining an issue is the best 
way to reduce the volatile elements 
to their less flammable parts—which 
is the first step to reaching a solu- 
tion. Thirdly, because every CEO 
can use the practice—and our exp- 
ertise in defusing “hot-button” arg- 
uments can only be kept sharp by 
honing these techniques before the 
next nasty public argument erupts. 
To begin with, let’s take a look 
at what “everybody” knows about 
the Augusta debate. Is it about doing 
away with all single-sex clubs? 
Hardly, I would say. Though this 
may raise a few hackles initially, it 
seems to me that no one is really 
arguing about the right of separate 
women’s and men’s clubs to exist. 
Look at the women’s movement 
(which, by the way, I strongly sup- 
port). It has spawned any number 
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Success Secrets 


It’s All 


of women-only salons, political act- 
ion committees, sports leagues, affin- 
ity groups, and what have you. In 
addition, there are women's clubs— 
book clubs, investment clubs, the 
Junior League, Girl Scouts, and 
sewing clubs. Nobody is arguing 
(or at least, not very publicly) for the 
right of men to join these. 

Actually, there are plenty of 
men's clubs no one really cares 
about—a Friday evening poker 
group, for example, or a group of 
guys who form a fantasy football 
league, or a gang of vintage car ent- 
husiasts. It's human nature for 
friends of the same gender to get 
together and have a drink and pur- 
sue their obsession or enthusiasm. 

What, then, makes a club worth 
crashing? The issue comes to a head, 
as it has here, when money and 
power are at stake. Augusta's policies 
would not have become such a flash- 
point if the clubhouse were a ply- 
wood shack on a par-3 landfill. 

Without taking sides, it seems to 
me that when you hold a major 
international event, you are inviting 
judgment of your bylaws and prac- 
tices. The terms of discussion change 
when such an event is sponsored 
by companies who have vested int- 
erest in the rights of minorities and 
of women. In other words, the pri- 
vate club that chooses to associate its 
brand with companies incurs an 
obligation to behave in ways that do 
not harm the image or function of 
the commercial entities. 





That brings us to the solution. 
The natural tendency when some- 
one is suddenly caught on the hot 
seat is to search for a fix of a mini- 
mal or cosmetic nature. After all, the 
glare of the spotlight is uncomfort- 
able and, if your product or brand is 
in danger of being stigmatised, dam- 
aging. Yet I would beware the quick 
fix, because as much as we humans 
abhor conflict, we also detect and 
react strongly to hypocrisy. 

That's why, if I were advising a 
CEO on a theoretical case, I don't 
think I could recommend some of 


When you choose to associate 


your brand with commercial 


entities, you incur an obligation 
to behave in ways that do not 
harm their image or function. 


the current "fixes" that have been 
suggested at Augusta. Let's say the 
club invites a woman to join who is 
80 years old and not in very good 
health, who happens to live a thou- 
sand miles away and doesn't travel, 
and who hasn't been well enough to 
play golf. I’m not sure what has 
been accomplished. 

When you invite the big players 
into your club, you're asking the 
real world in, too. I think there's a 
better solution out there. @ 





Mark H. McCormack. All rights of reproduction 
in any form are strictly reserved. 
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. The World's Greatest 
` Investor And You 


any of you." Warren Buffett, 

with his usual down-home style 
and slightly disheveled appearance, 
is talking to some students at the 
University of Nebraska. Since he is 
one of the richest men in the world 
and since most of the students can 
barely cover their phone bill, they 
start to chuckle. *I may have more 
money than you do, but money 
doesn't make the difference. Sure, I 
can buy the most luxurious hand- 
made suit, but I put it on and it 
just looks cheap." The students 
seem unconvinced, so Buffett con- 
cedes on one point. “If there is any 
difference between you and me, it 
may simply be that I get up every 
day and have a chance to do what I 
love to do, every day. If you want to 
learn anything from me, this is the 
best advice I can give you." 

On the surface this sounds like 
the kind of glib throwaway line you 
tell people after you have already 
banked your first billion. But Buffett 
is sincere. He loves what he does 
and genuinely attributes his success 
to his ability to carve out a role 
that plays to his strengths. 

Surprisingly, his strengths are 
not those that you might expect to 
see in a successful investor. To suc- 
ceed in today's fast-paced and com- 
plicated marketplace you need to be 
blessed with urgency, a conceptual 
mind to identify patterns in the 
complex market, and an innate 
scepticism about everyone else's 


Г: REALLY NO DIFFERENT FROM 
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motives. Buffett can claim neither. 
By all accounts, he is a patient man, 
his mind is more practical than con- 
ceptual and he is inclined to be 
trusting of other people’s motives, 
not sceptical. So how did he thrive? 

Like many successful people, he 
learnt how to cultivate his strengths 
and put them to work. For exam- 
ple, he turned his natural patience 
into his now-famous “twenty-year 
perspective” that leads him to invest 
only in those companies whose tra- 
jectory he can forecast with some 
confidence for the next 20 years. 
His practical mind made him sus- 
picious of investing “theories” and 
broad market trends. So he re- 
solved to invest only in those com- 
panies whose business he could in- 
tuitively understand, such as Dairy 
Queen, The Coca-Cola Company, 
and The Washington Post 
Company. Finally, he put his trust- 
ing nature to good use by carefully 
vetting the senior managers of the 
companies in which he invested 
and stepping back, rarely interfering 
in their day-to-day operations. 

Warren Buffett has used this 
approach since he formed his first 
investment partnership with $100 in 
1956. He has honed it, perfected it, 
and stuck to it even when the temp- 
tations to adopt a different strat- 
egy were tantalisingly sweet. (He 
didn’t invest in either Microsoft or 
the Internet because he felt he 
couldn’t paint an accurate twenty- 
year picture of high-tech.) 


Like the rest of us, he responds 
to the world around him in dis- 
tinct ways. The way he handles risk, 
the way he connects with other 
people, the way he makes his deci- 
sions—they all form a unique pat- 
tern. What makes Buffett special is 
that, unlike many of us, he became 
aware of this pattern. Second, and 
most significant, he identified its 
strongest threads, wove in education 
and experience, and built them into 
dominating strengths. 


Look inside yourself, identify 
ie strong threads, reinforce 
ice and learning, 


them with 
and then find a role that 
draws on these every day. 


Warren Buffett's experience can 
serve as a practical guide for all of 
us. Look inside yourself, identify 
your strongest threads, reinforce 
them with practice and learning, 
and then either find or, as he did, 
carve out a role that draws on these 
strengths every day. When you do, 
you will be more productive, more 
fulfilled, and more successful. 


This article was written by Marcus Buckingham in 
association with Donald O. Clifton. Marcus 
Buckingham is the Global Practice Leader for 
The Gallup Organization's Strengths Management 
practice and Donald O. Clifton is Chairman of the 
Gallup International Research and Education 
Center and past chairman of The Gallup 

Copyright © 2002, The Gallup Organization, 
Princeton, New Jersey, US. All rights reserved. 
Reprinted with permission. Visit the Gallup 
Management Journal at www.gallupjournal.com. 
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to serving you with the world's finest 
digital copiers and multifunction printers. 


The world is going digital. And to move ahead, you need someone you can trust 
‘Ricoh pioneered the digital revolution in the office. 
Were the leading supplier of digital copiers to many of the world's most competitive markets 
But what keeps our customers coming back, time and again, 
is our uncompromising dedication to individual needs. Let's talk. 
P 
RICOH INDIA LIMITED e-mail: ridhomkt& vsnl.com 
Ahmedabad: 6575663/64 Bangalore: 2256181, 2254386 
(Chandigarh: 743054, 742723 Chennai: 8232457/58 
IDeihi: 6104685, 6179108 Hyderabad: 3305968/70 
Jaipur: 2709756, 2707028 Kolkata: 4852056-58 
Lucknow: 239176/89 Mumbai: 6465570-74, 2881953-55 


Puta: 6133740, 6136492 
www.ricohindia.com 








y? CERVERA эга 


زا 


bt telecom 





In Th 


launch. Can 
it cope? 


BY R. SUKUMAR WITH 
SUVEEN K. SINHA & 


VANDANA GOMBAR ree 8 


T'S A BULLET WITH 
every Indian 
telco’s name on 
it. It must be 
some projectile 

that can take on the likes 
of BSNL and MTNL, the G (that’s 
government, not glimmer) twins 
of the telecom space, cellular no- 
bility Bharti, Hutch, Idea and BPL, 
limited-mobility first-mover Tata 
Teleservices, and all other comers. 
Reliance Infocomm’s service, 
branded India Mobile—the name 
should put to rest all queries re- 
garding its nature—is some bullet. 
Reliance Industries Chairman 
Mukesh Ambani is eyeing a market 
share of 25 per cent by the end of 
the company’s first full year of op- 
erations, in March 2004—in num- 
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ber terms that could translate into 
anything between 4 million and 5 
million subscribers. 

As this magazine goes to press 
the Supreme Court has referred the 
issue of a basic telephony company 
offering what is essentially a mobile 
service back to the Telecom Dispute 
Settlement Appellate Tribunal with 
a directive to it to create a "level 













playing field", and 
the Telecom Regu- 
latory Authority of India 
hasn't cleared Reliance 
Infocomm's tariff package 
but Ambani is confident of a 
December 28 launch. *I would be 
very surprised if any system pre- 
vents us from offering value to the 
customer," he says, a reference to 
airtime charges of 20 paise for a 
one minute call that the competition 
will find hard to match. The court 
backs him on that point: citing *con- 
sumer interest’ it refused to issue a 
stay on basic telephony companies 
offering limited mobile services. 
Nor will these rates bleed the 
company. “We will be profitable 
in Year 1," claims Ambani. That 
would be operating profits; with 


„а. 


Of Fire 


cumulative investments of Rs 
25,000 crore it will be some time 
before Reliance Infocomm’s bot- 
tomline turns black. 

The epicentre of the quake slated 
to hit telecom terra on December 28, 
the late Dhirubhai Ambani's birthday 
lies in the aptly named Dhirubhai Amb- 
ani Knowledge city, DAKC, at Vashi, 
New Mumbai, where Reliance Info- 
comm functions out of a campus— 
the other Reliance companies will join 
it there shortly—that would do a soft- 
ware company proud: 132 acres, 13 
blocks, 2 million square feet of of- 
fice space, a guest house adjoining a 
good sized lake, and a temple. 

The Reliance Infocomm core team 
works out of J block—the sanctum 
sanctorum is a large cubicle farm 
bordered by cabins for senior execu- 
tives and conference rooms on the sec- 
ond floor. Not everyone on this floor 
works for Reliance. There are teams 
from the company's vendors, con- 
sultants and contractors—a head- 
count in the second week of 
December revealed 500 expats— 
working, in the tradition of that 
oft-misused cliché, around the clock. 


The Invader | PSE 


a 2002 2004* 
Reliance Infocomm 


N.A. 
Mukesh Ambani, 
Chairman ` 4.5-5.5 million * 


z 
“ 
© 
z 
* 
> 
= 








The newest aggressor on the telecom FORECAST: 
front wants to be India's premier There is nothing fixed about Reliance's India Mobile offering. Its focus 
telecom company by providing оп scale and efficiency should help it lord it over the competition, 
"limited mobile' (read: cellular) especially at the extremely attractive 20-paise-a-minute tariff it plans to 


services across 18 states. offer. Regulatory constraints and litigation could hamper growth. 
* Company estimates N.A.: Not Applicable n.a.: Not available * including 600,000 GSM connections 
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The equipment is in place, the 
fibre constituting the company’s back- 
bone has been lit, and if everything 
goes well on the regulatory front, 
Reliance’s most ambitious and most 
expensive foray yet will be up and 
running by the end of the year. “We 
missed the first big arbitrage oppor- 
tunity, software,” rues Ambani. “We 
were too busy to take advantage of 
that opportunity.” It looked like 
Reliance had missed the telecom bus, 
too. The future was all about mobile 
telephony and all the company had to 
show in the business was a clutch of 
unimpressive holdings. 

The вріѕ, Bhartis, and Hutchs 
of the world had upstaged India 
Inc’s first citizen. By 1999, though, 
the Ambanis had bested the chal- 
lenge at hand—creating a world- 
class refinery—and were seeking 
new frontiers. Telecommunications 
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it was, although Reliance did not 
approach the business the same 
way most others did: instead, in 
what appeared to be a self-destru- 
ctive ploy, it chose to build a fibre 
optic backbone connecting 115 
Indian cities. While the M&A game 
in India’s cellular industry played it- 
self out, all the Ambanis did was 
wait and build. In January, 2001 
when the government approved the 
use of CDMA (Code Division 
Multiple Access) based Wireless in 
Local Loop (WILL) platforms by ba- 
sic telephony companies to provide 
"limited mobile’ services (within a 
single Short Distance Charging Area, 
approximately 250 square kilome- 
tres), Reliance made its move. It 
bid for, and won 17 new licences, to 
go with the one for Gujarat that it 
had acquired in 1997. And every- 
thing changed. 





ion through 
ect) regime. 
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Competing on Cost 
The competition, even while pray- 
ing that TDSAT or TRAI will stop the 
India Mobile juggernaut in its track 
by throwing a well aimed regulatory 
or legal spanner in its works — nei- 
ther probably will; at best, cellular 
operators can expect some changes 
in India Mobile's tariffs and service 
offering — and is readying to meet 
the challenge. BSNL Chairman 
Prithipal Singh claims his company 
can match India Mobile's tariffs 
and Bharti Televentures’ Chairman 
and Managing Director Sunil Mittal 
says it is still business as usual. “We 
have already factored in competition 
from limited mobility into our busi- 
ness plan; we are not surprised (at 
India Mobile’s tariffs).” 

Bharti is keeping its options open: 
Mittal says the company could offer 
GSM-based limited mobile services in 
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the five circles for which it has a ba- 
sic telephony licence(the company, 
fortunately, has a mobile teleph- 
ony licence in each). 

Other cellular companies—Hutch, 
a pure cell play, for instance—may 
not have this advantage. Their first 
line of ground defence is likely to be 
a service termed home zone roam- 
ing. Subscribers will be charged a 
fraction of existing airtime charges 
for calls that they receive at home 
and up to a few kilometres around 
it. Companies could even allow 
subscribers define two home zones, 
in and around home and in and 
around work. Still, there's only so 
much home zone roaming can do to 
combat India Mobile's 20 paise-a- 
minute proposition. 

India's cellular telephony industry 
is silent about the other aces up its sle- 
eve but chances are cost is one of 
them. Expect these companies to be 
obsessed with anything that can help 
them reduce their costs, predicts 


Rothin Bhattacharya, Executive Direc- 





A Tale Of Two Technologies 
A rough and ready comparison of CDMA 1.0 X and GSM. 


SM POWERS 70 PER CENT OF THE BILLION-PLUS CELL PHONES IN THE WORLD. 

It has just gained a foothold in the burgeoning US market with AT&T 
Wireless’ move to overlay Gsm atop its тома (Time Division Multiple 
Access) network. However, CDMA is making rapid strides. The biggest сома 
network is in South Korea with 10 million users. Japan's 1001, with over a 
million subscribers and growing, is another coma network. Sprint and Verizon 
Wireless in the US are deploying coma in national networks that have mil- 
lions of users. Most of China's 200 million cellphone users are on Gsm, but 
China Unicom, with 37 million Gsm customers, is investing over $1 billion 
to expand its CDMA network. 

GSM uses narrowband тома. It assigns a specific frequency to each call and 
the technology can allow eight simultaneous calls on the same 
radio frequency. coma, in contrast, uses spread spectrum techniques. Every call 
uses the full available frequency spectrum, thereby enhancing capacity . 


The State-Owned Monoliths 


BSNL 


Prithipal Singh, 
Chairman and MD 


The basic telephony 
behemoth has pan-India 
aspirations for its cellular 
service. However, its 
technology-preference is 
skewed towards GSM. 


2002 
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FORECAST: 








MTNL 


Narinder Sharma, 
Chairman and MD 


MTNL has plans in both 
basic and cellular te- 
lephony but its mar- 
kets are limited to 
Delhi and Mumbai by a 
government statute. 


2002 


2004* 
40 million 


20047 






FORECAST: 


With profits of Rs 5,000 crore in 2001-02 and the 
government's backing, BSNL is on firm ground. 
However, its ability to match nimble footed 
competition is suspect. 


MTNL made profits of Rs 1,301 crore in 2001-02, 
down from Rs 1,540 crore in 2004, but the 
intense competition in its markets could see it 
relegated to an also-ran status. 





* Company estimates ~BT estimates 
++ includes 2 million CDMA connections 


N.A.: Not applicable 


n.a.: Not available + includes 200,000 CDMA connections 
+ includes 50,000 CDMA connections 


++ include 250,000 CDMA connections 
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peace of mind along the way. Allianz. The Power On Your Side. 
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Bharti 


Sunil Mittal, 
Chairman and MD 


The largest cellular — 
service provider in India 
With a footprint spanning 
16 states, Bharti also 
provides basic telephony 
services in six states. 





FORECAST: 
A partially integrated play, leadership in the cellular 
industry, and savvy marketing may help Bharti 
combat India Mobile's offering. Concern: the 
company has placed all its bets on GSM. 


* Company estimates 


tor, KPMG Consulting. *Cost manage- 
ment, restructuring, infrastructure shar- 
ing and funding will take up signifi- 
cant management time." Even 
monolith BSNL is busy drafting a 
blueprint to share its infrastructure 
with other telcos. 

Just how low can cel- 
lular tariffs go? A research 
report by ABN-Amro says 
companies can afford to 
price their offerings at Rs 
1.20 a minute and still 
earn a return of 30 per cent 
on their investment. But 
20 paise-a-minute still 
seems out of reach. Sur- 
ely, Reliance can't be mak- 
ing money at that tariff? 





~ BT estimates N.A.: 


A basic telephony 
player with a presence 
in six states including 
Delhi, Tata Tele was 
first off the block with 


FORECAST: 


Not applicable n.a.: Not available 
Tata Teleservices, won’t stop it from 
bringing its own tariffs down to that 
level. 

He believes that the India 
Mobile tariff plan is a promotional 
one and that Reliance will have to, 


The Fixed Services Pioneer 
Tata Teleservices 


S. Ramakrishnan, 
Managing Director 


its CDMA service. 


Keeping It At Rs 0.20 
Tata Teleservices, which 
launched its CDMA-based 
service in Andhra Pradesh 
in March 2001 and across 
Delhi, Karnataka, Tamil 
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2002 | 





2004~ 


A pure cellular company 
and a pure GSM player, 
Hutch has a presence 
across the four metros 
and in Gujarat, Andhra 








Pradesh and Karnataka. 
2002 2004* 






The market expects Hutch to continue on its 
acquisition spree, starting with Punjab but rumours 
about parent Hutchison Whampoa's blow-cold 
India strategy refuse to go away. 


^ ^ All connections are GSM 


sooner than later, move to a more 
economically viable model. 

Ambani claims Reliance Info- 
comm's model is viable even at 20 
paise a minute. His batchmate from 
Wharton and the СЕО (Corporate 
Development) of Reliance 
Infocomm, Akhil Gupta— 
the man worked for HLL 
for six years before head- 
ing for the US and signed 
on with Reliance in 1992, 
giving up a successful ca- 
reer as a leverage buyout 
consultant based out of 
California—believes the 
timing of its entry helped 
the company. 

Circa 2000, the dot- 
com bust was very much 
in progress and the global’ 
telecom meltdown was beg- 
inning. “We were able to 
buy the latest technology 
at 80-90 per cent off their 
standard prices,” says 






Nadu, and Gujarat in 
November-December this 
year, doesn’t expect to make 
money at 20 paise a min- 
ute. That, says S. Ramakri- 
shnan, Managing Director, 
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FORECAST: 

With vsNL investing Rs 836 crore in it, the company 
is in a sound financial position. May eventually 
merge with the international long distance 
telephony company. 


— BT estimates N.A.: Not applicable n.a.: Not available 


^ All connections are CDMA 


Gupta. The scale of its aspi- 
rations helped Reliance bar- 
gain with vendors who were 
(and are) loath to lose a cus- 
tomer with a 60,000 kilo- 
metre optic fibre network 





{ аа А a 
Graham Burke, 
CEO 


_ The Birla-Tata-AT&r com- . 
bine offers mobile tele- 
phony services in Delhi, 

Maharashtra, Gujarat, 
Andhra Pradesh and 
Madhya Pradesh. 








FORECAST: 


WR o o 


Rajeev Chandrasekhar, 
Chairman and MD 


Once a power in the 
telecom space, the 
company offers cellular 
services in Tamil Nadu, 
Kerala, Maharashtra, 
and Mumbai. 


FORECAST: | 

` Cash-positive in all circles except Delhi where it 
launched its service in November this year, the 

. company may make the first public offering post 


The company is reported to be in dire straits. 
If the merger with Idea doesn't go through 
(it probably won't), вр. may have to 
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(another 30,000 will soon be added 
to this), 36 switches (short-term tar- 
get: 60), and 1,600 cell-sites (another 
1,000 are in the offing). And Reliance 
Infocomm President Bhagwan D. 
Khurana proposes to manage this 
network with a staff of 8,000. 
Just how becomes evident in a 
room the size of а basketball sta- 
dium—maybe marginally bigger— 
in Reliance’s Vashi campus. Still 
work-in-progress, the room houses 
two video walls; each screen mon- 
itors the performance of one branch 
of Reliance’s pan-Indian network; 


The Also-Rans 


craft an exit strategy. 


* Company estimates 


and anyone desirous of knowing 
just how the network is being 
utilised across the country can do so 
by spending a few minutes in front 
of the wall. A walkway provides 
visitors a bird’s eye-view of the 
room—a little hubris does seem in 
order for a company that has pulled 
off a project of this magnitude. 
Then, there’s the technology it- 
self. CDMA, claims У.К. Gupta, the 
country manager of Lucent Tech- 
nologies which supplied the switches 
to Reliance—treat this opinion as 
one from an interested party, then— 


COMPANY 


| WE HAVEN'T BOTHERED GIVING 2004 ESTIMATES FOR THESE SPICE 


companies, it is with good reason: they may not be around 
till then. Spice has defaulted on payments to vendors and 


could be bought by Idea or Hutch. Escotel is in search ppg 
of a new strategic investor. RPG is on sale, but since it 


is profitable, its promoters can afford to wait for a 
good offer. So could Aircel. HFcL may restart talks 
with Tata Tele for a cash sale. The dark horse is 


Shyam which could end up showcasing the benefits of HFCL 
an integrated single circle play in telecom. It provides 


both basic and cellular telephony services in Rajasthan. 


Figures for November 2002 
“All connections are CDMA 


N.A.: Not Applicable п.а,: Not available 


uses spectrum far more efficiently 
than GsM. “For every 25 per cent 
increase in minutes of use, the GSM 
player needs to increase capital exp- 
enditure by 12-15 per cent,” says 
Shubam Majumdar, a telecom ana- 
lyst at Mumbai-based Motilal Oswal 
Securities. “A large CDMA player 
like Reliance can get by with just a 
5 per cent increase.” 

Cellular companies complain that 
it was the government that manda- 
ted GsM as the technology standard. 
The government had no business 
doing that. It had no business rewri- 


MOBILE 
| CONNECTIONS 


FIXED 
CONNECTIONS 





N.A.: Not applicable 
^ “GSM connections 


* Includes 34,766 CDMA connections 
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Your vision for Reliance Infocomm? 

It comes from Papa’s question: “Can you 


make people talk long distance for less than the price 
of a postcard?” 


What is the digital business all about? 
The market is voice-driven. In five years, it will 
move to data. That is where our long-term bets lie. 


Will you make money with such low tariffs? 
Ours is an old-world positive-cash-flow mindset. We 
will be profitable in year one. 


Will you be willing to pay a licence fee and go fully mobile? 
Absolutely. Not a problem. That is if we think that 
more mobility will add value. It is a business decision. 


What will you compete on with Gsm? 
Value. Overall value. 


How soon will you be number one? 
We are never driven by that. This is an opportunity to 


y Will Add Value” 


A tete-a-tete with RIL Chairman Mukesh Ambani. 

















RIL's Mukesh Ambani: Telecom's dark horse 


find our place in the world. An internal market only 
helps you to excel in the external market. For us 
be looking at the global market. 


Are you? 

There is a very attractive global market. We have got 
to be world class. But we have got to first satisfy the lo- 
cal base. We are running this race to find our place in 
the world. 





ting the terms of its licence agreement 
in 1999 to provide succour to an in- 
dustry crippled by the dispropor- 
tionate licence fees it had itself 
agreed to pay—eventually, cellular 
companies coughed up Rs 6,300 
crore, 30 per cent of their bid amo- 


unts and offered to share 8-12 per 
cent of their revenues. It had no 
business allowing basic telephony 
companies provide ‘limited’ mobile 
services using CDMA. And it shouldn't 
be dragging its feet over the inter- 
connect issue—the amount cellular 


NPAs Of Rs 4,000-5,000 cr 


Surely, cellular companies must owe more. 


ERE IS A CLUTCH OF STATISTICS THE CELLULAR INDUSTRY WON'T PUT OUT TOO 

often: 41 circles, total investments of Rs 21,000 crore, 60-65 per cent 
debt, and, according to T.V. Ramachandran, Director General, Cellular 
Operators Association of India, "Rs 4,000 to 5,000 crore of NPAs”, If the com- 
panies are worried by the entry of Reliance Infocomm, lenders, and equip- 
ment suppliers (a significant portion of the debt is vendor financed) are down- 
right disturbed. Some analysts claim the Rs 4,000-5,000 crore number may 
not accurately reflect the state of the sector. Banks and Financial Institutions, 
they say, could have exposures as high as a Rs 1,000 crore for each cellular 
circle. “1 see a day when lenders will go to the regulator and complain that 
it is ruining the loan market," says Shardul Shroff, Managing Partner of 
Amarchand & Mangaldas & Suresh A. Shroff, a corporate law firm representing 
lenders and telecom companies. Close to Rs 500 crore is sunk in the 
nearly defunct Koshika; ві has piled up debt of Rs 1,400 crore; Spice owes 
its vendors Rs 750 crore; even Bharti Televentures counts debts of Rs 1,000 
crore in its books. The lead lenders in most cases are [DBI and ICICI. 
However, banks such as SBI and Deutsche Bank and institutions such as Lic 
"and uri also have significant exposure to telecom. 


64 husINESS TODAY JANUARY 5 2005 


companies pay basic telephony com- 
panies when a cell subscriber calls a 
fixed-line number; cellular compan- 
ies allege that this is skewed in fav- 
our of the basic telephony companies 
and have now placed a demand for 
a counter-charge; basic telephony 
companies, they say, will have to 
pay a charge when a fixed-service 
subscriber calls a cellular phone. 
The impending launch of Relia- 
nce Infocomm, then, could force the 
government to spell out regulatory 
issues regarding technology, tariffs, 
interconnect, and competition. It 
could even provide some clarity on 
an issue the government has been 
studiously avoiding: the migration to 
third generation (3G) licences. 
While the regulatory regime may 
have been favourable to Reliance Info- 
comm, it may be unfair to the com- 
pany to ascribe its competitiveness 
to this one cause. “We paid a licence 
fee too,” says Ambani. “If anyone thi- 
nks this is backdoor entry (into cel- 
lular telephony), well, it is a back- 
door that was open to all.” That it 
may have been but the window of 
opportunity is rapidly shrinking for 
India’s cellular companies. Ell 
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E-mail: e _pttde @ sify.com Website: www.tourisminpondicherry.com 


Discover 


the rarest 


of treasures 


in Pondicherry. 


Yourself. 


Imagine discovering yourself; to the 
sound of the splashing sea, strolling 
along quaint avenues, meditating in 
the elegant ambience of the ashram or 
learning a new yogasana. You could 
even stroll around the quaint 
avenues shopping for meditation 
mood-setters like incense sticks, 
fragrant candles, aromatic oils and 
much more. Come over and discover 


yourself, one visit at a time. 


The Pondicherry Shopping Festival is 
on between 18th December 2002 
and 16th January 2003. Drop in and 
win fabulous prizes. 
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Wi-fi could change the way we work on the run, around our offices, 
even at home. It’s happening in India. sy VINOD MAHANTA 


WENTY-THREE KILOMETRES 

from Indore on the National 

Highway 3 connecting 
Mumbai to Agra is Mhow, a fetch- 
ingly landscaped cantonment town 
that used to serve as a war man- 
agement centre for the British dur- 
ing World War Il. Mhow—the 
name is an acronym for Military 
headquarters of war—is the location 
of the College of Combat, an all- 
arms tactical training institution for 
officers that evaluates new concepts 
in the areas of tactics and logistics. 
Wireless access must surely fit into 
that definition: the coc has just 
deployed seven wireless access 
points making it possible for users in 
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some remote corners of its 560- 
acre campus to piggyback its net- 
work. “It is secure," boasts Colonel 
S.P. Kochhar, of General Staff 
Signals. Then, he feels the need for 
a qualifying clause. “Our vendors 
tell us so.” The wireless network 
only carries information that isn’t 
classified and India’s relative inex- 
perience in matters wireless means 
security may not be a concern for 
some time to come. The US has a 
thriving community of war driv- 
ers, “wireless hackers who cruise 
the streets in cars tricked out with 
giant antennae," according to an 
article in Salon magazine. 

Wi-fi in India is unlikely to beco- 


me as popular as the other wire- 
less wonder, the mobile phone. Or 
even come close. Visions of laptop 
toting road warriors seeking out 
hot spots, places with wireless access 
points, still belong in the future, if at 
all. Beyond the hype surrounding 
802.11b, the wireless standard defi- 
ned by the Institute of Electrical 
and Electronics Engineers (See Wi- 
Fi: Some FAQs), is the reality of its 
usage in India, a small individual, 
corporate, and academic community 
waking up to its benefits, embold- 
ened by a recent government noti- 
fication that makes it alright to use 
wi-fi within a building and as a ru- 
ral telephony facilitator. The buzz 


has it that it was technology maven 
Nick Negroponte who convinced IT 
Minister Pramod Mahajan about 
the need to do this during a August 
visit to India last year. 

That has made M. Harish’s life 
better. The 40-year old business 
development manager at Bangalore- 
based Texas Instruments is a wi-fi 
convert. His laptop goes everywhere 
with him in T's 3,00,000 sq ft faci- 
lity—across conference rooms, the 
cubicles of his co-workers, the office 
cafeteria (it serves a mean appam), 
or, his own workbay. “Mobility im- 
proves productivity," gushes Harish. 
Companies such as Microsoft and 
Exel and schools such as Indian 
School of Business (See The Wireless 
School) and Amity concur. And the 
government insists that its ambi- 
tious Vidya Vahini project—it will 
connect 60,000 state-run schools— 


should incorporate the 802.11b 
standard. Wi-fi, here we come. 


The Benefits Of Going Wireless 
The concept of a wireless network 
that can complement its wired ones 
appeals to companies. It provides ac- 
cess to employees carrying portable 
computers and hand-held devices— 
who doesn't sport one these days?— 
and makes it possible to ‘wire’ temps 
and travellers. “Wherever mobility is 
high, wireless networks will replace 
wired ones”, says Sudhir Narang, 
Vice President, Cisco, a company that 
plays a key role in taking others 
wireless. “It enhances productivity 
by about 15 minutes every day,” 
swears one of Microsoft India’s 125 
employees who use the company’s 
Wireless Local Area Network (w-LAN) 
in Delhi office. Then, there’s the 
fact that a wireless network is far 
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Some 


COMPANY 
Wi-Fication 


> e Texas Instruments 


Wireless LAN in its two 
Bangalore offices 


- @ infosys 
: A few hotspots in its Bangalore 
; campus 


: @ Le Meridien 
: A W-LAN provides broadband 
: access to guests in Mumbai 


: @ Taj Group 
: Proposes to offer wi-fi services 
: across its 60 hotels by next year 


: @ Microsoft 
: Delhi, Bangalore and Hyderabad 
: office have W-LAN's 


: @ TVS Electronics 
: A W-LAN in its Chennai office 


> @ EXEL 


A logistics company. Has set up 


: a W-LAN in its Mumbai HQ 


AO 





: Or how going wireless can 
: improve your life. 


: Feo THE OUTSIDE, THE SARKARS' PINK- 

} Î coloured house looks like just 

: another abode in Delhi's up-market 

: Panchsheel Park neighbourhood. But 

: Tilak and Radhika Sarkar don't live in 

} just any other house. He's ceo of Primus 


: Technologies, a wireless service provider; : 


: she's the head of programme manage- 

i ment at Cadence; both are ит alum; and 
: their three-bedroom house is a wireless 

: wonder. So, 40-year-old Tilak can com- 
: municate with his associates in the US, 

: through his computer from his bedroom, 
; loo (believe you us, the man claims the 

: time he spends on the throne is produc- 
tive), balcony (that's where he smokes 


: his hookah), or just about anywhere else. : 


: . Making this possible is a 5.7 Ghz 
: radio frequency antenna (Rs 90,000) 


ў hooked to а Cisco wireless access point : 


: (Rs 14,000) and рс! mca cards (Rs 

: 4,000 each) on his portables—all of 
: which allows Sarkar to go online any- 
: where within 100 square feet of the 
{ point, walls notwithstanding. And a 

; Session Initiation Protocol (sip) device 


: facilitates internet telephony. Well, what : 
: else would you expect from a man who ; 


: walks around with a blue-tooth enabled 
; ear-plug and sports a 32 мв portable 

: hard disk (surely, you know the type 

: that directly hooks to a Pc's Universal 

: Serial Bus port) on his key-chain? 
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easier to relocate than a wired 
one. With companies such as 
Cisco, 3Com, Avaya, and D-link 
offering wi-fi solutions, going 
wireless is just a phone call 
away, and it doesn’t cost much 
(around Rs 2.2 lakh for a net- 
work of 20 users). “Cost, which 
was a big hindrance in wire- 
less deployment, is no longer a 
challenge,” says Lt. Col. H.S. 
Bedi, CEO, Tulip rr Services, а 
systems integrator. 

The first step in going wire- 
less is a recce exercise to de- 
fine coverage, the number and 
location of access points and 
the number of users. The actual 
physical deployment is simple: 
take the access point out of the 
box it comes in, plug it to the 
wired network, turn it on, and 
adjust the antennae. It took TI 
all of two days to deploy wi-fi 
across the three buildings that 
constitute its Bangalore office. 
Unlike Bluetooth, a technology 
built around infra-red connec- 
tivity, wi-fi is a radio-wave tech- 
nology: radio waves find it far 
easier than infra red ones in 
travelling through walls. 

Operating as it does on un- 
licensed spectrum, wi-fi is 
cheap: there are no hidden costs 
such as a monthly airtime charge 
that users have to pay. And at 
peak speeds nudging 11 MBPs— 





Evangelising wireless: Primus’ CEO Tilak Sarkar at his wi-fi enabled home 


a dial-up modem does 56 
KBPS—wi-fi is fast and furious. 


Being Wirelessly Hospitable 
Mumbai's Lé Meridien hotel had 
a problem. Its clientele—largely 
international business travel- 
lers—was clamouring for faster 
access, Worse, it wasn't happy at 
the fact that the wired network 
nodes limited access to guest 
rooms and the business centre. 
So, the hotel decided to go wire- 
less. “Apart from the innovation 
factor, this gives us an edge," 
explains its General Manager Jul- 
ian Grooms. That's not an edge it 
will enjoy for long: Taj is going 
wireless across its 60 hotels and 
wi-fi could soon become a 
norm in the hospitality industry. 

Meridien's experience with 
wi-fi wasn't all easy going. The 
hotel had to position access 
points in such a way as to cover 
all common areas, and five 
floors of 36 rooms each. Most 
of the 10 access points the 
Mumbai Meridien boasts are 
within the hotel itself, although 
a few cling to the building's ex- 
terior leveraging the presence of 
windows and corridors and the 
capability of radio waves to re- 
flect off walls. 

While hotels will adopt wi-fi, 
don't expect to encounter hot 
spots in other public places in 
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India such as airports. The picture of 


a frequent flyer zoning in on a hot- 
spot, paying a prescribed charge 
through credit card, and accessing 
the internet will still have to re- 
main in the realm of sci-fi in India. 
And the retail market for wi-fi serv- 
ices, as Tilak Sarkar, the CEO of a 


| Wi-Fi: 


: A tyro's guide to wireless fidelity. 


Í What is Wi-fi? 


: Wireless fidelity is an increasingly popular 
: networking standard for building a high-fre- 
: quency Wireless Local Area Network 


1 (W-LAN) in homes and offices 
: Is this the same as 802.11b? 





Wi-fi hotel: Le Meridien's Systems 
Manager Pradeep Khetwal (L) with 
GM Julian Groom 


: 802.11b is a wireless fidelity specification А 
: of the Institute of Electrical and Electronics Engineers (IEEE). It is part of a set : 
: of specifications associated with the alphabets a, b, and g. : 


асаа а 1 


X 


wireless service provider, Primus 
discovered, is next to nothing. 


: 802.11a: The standard delivers a maximum data rate of 54 mbps and eight : 
: non-overlapping frequency channels. It operates in the unlicensed portion of : 
: the 5 Ghz radio band and is immune to interference from devices that operate : 


d Sarkar wished to create hotspots in i in 2.4 Ghz band. : 
3 the Basant Lok market, Delhi's hap- : 802.11b: In 1999 the institute of Electrical and Electronics Engineers (IEEE) : 
| ES young people > place, but : ratified the 802.11b standard, offering data rates ир to 11 megabits рег sec- : 
A couldn t find anyone willing to fund : ond. It operates in the unlicensed 2.4 Ghz radio band. : 
Ё the project The P ublic Me of the : 802.11g: The 802.11g standard has been in draft form since November : 
У internet still remains limited to cy- : 200] and is unlikely to be finalised before 2003. 802.116 will deliver the same: 
Ё bercafes,” rues Sarkar. Welcome to : 54 mbps maximum data rate as 802.1 la, yet it offers an additional and com- : 
E the real world. : pelling advantage, backward compatibility with 802.11b equipment. : 
. ; : How does wi-fi work? : 
r Wireless Woes TX : Each wireless client computer associates with an access point through a radio: 
г Microsoft's love affair with 802.11b : link (newer portable computers have chips that have this facility inbuilt). Тһе : 
lasted till the company found out £ access point connects to the wired (read Ethernet) enterprise or home network : 
' the standard was hacker-prone. : through standard Ethernet cables. : 
y Now, it uses variant 802.1х. Secu- : 
4 rity and interference with other — "memet nennt nennen tenent tenian tene tentaat 
° devices sharing the same spectrum 
И apart, bandwidth is a constraint. says Colonel Kochhar. “There are Milind Gadad, ri's lead network 
Р “For work that requires a huge bandwidth issues while working engineer. Still, for execs and senior 
bandwidth, wi-fi may be difficult" оп larger applications," adds managers who don't really require 
all that much of bandwidth, wi-fi is 
h just the thing. 
The Wireless School Till that fateful Negroponte- 
y Р A i Mahajan meeting, the government 
p TA E ORON be at Ihe Indian School of Business, НИНА. insisted on regulating the 2.4 Mhz 
-i darsh Garg and six other students at 158 have just written a case frequency. Wi-fi had to be re- 


F\study report on icici's reverse merger into icici Bank. An exercise 
| in financial reporting, part of an eponymous course at the school, 
5 the case study is just the kind of thing that is expected of students at 
б; any good B-school. Only, the way Messrs Garg & Co did it was un- 
; conventional: with widely varying schedules and preferences in terms 
ч of workplace—one liked to ideate under a tree, another preferred 
crunching numbers in the warm confines of the library—the seven 
collaborated online over ise's wireless network. “This is a one-year 


course and time is precious,” says V. Seetaramaiah, Director 
(Information Technology). “Rather than have students and faculty 


ЭРЕ queer 


search for plug-in ports, we have the provision for a wireless LAN at 
select locations." In a school that provides each of its 170 students 
and 20 faculty members a Toshiba portable computer, a wireless LAN 
is not really a luxury; it is a necessity. "We studied campus requirements 
and found that there were a few cluster points," says Sabyasachi Sen, 
Network Specialist, iss. These include common areas in the student 
villages, the atrium of the main building, and the courtyard near the 
library. Now you know how that report got done. 

E. KUMAR SHARMA 
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stricted to one building, the com- 
pany (or organisation going wi-fi) 
needed to obtain a clearance for 
every user from the Department 
of Telecommunications, pay a li- 
cence fee of Rs 4,500 per user per 
year, and await a go ahead from 
the Intelligence Bureau. All that's 
gone now, it's easy going wi-fi, 
costs are down (from some Rs 
45,000 for an access point to Rs 
8,000, for instance), there is no 
shortage of technology vendors, 
and the newer generation of 
portable computers (and tablets) 
come with chips that are already 
wi-fi enabled. Surely, it can't take 
much more for a wave. Ef 
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FMCG behemoth HLL is 
stuck in a rut, even as 
smaller competitors grow 
marketshare and profits. 
BY SHAILESH DOBHAL 
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M.S.Banga, 
Chairman, HLL: 
Facing an uphill task 2000 2001 2002 


Q2 Q3 mo Figures in Rs crore 
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HERE’S THIS DICTUM IN THE RULEBOOK OF 

the Anglo-Dutch foods and consumer 

products giant, Unilever, that forbids 

managers anywhere in the world from 

travelling on highways after 7 pm or 

once it gets dark, whichever comes first, That’s why last 

fortnight Manvinder Singh Banga, the dapper 

Chairman of Unilever’s Rs 10,668 

crore Indian operations, Hindustan 

Lever Ltd, was keeping an eagle eye 

on his wristwatch during the bumpy 

drive in the backseat of a Mitsubishi 

Lancer from Morena to Rajkot in 

southern Gujarat. The HLL chief's 

mission: collect market feedback, 

and coax dealers to stock his com- 
pany’s myriad products. 

Banga did manage to stick to that 

‘don’t-drive-after-dark’ deadline last 

fortnight, but when it comes to his 





Vaseline Crack Relief picking up?" flies another query. 
“And what about Surf's Rs 2 pouch?" Then there's 
inevitable hardsell. *Why don't you stock Kissan Squash, 
you know it is the best squash in the country," he 
urges a gloating proprietor of the brand-new, neatly-laid- 
out, self-help Shital Supermarket. 

Such banter in the marketplace may help HLL build 
(or should we say rebuild) bridges 
with shopkeepers across the country. 
But there's another question that 
must be keeping the HLL top brass 
awake at night, and the answer to 
which may not lie in the market but 
in your home. “Just why are con- 
sumers not buying enough from 
HLL?” “The biggest concern is that 
the company is losing marketshare in 
a stagnant/declining market," says 
Nirav Sheth, Vice President 
(Research), SSKI Securities. 


VNYMN LUIVT 


company you have to wonder. For HLL'S STRATEGY | Indeed, even till 1995-96 HLL had 
iem heer OF FOCUSSING чеин шн en 
4 ON A FEW KEY | N н 


ing consumer goods (ЕМСС) marketer 
been cruising in the dark on a road to 
nowhere? In this period, growth for 
HLL’s soaps, detergents, tea, personal 
products and packaged foods slowed 
down—along with the market—and 
even dipped into negative territory. 
From a scorching compounded annual growth of 26 per 
cent from 1993 to 1999, Lever has lost plenty of steam. 
Second-rate, single-digit growth isn't something you'd 
expect from HLL, Certainly not pre-2000. 

In Rajkot, Banga tries to find answers to some elusive 
questions—and the elusive growth. “Which is the best- 
selling shampoo in your store?” he quizzes a dealer. “Is 


...But the topline is crawling... 
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BRANDS HASN'T 
HELPED TO KEEP 
SMALLER COMPETI- 
TORS AT BAY 


likes of CavinKare (with shampoos), 
VVF Ltd (soaps), Anchor Health 
(toothpastes) and Paras Pharma (in 
skincare), who began chiselling away 
at Lever’s chunky market shares. 
What's also not helping the HLL cause 
is that the other big boys—Colgate, 
Procter & Gamble, Godrej, and Marico—have begun 
getting their act together and are formidable com- 
petitors in crucial categories. 

HLL’s power-brand strategy announced in January 
2001—conceived by Unilever—which called for fo- 
cusing on a basket of key brands (30 power brands and 
10 regional levels) doesn’t seem to have helped prop up 


DOLDRUMS 


...And that’s worrying investors. 
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..Key brands are 
correcting course.. 






BRAND 
NEW PLAN 








Annapurna (Staples) 


WRO N G | mpulse | game in 2002 | Chase only profitable sales 
iud 5 паана BAN p (eat et 
| К 5 


‘in 2001 | impulse fi 
^ | Target kids with processed foods 
Discontinued in 2001 May (Kids brand) 


i Extend the kids ice cream brand 
Su amd Sis i test market | to confectionery, stationery 


| Kwality-Walls (Ice Cream) 
Aviance penna mmm approach | : ; 
(Premium cosmetics) Make it a premium brand for metros 


*Part of product line imported from Unilever 











that topline, either, although it has had a positive chairman,” says a former senior manager who was in the 
impact on profits. “The company was in serious danger thick of the HLL merger mania of the nineties. One of the 
of losing even its earnings growth had it not been for the costly legacies of the acquisitions rush was multiple 
power brands," points out Rajesh Kothari, FMCG ana- distribution channels leading into rural India, one for 
lyst with Khandwala Securities. soaps and detergents, another for personal products, and 

Tell Banga that the power brand strategy is a failure— yet another for beverages. Not just that, such a product- 
as some analysts suggest—and you'd have probably — category-led system meant that rural markets—which ac- 





HLL CANNOT RELY TOO MUCH 
ON ITS NEW BUSINESSES, EVEN 
THOUGH SOME OF ITS NEWER 
BRANDS ARE MAKING PROFITS 


r, DALIP SEHGAL, 
Head (New Ventures), HLL 


got his goat. “Companies must pace themselves well. I 
am of the view that our strategy of creating ‘fuel for 
growth’ is working,” he maintains. But really, it would 
be uncharitable to heap all of the blame for HLL’s no- 
growth patch on the current chairman. Travel back 
instead to the early and mid-nineties, when much of 
HLL’s growth was fuelled by acquisitions. To be sure, be- 
tween 1993 and 1998, the FMCG giant's organic growth 
was just 14 per cent on an annual compounded basis. 
Acquisitions—of Tomco, Kwality Ice Cream, Dollops Ice 
Cream (from Cadbury) and Lakme—and the mergers of 
all of Unilever’s India businesses into HLL (Brooke 
Bond, Pond’s and more recently International Best 
Foods) accounted for the remaining 12 per cent. 
“These businesses needed a little more time to be ab- 
sorbed in HLL, and of that we had little, what with the 
scorching pace of acquisitions scripted by the then 
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...And it's been tardy 















...Now, it is drawing up 
new rules to play by. 











"Ut CATEGORY: STRATEGY 

. Soaps & Detergents: Redefine Ice Creams: Concentrate only on 
Confectionery (Max) Ина sh | market for brands; aim for cost- | top metros, and drive only value- 
2001 us effective product differentiation © | added segments. 
M 5, Beverages: Chase out-of-home op- | Personal Products: Launch variants, 

; portunities aggressively; slash costs | and price low to get volumes back 

Niche Skincare in price-sensitive, in-home products іп toothpastes and shampoos 
2002 к Poshak Ol Foods: Build a value-added New Ventures: Leverage scale to 
Ayurvedic Products €» processed foods portfolio across | grow new businesses into Rs 300- 
2002 | Kissan and Annapurna | 500 crore big in next five years 


count for nearly 45 per cent of HLL’s profits—were 
just the tail of every sales territory rather than its focused 
head, to be grudgingly serviced. It is only recently that 
Banga has integrated the entire rural penetration into 
one, with a separate and dedicated force—regional 
sales manager downwards—for the rural areas. 
Another of yesterday's mistakes could have been 





INvaASOD HSAWN 


reacting to price warriors like Nirma, Amul, Fena and 
CavinKare by launching discount brands or extensions 
at lower-price points. That worked up to a point. Until 
the bit players—Kanpur Detergents, makers of Ghadi de- 
tergents, VVF, Ayur et al, started doing a "Nirma on 
Nirma." Lever suddenly realised it couldn't play this 
bare-bone cost game. “In hindsight, we should have been 


AMONG THE THINGS HLL PLANS 
TO TRY OUT IS A HUGE OUT-OF- 
HOME FORAY INTO TEA WITH 
LIPTON PARLOURS 


raising the hurdle instead of getting into playing the game 
their way, which was on just price,” admits a candid Aart 
C. Weijburg, Director (Detergents), HLL. 

“To keep the growth engine chugging, even at sin- 
gle digits, for a company of HLL’s size, a good number 
of product innovations and brand launches were 
needed regularly. But there were very few,” says Jigar 
Shah, Head of Research at K.R. Choksey. The re- 
gional brands, in the meanwhile, took off. Geogi E. 
Zachariah, Group Product manager of the Rs 100 
crore Jo soap brand from Mumbai-based УУР refuses to 
buy the logic that consumers are gravitating towards 
lower-priced brands just because of recessionary con- 
ditions. “What we are offering the consumer is a prod- 
uct of much better quality at half the price,” he vol- 
unteers. In HLL’s case, meantime, it’s difficult to recollect 
a successful brand launch in the past decade. Be it 
Aim toothpaste or Le Sancy soap or washing machine 
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GUNENDER KAPUR/ ED (FOODS)/ HLL 


“PROFITABLITY IN ATTA IS AN ISSUE IN 


THE NORTH AND THE EAST, BUT IT 


IS OUR OBJECTIVE TO BUILD A 
PROFITABLE FOODS BUSINESS” 


detergent Revel, or women’s deo Impulse (or the dis- 
tribution of Unilever’s Calvin Klein in India), none 
of these brands caught the consumer's fancy. 

Then there's the dilemma in foods, with Annapurna. 
HLL got it wrong to begin with by rapidly making inroads 
into staples in 1995— perhaps too rapidly, given the low- 
margin, low-differentiation nature of the business. In a 
bid to convert consumers from loose to packaged atta, 
Lever spent heavily on advertising, with no attempt to 
even start creating a value-added processed foods port- 
folio. The growth in staples did not live up to the in- 
vestment, and the business is still bleeding though 
Banga hopes to make it profitable soon. Gunender 
Kapur, Executive Director (Foods) says profitability 
in atta is an issue in the North and the East, but “it is our 
objective to build a profitable foods business." 

HLL's famed marketing firepower was not enough 
to make its foray into ice creams a success, either. For 
five years, Lever crossed swords with Gujarat Co- 
Operative Milk Marketing Federation (GCMMF). Final 
result: Amul is King, a battered HLL retreats from 
the mass market to focus on the top metros (which are 
more profitable), and that too with only value-added 
products. “How could they even think all this while 
of competing with us for the mass-market with just 
one product (ice-cream) when our production, pro- 
motions and distribution costs were spread across 
the entire dairy line," sniggers R.S. Sodhi, General 
Manager (Marketing), GCMMF. 

If HLL is guilty of not earning enough returns on 
huge investments in some categories, you can also ac- 
cuse the marketing behemoth of cold-shouldering sun- 
rise opportunities. Like direct selling, for instance, 
which has quietly become a Rs 1,600 crore busi- 
ness, a large part of it being personal products with 
Amway, Oriflame and Avon ruling the roost. HLL, 
with Aviance, is still knocking at the door. 

So what's going to rescue HLL now? Don't rely 
too much on the new businesses—confectionery, 
herbals, etailing, etc—though Banga expects them to 
contribute between Rs 300 crore and Rs 500 crore 
in five years. Dalip Sehgal, Head (New Ventures), 
says the Max confectionery brand is already prof- 
itable. Creditable indeed, but don't expect its Rs 50 
crore revenues for the current year to do much 
more than tickle the topline. *In the foreseeable fu- 
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SANJAY PANDYA 


ture new businesses can’t be swing factor for HLL, al- 
though they are as important as shampoo seeding 
way back in 1991-92,” points out Sandeep Bhatia, 
FMCG analyst with uss Warburg. 

So it is around HLL’s existing businesses that Banga 
claims that the growth swing will unfold, most likely in 
2003's second half. “Well, the market says a soap is a 
soap and that emerging categories are mobile phones. 
What about intensity of consumption?,” questions 
Banga. Already the company has put its key soap 
brands in Lifebuoy, Lux and Liril through the re- 
launch paces, resulting in at least the market share 
decline being arrested. “For us, getting soaps and 
Wheel right was first, and in 2003 we will attack top- 
end laundry wash in Surf and Rin,” says Weijburg. 

For the next 6-12 months ни. has lined up its most 
ambitious foray into processed foods, that includes 
biscuits, spreads, spices, and cooking aids. As S. 
Ravindranath, Executive Director (Beverages) reveals, 
also on the anvil is a huge out-of-home foray into tea 
with Lipton parlours. HLL will also push ready-to-eat 
Annapurna chapati through the Modern bread-distri- 
bution system. And there will be a renewed focus on 
low-unit-price packs, even going down to infra-dig 
50 paise sachets and a Rs 5 Pond’s jar. 

The scale of those plans sound intimidating, but 
competitors these days don’t fear the marketing jug- 
gernaut so much—maybe not at all. As GCMMF's Sodhi 
quips: “Well, like in the past, we'll let them create the 
market. Then we will take away the consumer." For HLL 
and Banga, it's nearing 7 pm, and getting dark... 
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| Anchor Health 
The Vegan Smiles 


GROWTH* OUR YEARS AGO, 
| 50 5% when Atul Shah 


ventured into the 


on a brand and a hope. If Shah 
is all teeth today it’s because his 
flagship Anchor toothpaste is a 


> 


+ ‘Anchor's Atul Shah: Positioning 
made all the difference 





hind Colgate-Palmolive and HLL. 
What explains the explosive growth? One, the choice of market 
and positioning. Anchor focused on predominantly vegetarian 
Gujarat and Rajasthan, and positioned its toothpaste as a vegetarian 
product. Two, price. A 250-gm pack of Colgate costs Rs 62, while 


. Anchor's 200-gm pack costs Rs 35. Says Shah: “We offer quality 


at a price that our competitors can never match." He now plans 
to launch soaps and detergents, and beauty products. 
DIPAYAN BAISHYA 





Parakh Foods 


Е YOU DON’T LIVE 


Oil Money 
in west india and 


° 
40.4 о any of the smaller 


towns elsewhere, you probably 
haven't heard of Gemini. But 
HLL’s sure to have heard of it. 
Launched six years ago, Gemini 
today is packed out of the largest 
single-location edible oil factory 
in India. It claims to have a 12 

per cent share of the Rs 4,000 crore edible market, and leads in the 
western region. Prakash Parakh, the company's MD, expects the 25 

per cent rate of growth to continue for the next few years. Parakh 
- has benefitted tremendously from the consumer's shift from loose 
edible oils to packaged oils. But the shift isn't complete. A good 70 
per cent of the market is still for loose oils. Says Parakh: “We believe 
in reasonable pricing and increasing the reach so as to grow faster." 





.  . Parakh Foods’ Prakash Parakh: 
Shift to packaged oils helped 


FMCG industry, he was flying іп | 





Rs 150-crore brand with a mar- | 
ketshare of 9.7 per cent—be- | 
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Slowdown, at least in the FMCG business, 
A clutch of homegrown marketers is not 
taking away share from their larger 

are they doing it? BT looks inside 


All Fall Down: How HLL's Shares 


FOODS & 
BEVERAGES 


Soaps 


Detergent Cakes Detergent Powder 

BS w 200 
Jyothi Labs 
The Bright One EZX 

HIS IS THE COMPANY THAT HUMBLED 

Reckitt-Benckiser in the fabric 
whitener business. Jyothi's Ujala ap- 
parently controls 75 per cent of 
the Rs 200-crore market. Says M. P. 
Ramachandran, its CEO, who 
thought of Ujala in 1982 while 
working as an accountant at a 
chemicals trading firm: *The se- Ujala: India's No. 
cret of our success is very sys- 1 whitener now 
tematic marketing on a large- 
scale basis throughout the country." Last year, 
Jyothi launched Maxo mosquito repellent, 
and more recently Exo, a washing bar. 
Ramachandran’s vision, however, is to be a 
comprehensive FMCG company, a target he 
plans to achieve over the next few years. 

SHILPA NAYAK 












Ozone Ayurvedics 


Full Marks 
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"Олук d 


Ozone's S.C. Sehgal: 
Ayurveda proved a big hit 





* Average growth for 12 months ending Oct. 31, 2002 


Source: AC Nielsen 


day decided to take a trip to New York , London and 
Paris to search for a new direction for his company. He needn't have bothered, for the 
answer—as he later realised—was staring him in the face from shop shelves. A grow- 
ing number of ayurvedic products. That was in 1991. Two years of research later, Sehgal 
came up with No Marks, which till 1999 was unbranded. Now, his ayurvedic business 
is set to overtake his Rs 40-crore pharma business. Some savvy advertising—such as ad- 
vertising on Aaj Tak, the biggest Hindi news channel—has created a hi-profile for the 
brand, which currently rakes in Rs 4 crore in sales every month. Sehgal already exports 
to the Middle East and has clearances for Canada. His dream, however, is to see No 
Marks in the stores he visited in London, New York, and Paris in 1991. 


SS SEHGAL, A SEVEN-YEAR VETERAN OF 
Glaxo, had been running a pharma 


company for nine years before he one 


SEEMA SHUKLA 


n.a.: Not available 


Ball 

DOWN? 

seems to be an HLL affliction. 
just growing at a blistering pace, but 


competitors such as HLL. So just how 
eight of the newer challengers. 


Are Declining 


ICE CREAMS* 
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Toothpaste Skin Cream Ice Creams 


Kanpur Trading Company 104% 
The Next Nirma 19.4% 
TCs моки E о 

Gyanchandani 
is another Munu- 
samy. And he is 
widely seen as the 
next Karsanbhai 


Kaleeswari Refinery 
Tear, Sweat, and Oil | 
GROWTH* . MUNUSAMY 
24 3% ` hates the me- 
- dia. That's because 
he'd rather work than talk 
about it. Good idea. In fact, so 
good that it has—in just 30 
years—helped him turn from 
an oil trader to a mini (edible) Kaleeswari: An impressive 
oil tycoon. His Kaleeswari Southern story 
Refinery, set up in 1995, has 
gone from 25 tonnes per day (tpd) to 285 tpd today, with an ex- 
pected turnover of Rs 340 crore this fiscal end. “Our motive was to 
penetrate the market with attractive pricing and volumes," says 
General Manager T. S. Sethuramachandran. To cut costs, its Gold 
Winner brand does not use middlemen in Chennai, but sells directly 
to stores, But elsewhere in Tamil Nadu, it works through 10 dealers. 
Munusamy's dream: to make Gold Winner an international brand. 
NITYA VARADARAJAN 


RDM Traders 


Slow And Steady 


JA F WITH HIS 

Ағ сһапрей 

D.S. Narang’s life 

forever. "That was the day when 
he quit being an employee and 
turned entrepreneur, manu- 


Patel of Nirma. E facturing herbal products at his 
Born as а home-de- Ghadi detergent: Growing home in Delhi's Patel Nagar. 
livered brand, at biggies' expense Today, with six plants, 1,500 RDM's D.S. Narang: Herbal 
Ghadi Detergent, is distributors, and 22 C&F agents, products proved a goldmine 
said to be a Rs 450 crore business, with a Narang’s 10-year-old Ayur 
strong presence in North. People in the know herbal brand fetches Rs 100 crore a year. His usp: “I get amala for 
attribute Gyanchandani’s success to clever Rs 10-20 per kg and sell my shampoo for Rs 80, while others sell 
pricing and attention to quality. At Rs 17 a kilo, theirs at Rs 200. How much can you charge for a name?” asks 
Ghadi takes Nirma head on. The second brand Narang. RDM recently entered south in a bid to enhance its national 
Double Dog Detergent sells at Rs 50 per kg and presence. But the man says he is no hurry. He wants to build brand 
targets premium MNC brands. | slowly and steadily. 

SEEMA SHUKLA SEEMA SHUKLA 


Kunvar Ajay Ind. GROWTH* i е KIND OF A COMMODITY PRODUCT 

A M a n.a. WY es in Rs 50 crore in five months? 
ovement If it’s Dandi Namak—at least that's what 
Suresh Agarwal of Kunvar Ajay Industries would have you 
believe. Faced with stagnation in the saree business, Agarwal ventured into the 
FMCG business with an impeccable logic. If HLL could outsource 90 per cent of its prod- 
ucts and still become an FMCG behemoth, why couldn't t the others? Agarwal's 
Kunvar Ajay Foods isn't quite there yet, but he's working on it. He claims his Dandi 
brand is Rs 125-crore big, despite being priced at par with Tata salt at Rs 7. If price 
isn't Dandi’s plank, what is? Surprise, it's image. It claims to be a triple-refined, free- 
flowing, pure salt—a message reinforced rather bluntly in its advertising campaigns. 
In May this year, Kunvar Ajay launched Friendly Wash, and—as per his claims—has 

already clocked Rs 35 crore in sales. Next on the cards: Atta and shampoo brands. AR. Ajay "ok S. Mie 

DIPAYAN BAISHYA — Mahatma's blessings? 
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SHOME BASI 


E 
estment minister 
Shourie: It's been 
1 long, Мага battle 





Getting his Cabinet colleagues to agree on HPCL and BPCL 
sale hasn't been easy for disinvestment minister Arun Shourie. 
But the job is far from done. By AsHISH GUPTA 


HE DAY AFTER ARUN 
Shourie announced to 
the Lok Sabha that the 
government would go 
ahead with the sale of 
oil majors Hindustan Petroleum 
Corporation Limited (HPCL) and 
Bharat Petroleum Corporation 
Limited (BPCL), it was business as 
usual at the Disinvestment Minis- 
try's offices in New Delhi. Most of 
the ministry’s 50-odd officials were 
busy in meetings throughout the 
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day and all callers were politely 
told to call back only after 5 pm. 
For, Shourie and Co. had important 
business to take care of. 

For the previous three months, 
the ministry was on tenterhooks. 
Not only were opponents of the 
ruling National Democratic Alliance 
against disinvestment of some key 
PSUs such as HPCL and BPCL, but 
even NDA's own top guns—includ- 
ing Petroleum Minister Ram Naik 
and left-leaning Defence Minister 


George Fernandes—were dead 
against the sale. But intense lobbying 
by Shourie, with some help from 
Prime Minister Atal Bihari Vajpayee, 
finally managed to break the im- 
passe. On December 5—just two 
days ahead of the expiry of its self- 
set three-month deadline—the all- 
powerful Cabinet Committee on 
Disinvestment (CCD) finally agreed 
on a comprise formula for HPCL and 
BPCL. While the former would be sold 
to a strategic investor, the latter would 
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Shourie’s To-sell-now List* 


NATURE OF SALE 


National Aluminium 
Strategic sale 


National Aluminium 
IPO 

Maruti Udyo 

IPO Е 


Hindustan Petroleum 
Strategic sale oe 


poe Petroleum Corporation 


Mahanagar Telephone Limited 
Strategic sale 

Shipping Corporation of India 
Strategie sale 

Engineers India 

Strategic sale 

National Fertilisers 

Strategic sale 


ee ВИ 


Source: Gol Figures in Rs crore 


be sold through a public offering. 

In the interim, Shourie and his 
lieutenant Pradip Baijal had been 
working quietly on finalising plans 
for selling the government’s equity 
in as many as 12 PSUs, including 
telecom majors Bharat Sanchar 
Nigam Ltd (BSNL) and the Mahana- 
gar Telephone Nigam Ltd (MTNI). 
The December 10 announcement 
in Parliament means that Shourie is 
back in business, and with renewed 
vigour. Declares Disinvestment 
Secretary Baijal: “Finally, disin- 
vestment is back on track.” 

Not a day too soon. The plan 
now is to privatise HPCL through 
the sale of equity to a strategic part- 
ner as was done in the case of 
Videsh Sanchar Nigam Limited 
(sold to the Tatas) and IPCL 
(Reliance), while 15 per cent of the 
government’s 66 per cent equity 
in BPCL would be hawked to retail 
investors. The disinvestment of 
Shipping Corporation of India (scr, 
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BPCL's Mumbai refinery 


*Others include STC, Balmer Lawrie, Sponge Iron, Manganese Ore, and Hindustan Organic 


Nalco (opposed by Union Coal and 
Mines Minister, Uma Bharati and 
Orissa Chief Minister Naveen 
Patnaik,) and Engineers India 
Limited (opposed by the trade 
unions) were also cleared by the 
Cabinet. 

Although the CCD’s formula was 
a compromise, it was enough to 
send the shares of PsUs soaring. 
“The market was crying for a trigger 


ROLLER COASTER RIDE 


and the big-ticket divestment an- 
nouncements have provided just 
that,” points out Navin Agarwal, 
Head (Institutional Finance), Motilal 
Oswal Securities. No wonder, then, 
the next day (December 6) the 
Sensex jumped 77 points, hitting a 
six-month high of 3,306.29. 
Renewed buying by domestic and 
overseas investors pushed some PSU 
stocks to new highs. EIL, for exam- 


Sheer speculation has driven shares of HPCL and BPCL wildly over the last 18 months. 
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Atho. iA the profitable i 
downstream and retail mar- 
kets. The problem: There is 
very little synergy between 
the two сеа апа 
HPCL іп terms of products. 


Reliance Industries 

The private sector 

giant desperately 

needs a network 

of petrol pumps to 

enter the retail market. 
Besides, HPct's refining ca- 
pacity will further consoli- 
date its position and keep 
MNC iden out. 
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ple, hit the circuit breaker after 
gaining 20 per cent. Others like 
Bharat Earth Movers, Balmer 
Lawrie, Rashtriya Chemicals and 
Fertilisers and National Fertilisers 
too rose by eight to 15 per cent, 
and HPCL by a whopping 22 per 
cent. The market’s reading: While 
there may be pockets of resist- 
ance within the government, dis- 
investment will continue. 


Still, A Tall Order 
Nobody’s denying that, but don’t 
expect the disinvestment critics to 
just fade away. The biggest opposi- 
tion party, Congress, has challenged 
the legality of the privatisation of 
HPCL and BPCL. Why? Because, 
Congress argues, nationalisation 
laws such as the Esso (Acquisition of 
Undertakings in India) Act, 1974, 
under which Esso was nationalised 
as HPCL, and the Burmah Shell 
(Acquisitions of Undertakings in 
India) Act, 1976, which led to the 
creation of BPCL, require the gov- 
ernment to get a clearance from the 
Parliament before any disinvestment 
can take place. Therefore, the only 
way the government can obviate the 
Parliament is by repealing the na- 
tionalisation laws. The disinvestment 
ministry, which disputes Congress’ 
interpretation, has asked the 
Attorney General for his opinion. 
Besides, the three-month delay 
has taken its toll. First, it has put 
paid to the ministry's original plans 
of raising an ambitious Rs $0,000 
crore through disinvestment—Rs 
23,500 crore from strategic sale 
and iPOs of National Aluminium 
Company Limited (Nalco), Maruti, 
HPCL, BPCL, SCI, EIL, MTNL, and NFL, 
and another Rs 26,500 crore from 
the public floats of IOC and ONGC 
(25 per cent each), GAIL (15 per 
cent) and BSNL and NTPC (10 per 
cent each). Today, Shourie himself 
admits that he may not be able to 
meet his Budget target of Rs 12,000 
crore, given that the nine months of 
this fiscal disinvestment has gar- 


nered a mere Rs 3,100 crore. 
There's no guarantee that the 
next fiscal will be any better if things 
don't improve. Many bidders have 
left after waiting for months for 
the big-ticket sales to happen. Take 
the case of SCI, where the govern- 
ment wants to sell a majority 51 
per cent stake to a strategic buyer. 
Although initially 11 companies 
had submitted their expression of 
interest for the shipping major, to- 
day only three bidders remain: Essar 
Shipping in conjunction with ven- 
ture capitalists American Marine 
Advisers, and Sterlite Industries 
with Varun Shipping, and BPL. The 
disinvestment ministry, however, 
is busy drawing up the share pur- 
chase agreement, after which the 


Shourie's immediate 
concern must be to 
quickly consolidate on the 
consensus he has been 
able to patch together 


financial bids would be invited. 

Nalco faces a similar situation. 
L.N. Mittal of Ispat International, 
one of the largest steel producing 
companies in the world, decided 
to withdraw after waiting for 
months. There's still a lot of politi- 
cal opposition—at times violent—to 
its sale. Recently, a team from 
Hindalco that went to conduct a 
due diligence at Nalco was attacked 
by the PSU's workers. Says a Delhi- 
based consultant with an interna- 
tional consulting firm: “Such vio- 
lence not only scares away investors, 
but also damages the country’s cred- 
ibility with regard to its ability to de- 
liver on commitments.” 

The confusion over whether PSUS 
such as ONGC and САП. will be al- 
lowed to bid for HPCL is unsettling 
to some investors. Those who op- 
pose PSU bids for the company claim 
that it is contrary to the rationale of 
privatisation, since both ONGC and 
GAIL are government-owned. Also, 


+ 


they claim, there is very lit- 
tle synergy between ONGC 
and HPCL, or GAIL and HPCL. 
Contends Satyam Agarwal, 
an analyst at Motilal Oswal 
Securities: “Except for the 
fact that the acquisition will 
give ONGC a toehold in the 
more profitable down- 
stream industry (refining 
and marketing of petroleum 
products) and a presence 
in the entire value chain, there 
is little else in common be- 
tween the two companies.” 

In fact, the HPCL refin- 
ery, which processes 5.5 


annum (MTA) in Mumbai, 

will not be able to use more than 2.5 
million tonnes of ONGC's total crude 
production of nearly 16 MTA, since 
the HPCL refineries are more accus- 
tomed to processing heavier crude, 
and not the lighter variety produced 
by ONGC. Therefore, ONGC may be 
hard pressed to justify an approxi- 
mate Rs 7,640 crore or so invest- 
ment in HPCL (Rs 4,250 crore for ac- 
quiring 25 per cent stake and an- 
other Rs 3,400 crore for the manda- 
tory open offer at Rs 500 per share). 

For GAIL, it makes even less sense, 
since HPCL makes little use of gas in 
its day-to-day operations. So what 
can HPCL do with all the gas pro- 
duced by GAIL? A possible answer 
could be to convert it into CNG 
(compressed natural gas) and sell 
it through its various outlets. But 
that market is far too small and 
limited to bigger cities to justify 
such a huge investment. 

But for a company like Reliance, 
which has a 27 MTA capacity for refi- 
ning, acquiring HPCL could well be 
just what the doctor ordered. Not 
only will it get a country-wide net- 
work of 4,600-odd petrol pump out- 
lets for its petrol products at one go, 
but also effectively insulate it from 
MNC competition (Indian Oil Corpo- 
ration and ONGC are not being pri- 
vatised). While having ONGC and 
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ys PRADIP BAIJAL, SECY., DISINVESTMENT MINISTRY 
million tonnes of crude per “Finally, disinvestment is back on track” 


GAIL in the fray may help the gov- 
ernment, it could lead to a bidding 
war that eventually hurts the buyer. 

Still, if Shourie is taking a calcu- 
lated risk, it's for good reason. 
There is a huge appetite for the 
two oil companies, simply because 
HPCL is the only oil company up 
for strategic sale. In other words, the 
entry options to foreign oil giants 
narrow down to HPCL. They either 
get it or don't. Therefore, expect 
Shell—which lost out to Reliance in 
its race for IPCL—to bid aggressively 
this time around. From what the 
ministry officials say, there's a big 
queue of MNCs for Nalco, which 
will be privatised in three stages: a 











Money Raised from 85 19,573 crore 


local IPO issue, then an ADR, 
and finally a strategic sale. 
Canada’s Alcoa, Australia’s 
BHP, Russia Aluminium, 
Glencore International of 
Switzerland, and Hindalco 
are all in the fray. The att- 
raction, of course, being that 
Nalco is one of the lowest- 
cost producers, with a 25 per 
cent cost advantage over 
global competitors. It also sits 
on some of the best bauxite 
mines in the world, has cons- 
istently delivered free cash 
flows, and has a huge net pro- 
fit margin of 16 per cent. 

There are at least four PsUs 
that will be sold via IPOs. And 
that, marketmen say, is good news. 
Says Prithvi Haldea, Managing 
Director, Prime Database: “Good 
PSU IPOS have the potential to move 
the market." But the success of the 
IPOS will depend to a large extent 
on their pricing. Don't forget that 
most of the hot psu stocks have 
swung wildly over the last 18 
months in sync with the disinvest- 
ment mood. There's a lot of specu- 
lative premium that is reflected in 
their prices. To lure retail investors, 
the government must sell these 
stocks at a price 15-20 per cent 
lower than the listed price. Emp- 
loyees of the public sector units have 
been promised stocks at one-third 
the market price. 

Shourie's immediate concern 
must, however, be to quickly con- 
solidate on the consensus he has 
been able to patch together. Sure, 
compromise deals such as the setting 
up of a Disinvestment Fund that 
will draw from the disinvestment 
proceeds to finance employment 
opportunities for employees in ail- 
ing PSUs and social and infrastructure 
projects, among others, will ap- 
pease a lot of critics, but uncertain- 
ties remain. The only thing certain 
is that, as long as they keep their of- 
fices, Shourie & Co. will continue 
to champion disinvestment. El 
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Going By The Book 


By Diljeet Titus, Titus & Co. Advocates 


Our company manufactures stationery 
goods using a trademark since 2000. 
The trademark is pending registration. 
We recently served a notice on a firm 
that manufactures stationery goods un- 
der a trademark closely resembling 
ours, asking it to desist from misusing 
our trademark. The firm has disputed 
our rights and has asserted its exclusive 
rights on the trademark claiming prior 
adoption and use since 1999. We int- 
end to sue the firm for trademark mis- 
use. Can we simultaneously initiate both 
civil and criminal proceedings against 
the firm for misusing our trademark? If 
not, which option is more expedient 
and effective? In another case of misuse 
of our trademark, we have been unable 
to trace the infringer. Can we file pro- 
ceedings against an unknown party? 
Your company can initiate both, 
civil proceedings to restrain the firm 
from misusing your trademark as 
well as criminal proceedings to pun- 
ish representatives of the firm for 
misuse of your trademark. 
However, the appropriate forum 
for adjudication of a bona fide dis- 
pute between parties over their right 
to use a trademark is the Civil Court 
and not a Criminal Court. Accor- 
dingly, if in criminal proceedings 
the Magistrate finds a bona fide dis- 
pute between the parties over their 
right to use a trademark, the 
Magistrate may not continue to 
hear the matter and may ask the 
complainant to first establish its 
rights over the trademark in the 
Civil Court. In case the Civil Court 
determines that the accused is coun- 
terfeiting the trademark, the crimi- 
nal case may be revived or insti- 
tuted and the accused punished. 
If, based on the averments of 
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the firm in the criminal proceed- 
ings, the Magistrate forms an 
opinion that a bona fide dispute 
concerning the right to use the 
trademark exists and stays the 
criminal proceedings, you will 
need to fall back on the civil pro- 
ceedings to establish your right 
on such trademark. Therefore, it is 
essential to initiate civil proceed- 
ings against the firm in addition to 
the criminal proceedings. 

As regards your.second query, a 
criminal complaint is maintainable 








the court and therefore will not be 
competent to order winding up of 
the joint venture company. 

You will therefore need to peti- 
tion the court for winding up of 
the joint venture company. You 
may seek winding up on the ground 
that due to the deadlock, the joint 
venture company has lost its sub- 
stratum and it will be just and eq- 
uitable to wind it up. However, 
your partner may argue that the 
deadlock can be resolved through 
arbitration in terms of your joint 


If the magistrate finds that a bona fide dispute 
concerning the right to use a trademark exists and 
stays the criminal proceedings, you will need to fall 
back on civil proceedings to establish your rights. 


against unknown infringers and you 
can seek directions from the Magis- 
trate for the police to investigate 
the case, including ascertaining the 
particulars of the infringers. How- 
ever, a civil suit will not be main- 
tainable against unknown parties. 


We intend to wind up our joint venture 
company as a management deadlock 
has arisen resulting in losses. As per the 
joint venture agreement, disputes with 
our 50 per cent partner in the venture are 
subject to resolution by arbitration. Our 
partner is unwilling to wind up the joint 
venture company. Can we initiate ar- 
bitration and request the arbitrator to 
wind up the joint venture company? 

Winding up is a statutory remedy 
and the power to wind up a com- 
pany is conferred only on the court. 
An arbitrator is not competent or 
empowered to decide on issues that 
are the subject matter of decision by 


venture agreement and the joint 
venture company can thus continue 
operations. In that event, you will 
need to satisfy the court on the im- 
possibility to continue the joint ven- 
ture company's business even if the 
deadlock is resolved on reasons 
such as loss of the joint venture 
company's substratum, irreparable 
breakdown of relationship and loss 
of confidence between the joint ven- 
ture partners. The court may other- 
wise refuse an order to wind up the 
joint venture company and direct 
you to resolve the deadlock through 
arbitration and attempt to revive 
the joint venture company. С 





The views expressed bere should not be construed 
as legal opinion and are for reference only. 
Business Today and/or the author will not be 
responsible for any decision taken by readers on the 
basis of these views. Please send in your queries to 
Legal.bt@intoday.com or Going By The Book, 
clo Business Today, Videocon Tower, Sth Floor, 
Е-1, Jhandewalan Extn., New Delbi-110055. 
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WENTY-TWO YEARS AGO, HE 

joined Hewlett-Packard as 

an RÉD engineer for pen 
plotters. Today, as its Executive 
Vice President, tbe 48-year-old 
Vyomesh Joshi heads HP’s imaging 
and printing group (IPG) worldwide. 
Joshi, or vj as he is known in HP cir- 
cles, recently returned to India after 
a 10-year gap. In Mumbai, BT's 
Roshni Jayakar caught up with the 
man for bis vision of digital tech- 
nology in the printing and imaging 
business. Excerpts: 
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These days, everybody talks of pa- 
perless office. If that happens, where 
do you see the future of printing and 
imaging business? 

I don’t think paperless office is ever 
going to happen. The reason is sim- 
ple. There is a tremendous explo- 
sion of information, and as long as 
information grows people are going 
to print. If you think of a piece of 
paper, there are many applications 
than just transferring information. It 
is really a medium to do the con- 
versation, because if I want to talk to 





you about my ideas, the only way 
you can do conversation in a cheap 
way is through a piece of paper. 
The other important part paper plays 
is of the cheapest storage medium. 
There is an interesting book called 
Social Value of Information 
Technology and it talks about why 
certain technologies, once they have 
the right value proposition, are 
never going to die. It is just not the 
conversation part but also the social 
interaction or social aspect of paper 
that one cannot change. I will give 


conversation business. Technologies 
can come and go, but the basic prin- 
ciples remain. Just think: 15 trillion 
pages are printed every year, and 
the way I think about it is that there 
is a lot of conversation going on. It 
could be a newspaper, a magazine, a 
photo, a catalogue or a book, but 
only 4 per cent of 15 trillion pages 
go through our printers. So the other 
96 per cent is our opportunity. For 
instance, digital imaging is a big op- 
portunity for us. A person takes a 
picture at home with the digital cam- 
era, prints it on an HP photo printer 
without having to develop it. That’s 
one of the reasons why we bought 
Indigo of Netherlands for high-end 
digital colour printing solutions. 


"The wa 


Does that mean you would be moving 
from boxes to solutions and services? 
I don’t think we are going to walk 
away from box business, because 
it is a very profitable, very high- 
growth business for us. We ship 30 
million ink jet printers every year, 
and we ship 67 million laser jet 
printers every year. Like in India, 
where the PC connect rate is low, as 
more and more people buy РС, they 
buy printers. So we will continue to 
grow our box business. But when 
you think about new opportuni- 
ties, it will go in the direction of 
services and solutions. The way | see 
it is that the company’s core business 
will continue to grow through inno- 
vation, we will continue to build 
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you an example. A lot of people 
thought that with digital cameras 
around nobody will print photos. If 
you have a digital picture you could 
view it, share it. But the thing is 
there is something about having a 
hard copy. There are a number of 
social aspects of paper that are not 
going to change. 


Would you say that you are looking 
more into managing of paper? 

The way we define imaging and 
printing business is that we are in 


conversation business" 


How do you tap the other 96 per cent? 
To my mind, out of the 96 per cent 
we are going to go into the value 
pages, customisation, and person- 
alisation. We are going to convert 
them using HP's imaging and print- 
ing technology. The other part of 
the conversation is the projector 
business. Now people are using 
digital displays instead of trans- 
parencies for making presentations. 
You have slides on your laptop and 
a projector. We are talking about 
taking a projector home and watch- 
ing digital video discs on a big 
screen that could be a wall. You 
don't need to buy a big television. 
So the way I think about my busi- 
ness is that it is all about digital 
conversation. How do we make it 
radically simple, how do we per- 
sonalise and customise conversa- 
tion. That's the business we are in. 


better and better products. The desk 
jet and laser jet business and corres- 
ponding supplies are part of our 
core business. In the emerging busi- 
ness like digital imaging, you go af- 
ter completely new customers, 
change the technology and change 
the way they do the conversation. 
Third is going after completely new 
businesses like commercial print- 
ing and that's where services and 
solutions will be important. So you 
need a portfolio just like a financial 
portfolio, where you have the core 
business, emerging business and 
new business. 


So how does the merger with Compaq 
fit into this design? 

The first thing that comes to mind is 
that when we merged the two com- 
panies, we really have a much bigger 
base in terms of presence globally. 
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The resources we had from the 
consumer business point of view 
have now been integrated. From 
both the pc and server and storage 
sides, we are now a much bigger 
company, and so the conversation 
we want to have is with respect to 
the connect rate of printing to the 
PCs, now that we have both pre- 
merger HP and pre-merger Compaq 
pcs. Also, now we have a big $80-bill- 
ion company, a very focused organ- 
isation to run end-to-end business. 
If you look into our 3rd and 4th 
quarter results, imaging and printing 
business grew by more that 10 per 
cent in a tough economy. To grow a 
$20-billion business at 10 per cent is 
adding $2 billion every year. 


So how are you doing that? 

The first key strategy is really win- 
ning at the lower end. We believe 
that a customer won't be interested 
in buying a stand-alone printer. 
They want to buy a photo printer, 
they want to buy all in one. So that 
they can print, fax, scan. And so 
do small and medium businesses. 
In June, we introduced our biggest 
line-up of consumer products and 
we actually innovated 50 new prod- 
ucts with a single platform and that 
will help us shift into photo and 
shift into all-in-one. That has created 
a number of opportunities to grow 
our business, including new geog- 
raphies such as Asia-Pacific. The 
second strategy is to make digital 
imaging mass market. Right now 
high-end customers buy it. We want 
to make it mass market. In India 
we are trying to help small entre- 
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preneurs who could really do a 
photo shop work in rural commu- 
nities. The third opportunity is to 
take our reliability of laser jets and 
apply it to the higher end. It is a $18- 
billion market that we are going 
after. The next growth initiative is 
about digital publishing. Lastly, 
there are some markets where we 
cannot go with our branded prod- 
uct. So we go with a partner who 
OEMs our technology to mail print- 
ing and label printing. 


Talking about new technology, 10 years 
ago when you came to India, you talked 
about photo printers and people were 
aghast. Where do you see the future of 
printing technology going? 

Ten years from today you will see 
personalised magazines, where people 
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will be saying this is my interest 
and can you send the content that 
could be printed right there. I am 
convinced that there will be very 
interesting applications. Small and 
medium businesses will have what I 
call agency-in-a-box. At the mo- 
ment, if you are a small and 
medium business, you can’t afford a 
big ad agency or marketing pro- 
gramme. We are working on a ma- 
chine that will be built from stan- 
dard pc components and contain 
special software that would auto- 
mate the process behind printing 
booklets or catalogs and that too in 
the convenience of your office. They 
can have customised marketing pro- 
grammes that will look like they 
come from a big company. The 
third thing is projectors will be a 
home device. Customers will buy a 
projector to watch their home 
movies and video movies, and it 
will be an entertainment device. 
Right now, it is a business device. 


Do you see more convergence in the print- 
ing and imaging business? In terms of the 
business evolving around the internet? 
What we want to do is to make 
any new appliance that comes into 
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the market to be able to print. I 
will give you an example. The 
new mobile phones have cameras. 
And you can just use it as a cam- 
era, take pictures, come back 
home and print it. Or you could 
just take a picture and beam it to 
a printer. We have the technology 
today to do that, but it is not yet 
a mass market. Then you can go 
and check into, say, Taj Mahal 
hotel, switch on your laptop at 
9 in the night, work on it and 
say I want to get it printed. Right 
now, there is no easy way to do it. 
But we are working with Hyatt in 
Seattle to do this kind of mobile 
printing. We are also working 
with Starbucks. You go to a coffee 
shop, you can take your environ- 
ment there and if you want to 
print right there you will be able 
to do so. So anytime, anywhere 
you will have access to informa- 
tion and print from there. 


Coming to technology and patents, | 
read somewhere that HP's IPG business 
files the highest number of patents. 

In my mind, if you want to grow 
your business, you need to inno- 
vate. Innovation is fundamental to 
profitable growth. In the last 18 
years, we have acquired 6,000 
patents in imaging and printing, 
and we add 1,000 patents every 
single year. We file patents on busi- 
ness processes, or on displays. We 
basically believe that we continu- 
ously need to innovate. We are put- 
ting a lot of R&D to innovate, 
understand the customers and build 
business. We believe these patents 
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will help us sustain our market- 
share and continue to give results in 
terms of profitable growth. 


Is there an inverse correlation between 
hardware prices and patent applications? 
This is a very important part of big 
bang product launches. When you 
look at the rr industry, what peo- 


ple do is to innovate for the high 
end. What we asked is can we de- 
sign for low end, but innovate so 
that we can actually build a com- 
plete line up? The advantage of this 
is that you leapfrog your competi- 
tors. You come up with a portfolio 
of products with completely new 
technology. Second, because you 
are designing for low end, you have 
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much higher volumes, so your learn- 
ing curves are shorter and you have 
a cost structure where profitability 
improvement is right away. We 
want to get to cost through inno- 
vations. So a $79 printer had only 
29 patents. With new technology 
we developed a $49 printer that 
had 150 patents. We improved 8 poi- 





nts gross margins by this approach. 
That’s why in the fourth quarter 
the revenue grew 12 per cent, but 
profitability grew 89 per cent. That 
growth in profitability is because 
of the innovation we have done. 


How do you view Indian market for HP? 
India is a big opportunity for us. 
PC connect rate is low. We see 
tremendous opportunity in the 
education market, in helping 
young entrepreneurs. It’s all about 
conversation and conversation is 
key part of people and India has a 
billion people. IPG can help these 
billion people to have better con- 
versation and we will continue to 
have wonderful opportunities 
again and again. We can appeal 
directly to the masses. E 
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Self-regulation Is Ke 
To Building Trust 


BURGEONING MIDDLE CLASS 

and the low penetration of 

insurance sales make India 
an attractive market. But, even as we 
move towards building on the sig- 
nificant start made by private sector 
players in the 22-odd months since 
the insurance sector was opened 
up, there are some issues that the 
industry needs to address, 

While new life has been infused 
in the sector with the participa- 
tion of private insurers, it is im- 
portant that a modicum of self- 
discipline is introduced early on 
in the deregulated environment. 
It would be a win-win situation 
for all concerned—the customers, 
the agents and the insurance com- 
panies—if this sense of discipline is 
observed with utmost rigour. It is 
for the industry to demonstrate to 
the government that it has ma- 
tured in a manner that obviates 
the need for micro-management 
by acentral regulator. 

In Insurance and Regulatory and 
Development Authority (IRDA), we 
have a pragmatic regulator that has 
gone about the business of deter- 
mining the rules of the game ably. It 
has shown willingness to work with 
the industry not only in regulating 
the sector, but developing it. The 
industry should take advantage of its 
pragmatic approach and strengthen 
itself by self-regulating. 

Self-regulation should be seen 
as an opportunity for the entire 
industry to pull together to achieve 
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a regulatory system with its princi- 
pal focus on maximising growth 
responsibly. More mature markets 
such as Hong Kong have shown 
that voluntary self-discipline works 
better rather than statute. It is best 
that the players themselves deter- 
mine the rules of the game and then 
play strictly by those rules. Self-reg- 
ulation encourages companies to 
identify and fix market conduct 
problems before regulatory inter- 
vention is necessary. 

Customers need an environment 
of trust to be able to invest their 
money in a financial product, espe- 
cially life insurance, which provides 
a social security net. Life insurance 
products are complex and not easy 
to understand. A customer relies, to 
a large extent, on the advice of the 
service provider and any breach in 
that bond of trust can have serious 
consequences for the insurance busi- 
ness as a whole. 

IRDA has introduced a structure 
for self-regulation by forming the 
Life Insurance Council, which has 
as its members the CEOs of all the 
insurance companies and a repre- 
sentative of the regulator, within 
the Act itself. This council can be 
effectively leveraged for introduc- 
ing and driving self-regulation in 
the industry. It has given us the 
lead and private insurers should 
now pull together and move to- 
wards self-regulation. They must 
work on evolving a code of best 
practices that will emphasise the 


policyholder's interest. 

Private insurers should resolve to 
curb rebating, which not only inhi- 
bits customer servicing but also res- 
ults in the industry as a whole losing 
the customer's trust. There should 
also be no misleading advertising. 
Make no false claims. Say what you 
have to upfront. Why have so many 
asterisks in ads? | also believe that 
the industry should introduce trans- 
parency in policy sales through illus- 
trations that constitute tangible evi- 
dence of benefits that accrue at each 
stage of a policyholder's life. 

The insurance sector in India is 


Private insurers need to pull 
together and work towards 
developing a self-regulatory 
mechanism that emphasises 
the interest of the policyholder. , 


in its early stages of evolution and 
this is the ideal time for the in- 
dustry to evolve best practices in 
the marketplace. The opportunity 
presented is enormous and it can 
only be magnified if we are able to 
build trust with the customer and 
the regulator. It is, therefore, now 
up to us to collectively leverage 
this opportunity by setting stan- 
dards that are world-class and help 
build one of the most respected 
businesses in India. Œ 








© Anuroop Tony Singh is the CEO and 
Managing Director of Max New York Life 
Insurance Company Limited. 
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: An institute led by. 

Dr. PRAMOD KUMAR 
(PhD. IIT Bombay) 
Formerly with ПМ Ahmedabad, 
XLRI, Ex-Director SIBM Pune. 


wv Highest Pay Package being Rs.5.5 Lakhs p.a. 
¥ Average Pay Package apprx. Rs.2.6 Lacs p.a. 
V Global Relocation & Movement of Careers - 
Skoda Auto sent our student to Czech Republic 
Faculty (Are we the best in Pune ?) : 
Learning Programme at ISB&M is supported by highly qualified (Ph.Ds, M.Techs | 


MBAs from IITs, IIMs, XLRI) and accomplished шй. from leading Institutions, | 
Universities & Corporate worldwide. 


Why we compare with the best : 


> State-of-the-art facilities in Computer Lab and d Library (Digital) 
> High Standard of education and training. 


Management Programmes - 2 year full time 


> Post Graduate Diploma in Business Management (PGDBM) С E 

> Post Graduate Diploma in Human Resource Management (PGDHRM) 

> Post Graduate Diploma in Systems Management (PGDSM) 
Media Programmes - 2 year full time 

> Post Graduate Diploma in Mass Communication (PGDMC) - 

> Post Graduate Diploma in Advtg. & Comm. Management (PGDACM) 


Eligibility & Selection Procedure : | 
Graduates in any discipline. You have to obtain the application form by sending a DD | 
of Rs.850/- іп favour of International School of Business & Media payable at Pune. | 
Last date of submitting the forms is 15th January, 2003. Applicants | 
will have to appear for the XAT 2003, which will be conducted by XLRI, Jamshedpur | 
for the academic year 2003 - 2005. Please go to the website, www,xlri.edu/xatregister | 
for registering online. Based on XAT score, the meritorious candidates will be called to | 
the Institute for G.D. and Interview. | 


*Separate selection procedure for Media Programmes. 


bt event 


The Wharton Alumni Association 
of India 





CHANDA KOCHAN 


The power panel (L to R); Ravina Raj Kohli of Star News, Anu Aga of Thermax, Vinita Jain of Bioveda Technologies, 
Anil Ambani of Reliance Industries, Chanda Kochhar of ICICI Bank, Anita Goyal of Jet Airways, 
Naina Lal Kidwai of HSBC Securities & Capital Markets and Sulajja Firodia-Motwani of Kinetic Engineering 


Breaking The Glass Ceiling 


What prevents women from becoming CEOs? Prejudice or competence? The 
Wharton Alumni Association of India’s meet threw up some interesting answers. 


the backfoot. But on December 6 at Taj Mahal’s 

Crystal Ball Room in Mumbai, that’s exactly how 
the 43-year-old Vice Chairman and Managing Director 
of Reliance Industries seemed. For good reason. He was 
pitted against seven of the brightest and most power- 
ful women from corporate India. The occasion: the 
Wharton Alumni Association of India’s (Ambani belongs 
to Wharton’s Class of 83) concluding mega event for 
the calendar. The topic: “What Prevents Indian Women 
From Becoming CEOs?” The guest list: over 1,000 people, 
including HLL’s Vindi Banga. 

The provocative topic seemed appropriate at a time 
when investors the world over are clamouring for a new 
kind of СЕО: honest, caring, and trustworthy. And 
somehow, women seem to fit the bill better than most 
men. (At one point, Ambani—who admitted to Reliance 
having just 400 women employees out of 14,000— 
wondered aloud if he should step down in favour of a 


It NOT OFTEN THAT ANIL AMBANI GETS EDGY AND ON 
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woman CEO). Yet, just 28 per cent of India's work- 
force is made up of women, and a minuscule 3 per cent 
are CEOs. Male conspiracy or just an issue of competence? 
For an answer, WAAI and BT brought together a stellar 
panel of owner-managers and executives from a cross-sect- 
ion of industries. The panelists: Anu Aga, Chairperson, 
Thermax; Anita Goyal, vp (Marketing and Sales), Jet 
Airways; Vinita Jain, Chairperson, Bioveda Technologies; 
Naina Lal Kidwai, мр & Vice Chairperson, HSBC Securi- 
ties and Capital Markets; Chanda Kochhar, Executive 
Director, ICICI Bank; Ravina Raj Kohli, President, Star 
News; and Sulajja Firodia-Motwani, Jt. Mb, Kinetic 
Engineering. Here’s the power panel unplugged: 


“You Win Some, You Lose Some” 

Sulajja Firodia-Motwani, Jt. MD, Kinetic Engineering 

Globally, you can see women CEOs in almost all fields. 
We have Martha Stewart who made waves in the last 
decade, Carly Fiorina of Hewlett-Packard, Meg 





Whitman (eBay), and Indra 
Nooyi of Pepsi. All these 
women have made their 
mark in diverse industries. 
But the basic question rem- 
ains: Why are women CEOs 
so few and far in between? 
Probably that has to do 
with the role women have 
taken for themselves over 
the years. To reverse this, 
there are at least two things 
that need to be done. One, 
more women should want 
to join the workforce and 
strive to reach the top. 
Two, the social structure 
needs to be changed so р E 
that women are recognised ЩЕ 
as productive members of VICE CHAIRMAN 
the community. Today, we + ия 1 
find a working woman hav- 
ing to look after too many 
things. If more and more families come forward to 
share her responsibilities, it would make a change. At the 
end of the day you win some, you lose some. 


“Dare To Dream Big” 

Naina Lal Kidwai, MD & VC, HSBC Securities 

In the last three-to-five years, there is a growing reali- 
sation that diversity is important and that a monocul- 


“As more women take up jobs, we 
KIDWAI are bound to see more CEOs among 
Ia]: them. Today, І believe it is important 
banat to develop a network of women in 
і the organisations they work in" 


NAINA LAL 









A Wharton alumni, Reliance's 
Vice Chairman & MD Anil Ambani 
let the panelists have a field day, 
while setting the tone for 

EI the discussion 








ture is not ideal for strategic 
thinking. This is going to be 
a terrific time for women. 
When 1 applied to Pwc, 1 
faced a rigorous interview 
for three hours (no male 
had an interview that long). 
They told me that they 
hadn't decided whether 
they will take a woman 
and they confirmed me 
only after a month. Today, 
the gentleman who was on 
the panel admits that h« 
actively discriminates 
against men, just to keep 
the 50:50 ratio. 

When I joined, there 
were hardly any women 
CEOs. As more women 
take up jobs, we ar« 


Е 5 





bound to see more CEOS 
among them. However, 
one mistake I made was that I always tried to be a 
man in a man's world. Today, I believe it is important 
to develop a network of women in the organisation. 
Another important thing is to dream big and aim to 
reach the top. Something I have noticed among the 
women who work with me is that they tend to hus 
tle less than men, but the best and brightest want to 
be recognised for their work. 





"For a woman, chasing her career is 
considered less important than follow- 
ing the social norms. It is true that 
several women have become CEOs, 
but they are still few in number" 


ANU 
AGA 


HAIRPERSON 
THERMAX 


bt ev 


“It Boils Down 

To Conviction” 

Anita Goyal, Vice President 
(Marketing & Sales), Jet Airways 
Women often find reach- 
ing the CEO level daunt- 
ing. Often the support 
structure is not in place 
and women end up hav- 
ing a hard time managing 
their work and family. So 
for a woman to succeed, it 
is important for them to 
have conviction. Men oft- 
en have a hidden fear of 
women encroaching on 
fields that they have dom- 
inated. Even in matriar- 
chal societies of Kerela and 
Tamil Nadu we find very 
few women making it to 
the top. What is not seen 
is that Indian women can 
be good managers. Indian women play a dominating 
role in their families and are trained as a homemaker by 
education and emulation. They do it with fortitude and 
grace and these skills can rival any skills of the corpo- 
rate male. Men can never fit into this role, but women 
of late have fitted into men's role. To be successful, 
women need to be at least three times better. Thankfully 
for Indian women that's not very tough. 





чу, کک‎ —— ] 
“More women should join the workforce 
and strive to reach the top, and the 
social structure needs to be changed 
so that women are recognised as pro- 
і ductive members of the community" 
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“What lies in the way of more women 

| succeeding is their mindset. As 
more women come forward and 
concentrate on their careers, there 

| is по way they can be undermined” 








"Focus On Merit, 
Not Gender" 

Chanda Kochhar, ED, ICICI Bank 
From ICICI, I have learned 
two broad lessons. One, 
that organisations need to 
be pure merit-oriented. 
They do not need to go 
out of their way to make 
women-friendly policies, 
but what is required is 
merit-based decision mak- 
ing and rewards. On the 
other hand, women also 
need to take up the chal- 
lenge and perform with 
equal zeal. Don’t expect 
any special favour or 
treatment just because you 
are a woman. 

Women have all the ca- 
pabilities to become CEOs. 
They are extremely adapt- 
able and flexible by nature. Women are also ex- 
tremely passionate and this reflects in their job. There 
are huge opportunities for women in the future. My 
appeal is to make decisions more merit-oriented. 
Please get rid of the notion that there is a trade-off be- 
tween family and work. Excel in both simultaneously. 
Indian women have the capability, and for such 
women only the sky is the limit. 








"There's nothing that prevents Indian 
women from becoming CEOs. The 
women who succeed, do so because 
they want to and their ambition forces 
them to do everything to get there" 


RAVINA RAJ 
KOHLI 


PRESIDENT 
STAR NEWS 





“Indian women play a dominant role 


ANITA 

GOYAL in their families and are trained as 
"Jum homemakers. They do it with skills that 

> SALES can rival a corporate male. Women of 


JET AIRWAYS 





late have fitted into men’s role” 


“The Mindset Hurts” 
Vinita Jain, MD, Bioveda Technologies 


We have the brilliant example of Indra Nooyi, who des- 
pite coming from a small town in Tamil Nadu has 
achieved so much in the global corporate arena. How- 
ever, what comes in the way of more women succeeding 
is their own mindset. Take Indra’s example again. 
Back from work and extremely tired, Indra is reported 
to have told her mother that she has been promoted. 
Her stoic reply was, *That's all well but get some 
milk from the shop." When she protested and wanted 
to know why her brother couldn't run the errand, 
she was told that he had had a hard day at work. This 
mindset is what hurts women. As more and more 
women come forward and concentrate on their career, 
there is no way they can be undermined. 


*Don't Imitate Men" 


Ravina Raj Kohli, President, Star News 
To tell you frankly, | had never heard of the term 
‘glass ceiling’ until well into my career. My mother 
would always push me—go out, work for yourself, have 
a life and she would take all the flak. People would ask 
mom in Punjabi, “Beti settle kab hogi?” and she would 
say, "she is settled." That's how I grew up. A lot of 
choices that women make are personal and there is no 
hard and fast rule that Indian women don't have what 
it takes to be at the top of the corporate ladder. One 
reason may be that there aren't many trophy hus- 
bands, and I am on the look out for one. 

Being an equal opportunity employer, I always 











"Women have all the capabilities to 
become CEOs. They are extremely 
adaptable and flexible by nature. 
They are extremely passionate and 
this reflects in their job" 


CHANDA 
KOCHHAR 


EXECUTIVE 
DIRECTOR 
ICICI BANK 


say, “don’t be hysterical about trying to be like a 
man." Also the Indian woman's problem is a lot sim- 
ilar to that of the American woman. She decides not to 
climb to the top because of her own choice. There's 
nothing that prevents Indian women from becoming 
CEOs. At the end of the day, the women who succeed, 
do so because they want to and their ambition forces 
them to do everything to get there. 


“Women Need Equal Footing” 

Anu Aga, Chairperson, Thermax 

For the Indian woman, the emphasis is still on getting 
married. The moment she turns 30, there is panic at 
home. I ask the audience, how many of you men pan- 
icked to the fact that you were 40 and still not married? 
Men have strong egos, but do we care about women's 
egos? How many women can take a transfer and the 
husband will follow her? For a woman, chasing her ca- 
reer is seen as less important than following the social 
norms and customs. It is true that several women have 
become CEOs, but they are still few in number. For a 
country like ours, it will still take time. 

In my own case, after my husband died I took 
charge of the company. In a few months my son died, 
too, and there were reports in the media screaming, “the 
future CEO of Thermax dies". I have a daughter, but no 
one even thought that someday she can take over the 
company. My daughter's ego didn't stop her from 
becoming the Vice-Chairman. That's the attitude we get 
to see when it comes to women being CEOs. It is impor- 
tant to have an equal footing. 
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The Business Of 
Philanthropy 


T THE RECENT CH-WORLD 
Д Forum conference 

in New Delhi, the WEF 
President Dr. Klaus Schwab, high- 
lighted the need for businesses to re- 
build confidence in today’s climate 
of distrust. Many new entrants into 
India have made the mistake of tak- 
ing a transactional rather than a re- 
lationship-based approach. Given 
that the wheels of justice in India 
take years, even decades, to grind, a 
transactional approach more often 
than not leads to bad blood, as 
some high-profile foreign entrants 
found out in the nineties. To create 
a successful large-scale business in 
India without forming a partner- 
ship with local governments and 
the public at large is difficult. 

One widely-held view of big 
business, not just in India, is that of 
their being robber barons who use 
size and monopoly to extract wealth 
from the general public—the East 
India Company image or the 
Standard Oil image. In the twentieth 
century, companies such as IBM and 
AT&T were cited as dangerous 
monopolies. Today, that mantle 
has been inherited by companies 
such as Microsoft. 

Apart from monopoly power, 
the evidence of corporate rapa- 
ciousness at companies such as 
Enron and WorldCom has reinfor- 
ced this view of business as being es- 
sentially corrupt and untrustworthy. 
And unfortunately, the fall of these 
companies also hurt thousands of in- 
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nocent people. For example, when 
Enron fell, many junior employees 
at Enron and its auditor, Arthur 
Andersen, lost their jobs and their 
investment in their employer. 

At the CII-WEF conference, the 
theme of corporate social responsi- 
bility repeated itself several times. 
The Coca-Cola Company, targeted 
by environmental protesters because 
its logo was painted on large boul- 
ders along extensive stretches of 
the Ganga, gave a presentation on 
"Environment: Why Should 
Business Care?" Even a highly re- 
garded corporate citizen such as 
Infosys was accused of coercing 
farmers to sell their land for a new 
software park. Infosys's chairman, 
who happened to be in the audi- 
ence, vehemently denied this alle- 
gation. Clearly, large successful 
companies need to protect their rep- 
utation among customers, regula- 
tors, investors and employees. When 
it comes to managing the reputation 
of major corporations, perception 
invariably equals reality. 

At the same time that business 
leaders are struggling to salvage 
their reputation in the wake of acc- 
ounting scandals and accusations 
of monopoly practices, there are 
numerous individuals in India who 
are working hard to come up with 
innovations to overcome problems 
of poverty, disease, environmental 
degradation and injustice. The 
Schwab Foundation for Social 
Entrepreneurship highlighted the 


achievements of several such indi- 
viduals at the conference including 
Jeroo Billimoria of the Childline 
India Foundation, Mirai Chatterjee 
of the Self-Employed Women's 
Association, Joe Madiath of Gram 
Vikas, and Suraiya Haque of Phulki. 
Each of these social entrepreneurs 
has demonstrated that individuals 
are the key to making a difference. 

Businesses and political leaders 
are beginning to recognise that indi- 
vidual social entrepreneurs are the 
key to effecting change. For exa- 
mple, the Bill Gates’ $100-million 


Business leaders are realising 
that creating goodwill throug 
a focus on social problems 

makes better sense than their 
usual transactional approach 


(Rs. 490 cr) donation will not only 
have a significant impact on the 
containment of HIV/AIDS in India, 
it will also create goodwill for 
Microsoft in India. Even the for- 
eign embassies operating in India 
seem to have got the message that it 
makes sense to focus more on the 
alleviation of social problems in 
India, than on defending the com- 
mercial claims of multinational com- 
panies. Creating goodwill, in other 
words, can be more productive than 
attempting to impose one's will. Œ 





O The author is Director (Consulting & Private 
Equity Activities) at PSi. He can be reached at 
psi@psi-world.com. 
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Welcome to the 
World of Books 
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Winners all the way (L-R): Kumar Gera (Category A) 
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G. Ravindran (Category B) with BT's Ashish Bagga and Barun Das 
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, Gary McGrath of Amex, Chander Uday Singh (Category C), 


THE BUSINESS TODAY-AMERICAN EXPRESS PRO-AM OF CHAMPIONSHIP 2003—ROUND ONE 








The event was a huge hit right from the letter T. And not just because of 
the competitive spirit of participant CEOs. 


ANKING, ACCORDING TO 
bankers who worry about 
interest rate spreads, is best 


when it follows the ‘9-12-3 Rule’. 
Borrow at 9, lend at 12, and hit the 
golf course at 3. 

On Saturdays, that’s actually 
possible. And if it happens to be 
the Business Today-American 
Express Pro-Am of Championships, 
and you happen to be a golfing 
CEO, you'd want to make that ear- 
lier. A lot earlier. 

How about 7.30 a.m? That was 
the appointed time for the event, on 
the 30th of November. And sure 
enough, the Bombay Presidency 
Golf Club stood witness to an early- 
morning turnout of the city's who's 


who. There was Romesh Sobti, the 
chief of ABN-Amro Bank. There 
were Ajay and Vijay Chauhan, the 
Parle Products duo. There was Arun 


Nanda of Mahindra & Mahindra, 


Bharat Patel of Procter & Gamble 
(P&G), Mihir Doshi of J. M. Morgan- 
Stanley, and many more. 

Already in its eighth year, this is 
the first time that the tournament is 


Tough challenge (L-R): Asha Doshi (runners-up of Category C) with Gary 
McGrath, Chief Financial Officer, American Express TRS 





holding regional rounds, with the 
qualifying golfers headed for the 
National Finals in Delhi where the 
second phase of excitement will 
culminate. The National winners 
will get to tee off next year at the 
Famous Grouse International Four- 
somes at St. Andrews’ in Scotland. 
In all, 99 participants, divided 
into three categories,vied for three 
places in the finals in the 5,957- 
yard Bombay Presidency course. 


Humour On The Course 

The game had its share of rib-tick- 
ling moments. At the outset, Kumar 
Gera and Satish Tandon, the only 
participants from Pune, predicted 
that they would bag most of the 
trophies—something that amused 
the Mumbaikars no end. 

By noon, action had shifted to 
the lunch camp. Soothing music 
added to the atmosphere of corpo- 
rate bonhomie. It was, as adman 
Nirvik Singh of Grey Worldwide 
put it, “nice lunch, nice course and 
nice company.” To the 12-year golf 
veteran G. Ravindran of Pepsico 
India, playing with a handicap of 
16, the affair was a “classy experi- 
ence”. Arun Nanda, back to golf 
after a three-month sabbatical, ad- 
mitted that he had a little getting- 
into-form to do. 

Another group took in all 
earnestness to the practicing mat. A 
well-regarded practice, one of the 
all-time golfing greats, Gary Player, 
used to begin every practice ses- 
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Teeing away: An early morning tee-off didn't deter our golf enthusiasts, wh 





THE WINNERS 


Category A: winner 


Kumar Gera (Gera Developments) 
39 points 


Runner Up 
Bittoo Mamik (Golfscape Inc.) 
36 points 


Category B: winner 


G. Ravindran (Pepsico Holdings) 
37 points 


Runner Up 
Ashok Patel (GMM Pfaudler) 
36 points 


Û: Winner 
Chander Uday Singh 
37 points 


Runner Up 
Asha Doshi (Exyberance) 
37 points 


sion by hitting a series of two-foot 
putts. Why? Because the very act of 
seeing the ball go into the hole 
gave him the confidence needed 
to score longer putts. 

Some people, it seemed, couldn’t 
agree more with this form of psycho- 
logical reinforcement. Players, and 
even guests, were seen practicing 
before their first tee-off in the tour- 
nament. The practice putts proved 
quite contagious and there was a 
quite a lot of it, in fact even after the 
game was over. Aimed no doubt 
at offering a tougher challenge in 


o got into the swing of things promptly 


the next round of BT Amex Pro 
Am Championship. 

Asha Doshi of Exyberance was 
one of the few woman golfers on 
the course, and lived up to her ini- 
tial remark, “Woman golfers may be 
uncommon, but the ones who play 
are in no way inferior to their male 
counterparts.” Though she equalled 
the top score in her group, she had 
to content herself with the runners- 
up prize, as her score was compar- 
atively less in the ‘back nine’ holes— 
the accepted tie-breaker in golf. 
Well, that only shows how com- 
petitive the game was. 


The Winners 
So, who won? Pune’s Kumar Gera 
of Gera Developments found him- 
self on the top of his group’s chart, 
and got to drive all the way home 
with the trophy in his back seat. 
That’s predictive power for you. 
The 16-handicap Ravindran of 
Pepsico drove home his advantage 
and bagged another trophy. No big 
feat for someone who's been used to 
winning all his life, though. He is 
now looking forward to the nat- 
ional finals in Delhi. The third win- 
ner was Chander Uday Singh, a 
senior advocate at the Bombay High 
Court, who's also off to Delhi. 
And if you still think Mark 
Twain was right when he said, 
*Golf is a good walk spoiled", 
it’s time you changed your per- 
ception of the game. Golf is a 
good walk strategised. 
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Although the Sensex climbed. 
10 per cent last month; most: 
fund managers.coulda’t s 
on їоро E 

“An_exclusive"mu 
monthly update. 


A MUTUALFUNDSINDIA;COM STUDY 





T’S NOT OFTEN THAT FUND MANAGERS ARE CAUGHT 

napping, but that's exactly what happened in 

November. Consider: Last month the benchmark 

indices, the Bombay Stock Exchange Sensex and 

the S&P Nifty, spurted 9.43 per cent and 10.67 per 
cent, respectively. You have to call them spurts be- 
cause the last time the indices reacted in such a manner 
was way back in January 2001. Whatever the reasons— 
the cut in bank rates, Bill Gates’ rah-rah views on 
Indian software companies, the pick-up on the Nasdaq, 
you take your pick—the markets had clearly heard 
something they hadn't for some time. 

Surprisingly, although almost everyone within sniff- 
ing distance of Dalal Street caught on to the run-up on 
the bourses, most of the motley mutual fund manager 
crew missed out. How else would you explain the mea- 
gre 7.39 per cent return clocked by the equity-based 
schemes that are a part of our study! And, remember, 
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FAVOURITE BUYS IN NOVEMBER 
State Bank of India Alliance, Prudential, Reliance, Zurich, Kotak 


Mastek Alliance, Birla, Prudential 

VisualSoft Tech Birla, DSP Kotak, Tata, ILEFS 

Zee Telefilms Birla, DSP Franklin 

Tisco Birla, Franklin, Prudential, Zurich, Tata 


For the month ended November 29, 2002 


MAJOR SELLS OF THE MONTH 


Grasim Alliance, Birla, DSP Tata, Zurich 

MTNL DSP Franklin, HDFC, IL&FS, Kotak 

ONGC Zurich, Tata, Sundaram, Prudential 
Reliance Inustries Alliance, Franklin, Prudential, IL&FS, Zurich 
Ranbaxy Birla, Franklin, Tata, Zurich, DSP 


For the month ended November 29, 2002 


this was in a month when Ir stocks ruled the roost, 
with the BSE IT index shooting up by an astronomical 
20.34 per cent. Mercifully, however, it wasn't a to- 
tal washout, with 15 per cent of the schemes studied 
succeeding in beating the s&p Nifty, and roughly 44 
per cent doing better than the norm. 

Those funds that did ride the rally of November 
could do so largely because of their higher exposures 
to IT stocks. Prudential ICICI Technology Fund 
dished out the best returns of 18.32 per cent, with 
Franklin Infotech Fund and uri Growth Sector- 
Software not too far behind. 

Prudential ICICI was particularly aggressive in HCL 
Technologies, with CanBank and psp Merrill also in- 
creasing their holdings. Birla Mutual, psp, Kotak, Tata 
and IL&FS took to Visual Soft Technologies іп a special 
way, whilst Mastek caught the fancy of Prudential 
ICICI, Alliance and Birla. Polaris Software attracted 
the buying interest of Franklin, CanBank, Kotak and 
Tata. Alliance, for its part, decided to stay away from 
the stock. Satyam Computer was a mixed bag with Birla 
and Franklin buying, and Prudential, Zurich, psp and 
HDFC selling the stock. Says Dileep Madgavkar, CIO, 
Prudential icici: “While we would stay invested in 
the mainline tech companies, 
we'll also be looking at smaller 
players in niche segments." 

The petroleum sector might 
have been the flavour of 
October, but a month is all it 
took for the public sector oil 
stocks to fall out of favour, the 
seemingly never-ending imb- 
roglio over disinvestment be- 


TOP PERFORMING EQUITY SCHEMES 

Returns for one month period ending November 29, 2002. 
Diversified Equity Index Funds 

Funds IL&FS Index Fund - 

Prudential ICICI Power Plan 
ШЕННЕ 12.84 10.70 
SUN F&C Resurgent Nifty BeES 

nd Ey Fu с=с 


11.87 





FT India Index Fund - 
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SBI Magnum Index 
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UTI Nifty Fund 
9.40 | 10.26 


All figures are absolute returns in percentage 


ING Growth Portfolio - 









11.49 
Sundaram Select Focus 





ШЕТ 9.63 


ias Growth Fund - 


Mercifully, it wasn’t a 
total washout, with 
15 per cent of the 

schemes successfully 

beating the S&P Nifty 


TOP OF THE POPS 
Prese £x Change i 
Company nd prd "m E 
No. n5% — than 10% month 

Infosys Technologies 
Reliance Industries 98 48 151 س‎ 
mo 5À(1I NENNEN 
Hindustan Lever 84 35 18 — 


State Bank of India 12 24 1 +1 


Ranbaxy Laboratories 


Dr Reddy's Laboratories 75 18 4 — 
As on November 29, 2002 


ing the predictable reason for the see-saw. 

As a result, October's best performer quickly be- 
came November's worst, with a 7.80 per cent return 
transforming into a minuscule 0.44 dole-out. Of 
course, you can't write off BPCL 
and HPCL yet, and December 
could once again prove to be 
the month of the oil PSUs. 

The indecision and lack of 
transparency surrounding dis- 
investment mean that fund 
managers have to be on the 
ball when making a call in 
these stocks. Many funds that 
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AGGRESSIVE INVESTOR 

Scheme Nature Returns (%) 
DSP ML Opportunities Fund Sector 13.04 
Alliance Frontline Equity Diversified n.a. 


First India Income Fund 


One year returns as on November 29, 2002 


were buying HPCL last month 
turned sellers. Alliance, Birla, 
IL&FS, Prudential ICICI and 
Tata reduced their exposure. 
Says Prasad Nalam, cio, 
Sundaram Newton, “Churn- 
ing sectors and stocks would 
be frequent, since this fund 
is positioned that way.” 
Zurich defied the sell-spree, 
and in fact mopped up more of 
HPCL stocks. BPCL caught the fancy of Birla, Franklin 
and Zurich, with HDFC and Tata opting to reduce 
their holding in the stock. ONGC didn’t find much 
favour either, with a host of funds offloading their 


MID-CAP SURPRISES OF THE MONTH 





Franklin and Prudential 


Arvind Mills 


Bharat Earth Movers 
Ucal Fuel 


Wimco 









Alliance 


Usha Beltron 





For the month ended November 29, 2002 
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CAUTIOUS INVESTOR 
heme 


Sc Nature Returns (%) 


IDBI Principal Equity Growth 


Franklin India BlueChip Diversified — 14.74 - 


HDFC Index 


PNB Debt Fund Income 15.95. 


HDFC Gilt Fund 


RISK-AVERSE INVESTOR 


Templeton India Income Fund 13.53 


Sundaram Bond Saver 


Prudential ICICI Income Fund Income 13.40 


Alliance G Sec-LT 


n.a.: Not available 


A number of funds 
invested aggressively 
in the SBI stock in 
November, propelling 
it to a new 52-week high 


holding in that stock. 

The month also saw a 
flurry of interest in a few bank 
stocks, State Bank of India be- 
ing the firm favourite. A num- 
ber of funds invested aggres- 
sively in the public sector bank’s 
stocks in November, propelling 
it to a new 52-week high. 

Other banks that made it 
to the buy list were icici Bank, 
which was bought by Alliance, Birla and psp Merrill 
Lynch, and Union Bank of India, which was picked 
by HDFC Mutual Fund and psp. Alliance also picked 
up Punjab National Bank along with Reliance 
Mutual Fund. The banks that didn’t figure on the 
fund managers’ radar in November included Jammu 
& Kashmir Bank, ipBi Bank, Bank of India, Syndi- 
cate Bank, and Bank of Baroda. 

The so-called old economy bandwagon didn't 
witness much movement, with most money man- 
agers probably preferring to avoid Larsen & Toubro 
and Grasim till investigations by Sebi into the latter 
and the demerger proposal of the former showed 
signs of reaching a conclusion. 

There were funds that reduced their exposure to 
the old economy pack, but the quantum wasn't sig- 
nificant. Reliance Industries was offloaded by a few 
fund houses but in very small lots. Fast moving con- 
sumer goods stalwart Hindustan Lever was picked up 
by Birla and Zurich, with Franklin, HDFC and IL&FS 
going the other way. Œ 
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Home Safe Home 


Want to protect your house and its goods? You are going to need more than 
just a scary mask on the facade. Try householders’ insurance. 


returned from your extended year-end 

holiday. But this is not the homecoming 
you had in mind. The bedroom window 
has been cut open and the room turned in- 
side out. The safe is lying open, your wife’s 
cheaper non-silk sarees are strewn all 
around and the рур, home theatre 
system and the Sony digicam that you 
had so cleverly hidden in the box di- 
wan, are missing. While you reach for 
the phone to call the police, your wife 
does a quick mental calculation. The 
holiday has cost you Rs 5 lakh. An imp- 
robable scenario? Don’t bet your house on it. 


Iz JANUARY 1, 2003, AND YOU'VE JUST 


Take Your Pick 

Burglary is one of the most common forms of theft and 
a growing menace, be it Mumbai or Chennai. Fortunately, 
you have a bunch of companies offering comprehensive 
home insurance coverage. The four subsidiaries of Gic— 
New India Assurance, Oriental India, National Insurance 
and United India—offer householders policy. Among 
the private insurers, Bajaj Allianz, Royal Sundaram and 
Tata AIG offer comprehensive cover. (Iaa Bank's HomeSafe 
insures housing loan and the property for the duration 
of the loan.) While the products are quite similar to each 
other in terms of content and premiums payable, most 


Protection Package 


What your ideal cover could comprise. 




















DESCRIPTION OF PROPERTY PREMIUM 
(Annual) 

Fire and Allied Perils: 

Building (A class construction) Rs 0.65 per Rs 1,000 

Contents (excluding jewellery) Rs 0.65 per Rs 1,000 
Burg lary/Theft: Rs 2.4 per Rs 1,000 
All Risks: (jewellery & valuables) Rs 10 per 1,000 
Appliance Breakdown: Rs 2.5 per Rs 1,000 
TVACR Set Rs 10 per Rs 1,000 
Third-Party Liability Rs 0.50 per Rs 1,000 
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private insurers allow contents of a rented premise 
to be covered. Service is, of course, another dif- 
ferentiator. 

The householders’ policy can be broken 
down into a base policy plus 10 optional add- 
ons. The base policy has two sub-sections that 

cover the building and its contents against 
|j fire and accidents such as lightning, gas 
PE explosions in domestic appliances, burst- 
ing of water tanks, riots, terrorist attacks, 
earthquake, etc. So if a gas cylinder 
explodes, or there is a minor fire that 
damages the wall paint or furniture, 
you could claim damages from the insur- 
ance company. Both the sections of the base 
policy come for a minuscule premium of 65 paise 
per thousand rupees worth of insurance. Thus, a Rs 15 
lakh insurance for the building and Rs 5 lakh cover for 
its contents, carries a yearly premium of about Rs 
1,300. 

The other sections cover burglary/theft, jewellery and 
valuables, breakdown of domestic appliances, baggage 
loss, personal accident and public liability. Of the 10 sec- 
tions of the policy, section 2 is compulsory and a mini- 
mum of three sections is required to form a policy. 
There is a discount of 15-20 per cent on the premium, 
if the insured opts for more than four sections. 

But should you? That depends on your comfort level. 
Not all of us want our baggage or bicycles to be insured, 
and if you have a life insurance, why bother taking anot- 
her personal accident cover? The third-party liability 
cover, though, is a good idea. It protects you against 
accidents like, say, your kid knocking a flowerpot 
onto your neighbour's car. It doesn't cost much: For Rs 1 
lakh of cover, you pay an annual premium of Rs 50. 

While you sign up for the cover, take care of a 
few things—like exclusions. Unless your building qual- 
ifies as “A-class construction”, sections 1 and 2 may not 
protect you. Similarly, the policy does not cover a 
premise not occupied for more than 60 consecutive 
days. The sum insured in case of a personal accident 
cannot exceed 72 months' salary from gainful em- 
ployment. Besides, keep a list of all household items, in- 
cluding new purchases. Good records can save you 
much time and effort at the time of claim. Ef 
SHILPA NAYAK 


West Bengal is now 
a Japanese pick! 


Too good to resist. 

The 3rd largest economy in the country. Growing at a rate 
of 7%. Among the first 5 states in terms of industrial 
investment, with 40% of all industrial proposals successfully 
implemented. 

Surplus power, abundant water, sound infrastructure and 
increasing labour productivity. A huge market with increasing 
spending power. And assured government support. 
West Bengal. No wonder we have the largest Japanese 
FDI project in India! 
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Fax: 22483737, E-mail: wbidc@vsni.com, 
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POISED FOR TAKE OFF 











West Bengal Chief Minister Sri Buddhadeb Bhattacharjee 


Perceptions can be flawed, especially if it's about West 
Bengal. If all goes well, the state is poised to do a neat 
turnaround. IT, retail, real estate, healthcare might just signify 
the long awaited resurgence of West Bengal. 


(CMIE) has ranked the state of West Bengal second in terms 

'investment projects completed or commissioned' in the financial 
year 2001-2002 with Rs 7670 crores. Only Gujarat comes before. 
The Index of Industrial production or the IIP grew at 4.6% between 
1997 and 2001, ahead of the national average of 3.5%. And once 
again according to the CMIE consumer spends in the organised 
sector in rural West Bengal in 2001-02 was a whopping $ 2.6 billion. 
That's surprising news from a state usually categorised as a has- 
been. 
Everyone knows the story of West Bengal's glory days in the 1950s 
and 1960s. Thriving industries like IISCO, the Howrah foundries, 
Martin Burn, a swinging night life, summer retreats to the 
Windermere in Darjeeling. And then came the Naxalite movement in 
the 70s, bringing with it social, political, economic turmoil. Industries 
collapsed, companies left Kolkata. Till an entire generation grew up 
only listening to their elders recollecting the good times gone past. 
But there is cause for hope now. 
So is it finally time to talk about a 'resurgent West Bengal' as the 
glossy new West Bengal Industrial Development Corporation 
(WBIDC) brochure seems to suggest? That time perhaps has come, 
and none too soon. Long consigned to a state represented by just 
one city and that too one resting on past laurels, Team West Bengal 
has been trying hard to put things in fifth gear. With a new guard at 
the helm led by Chief Minister Buddhadeb Bhattacharya, the state's 
policy makers and administrators have been trying to push West 
Bengal as a most favoured destination on investors' map. 


[ovs these figures: The Centre for Monitoring Indian Economy 


THAT OLD FEELING 
Suddenly the winter air in Kolkata seems to have a new zest. Shining 
glass panelled buildings are coming up in a real estate frenzy few can 


remember seeing before. The city has played an unlikely host (as it 
normally loses out to Mumbai, Delhi or Bangalore) to a number of big 
ticket conferences over the past few months like the IT conference 
hosed by Nasscom and a СІІ sponsored retail summit. A weekend 
drive to Shantiniketan takes you through roads resembling the 
motorways of Britain rather than the rundown state highways one 
would expect. And people are once again willing to give West Bengal 
a good, hard look. 

Having to move from Tinsukia, Assam 20 years ago, Sanjay Budhia, 
Managing Director of the Rs 100 crore Kolkata based Patton Group 
chose to come to Kolkata over any other place. And he's not 
complaining. Says Budhia, "The biggest problem here is not the 
labour movement or power, but one of perception. Investors think 
West Bengal is still stuck in the 70s and 80s. We've been around 
here for the last 20 years and | haven't lost a single hour due to labour 
problems. In the case of my export business | maintain 100% 
punctuality what with all my clients being US based Fortune 500 
companies. If | miss a shift | miss the boat, but that's never 
happened," 

And help on this front is on the way. West Bengal's pin up project, 
the 3.5 lakh TPA plant put up by Mitsubishi Chemical's joint venture 
in India, MCC PTA India Corp Pvt Ltd, recently announced plans to 
hike capacity to 4.25 lakh tpa. In fact the project at Haldia has 
already captured about 25 % of the domestic market for Purified 
Terephthalic Acid (PTA). Says Dr Takaharu Fukumoto the managing 
director of MCC PTA India (МСРІ), "Many people advised us not to 
locate the plant here because Haldia is too far away from PTA 
customers and we could find more industrially advanced states 
elsewhere.But honestly we are now enjoying Haldia. Our current 
operation is much higher than our nameplate capacity and our 
product quality has been widely accepted in India and abroad." 
Since it's commencement of production in 2000 the company has 
achieved a sales volume of Rs 10 billion which includes Rs 2.5 billion 
worth of exports. The PTA produced here is said to be very 'clean', an 
essential quality if that PTA is to be used for production of high value 
added polyester. MCPI has developed technology to not just produce 
clean PTA but also detect impurities in it. Another unique aspect of 
the plant is its energy efficiency. A PTA plant of MCPI's scale would 
require 19 MW of power. МСРІ consumes only 2.5 MW thanks to 
unique technology developed by the parent Mitsubishi Chemical 
Corporation. 

Staying with the Haldia region, projects close to Rs 7700 crore went 
onstream including the biggie Haldia Petro Chemicals. Downstream 
projects like South Asian Petrochem Ltd's Rs 450 crore PET Resin 
plant have already started production and existing facilities like Hind 
Lever Chemicals have expanded capacity. 


A FRESH CHAPTER 
Green Fields 
West Bengal might have been one of the first states to frame a 
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"AS an affiliate of 
Mitsubishi Chemical 
Corporation, Japan, 
a world leader in 
Industrial Chemicals, 
WBIDC & a group Of 
major Japanese 
Trading Companies, 
MCPI share a Mitsubishi 
mission where good 
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comprehensive Information Technology 
(IT) policy but somewhere along the way 
got overtaken conclusively by states like 
Karnataka, Andhra Pradesh, Tamil Nadu 
and Delhi. But here again the mood today 
is on an upswing. Under the deft 
guidance of the Managing Director of 
WEBEL Mr. S. K. Mitra, West Bengal has 
again started successfully wooing IT Œ 
heavyweights. Agilent has already set up 
shop here. Azim Premji's Wipro has 
already acquired 12 acres of land in the 
Saltlec IT park area of Salt Lake, Kolkata. 
GE India is on the lookout for a site for its 
fifth call centre and Saltlec might just be 
the preferred destination. Spectramind 
India is also exploring similar 
possibilities. 

Despite doing its best to encourage 
private investments, the state (through 
WEBEL) hasn't lost sight of IT investments in the public domain too. 
Last year 18 district headquarters were brought online with Kolkata 
and nine other principle towns will be connected over the next few 
months. The first phase of linking panchayats, whereby a third of the 
panchayats will be linked to the state capital will be completed in the 
next two years. A big project will be flagged off in January next year 
when the government formally inaugurates a portal which will 
provide access to information like agriculture and commodity prices, 
department forms and tenders etc. Computer literacy is also being 
made part of basic literacy across government schools. 

IT is however not the only realm where investments are taking place. 
Under the aegis of the West Bengal Industrial Development 
Corporation (WBIDC) Manikanchan, a gem and jewellery park is 








Manikanchan - A jem & jewellery park 


being set up as a Special Economic Zone. The five acre park at a cost 
of Rs 25 crore will be set up by April 2003. The WBIDC confirms that 
more than 50% of space at Manikanchan , that is 13 out of 25 
modules, have already been booked. Another project promoted by 
the WBIDC is a 2.28 acre Toy Park which will have its own internal 
concrete roads, 40 container trailers, it's own electrical substations, 
water supply plants and effluent treatment facilities. The WBIDC has 
also started a number of incentive schemes for investors such as a 
Bill Discounting Facility and Bridge Loans and offers a rebate ranging 
from 0.25% to 1% for timely payments. 


AND THINGS CAN ONLY GET BETTER 
Power generation was one of the major drawbacks of West Bengal 
_ in the 70s and 80s. Many 
projects such as the 
Bakreshwar thermal power 
project, expansion of the 
Kolaghat thermal power 
station, the Rammam Hydel 
Project stage Il in North Bengal 
have all helped correct the 
situation.During the year 2001- 
02 the project generated 
| 239.04 MU which exceeded 
| the target of 206 MU. 
The West Bengal State 
Electricity Board (WBSEB) has 
taken up the Transmission 
System Project with aid from 
the Japan Bank of 
International Cooperation to 
provide а transmission 
network, expand existing sub- 


Mitsubishi plant 
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In fulfilment of its main social objectives 
West Bengal State Electricity Board has 
completed 47 years of dedicated 
services to the people of West Bengal, 
reaching out to provide power to over 38 
lakhs hearths & homes, business, industry, 
agriculture, public utilities covering the 
entire state, building a ‘power-full’ base 
for economic resurgence in the state 


A BASKETFUL OF BENEFITS TO INDUSTRY 





Power is an important concomitant to the growth of industry 


The main attraction of West Bengal e Assured availability of power in plenty 
WBSEB offers a set of incentives to upcoming entrepreneurs to set up more and more 


industries in West Bengal 
The WBSEB Package Deal to Industry 


e Assured avalabiliy € Fixed time-frame for new power connection 


P Joint Inspection 


|> Preparation of 
servey report 


> Preparation of estimate 
р Issue of quotation 
> Issue of work order 


ь Completion of work after 
issue of work order 


> Effecting physical 
connection on compliance 
of consumer's formalities 
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stations and construct new ones at a cost of 
Rs 610 crore. Among other notable projects is 
the distribution automtion project, a pilot 
project for monitoring processed system 
parameters from different control. centers. 
Partly funded by the Ministry of IT as grant in 


1 aid, its approx value is Rs 463 crore and will be 


conducted under the Jalpaiguri D circle. This is 
considered to be a pioneering project for all 
SEBs. 

The Board under the auspices of the Chairman 
Dr. G. D. Gautama has been coming down 
heavily on theft and pilferage. It is estimated 
that the Board is losing between Rs 700-800 
crores every year and closed to 40 96 of its 


UN DI T ^] energy due to Transmission & Distribution 
. Offering a single window service 
_ for all health care services from _ 


losses. The aim is to reduce this to 20% in two 
years. As a result of some rate conducted by 


is the | the board's own security and vigilence 


4 department as well as distribution divisional 


offices along with the local administration, the 
situation has improved in certain places. 

Another crucial link in infrastructure is 
transportation. The Indian Container Leasing 
Company (ICLC), a division of the Kolkata 
based Balmer Lawrie & Company is doing its 
home state proud by establishing a fleet of 
7,000 containers. It's 'Transafe' containers help 
companies like Nestle and Hindustan Lever 
create a reliable cold chain for its products. 
However it's premier project is the creation of 


| a mobile ‘hospital in a container ideal for 


disaster situations. It is also working closely 
with the defence establishment to create 
container based solutions for strategic 
applications especially to deal with nuclear, 
biological and chemical warfare. Says Mr GK 
Mukerjea, General Manager, Business 
Development, ICLC, "Our imagination is only 
restricted by eight corners. For the rest we can 
offer any storage solution to anyone who 


| wants it." 


ICLC's key selling point is that it offers 
container based transport solutions thereby 
ensuring the safety of goods from inclement 
weather and pilferage. Also the fact that ICLC 
offers containers on an operating lease means 
that the customer gets immediate availability 
of the container. So there is no waiting time for 


| deliveries and no capital outgo, enabling the 


whole expense to be booked as revenue 
expenditure, quite a win- win situation for the 
customer. 


ан IMP. ! E i RE 





SINGAPORE OF THE EAST? 

Even if this. sounds an unlikely definition for 
Kolkata that is exactly what the West Bengal 
government wants it to be. What prompts it is 
the fact that it is not just the principle city of 
East and North Eastern India but also of the 
Eastern. corner of the sub-continent. The idea 
is to make Kolkata the one stop shop for 
everyone around, Singapore at Rupee rates! 
Here's a sampler of what's hot in the state 
capital. Real Estate- It's boom time for this 
business not just in Kolkata but elsewhere in 
the state too. West Bengal . Housing 
Infrastructure Development Corporation and 
Bengal Ambuja Housing Development Limited 
are developing residential projects in and 
around Kolkata. 

And there's more. Shedding its Marxist 
baggage social life in Kolkata is now modelled 
on Ibiza. New. nightclubs like ‘Tantra’ are a big 
hit with the city's swinging set. The well 
heeled can now have access to the 
Metropolis, a 1.75 lakh sq ft shopping, 
entertainment апа food: mall. The city has 
achieved. retail. parity with Westside, 
Pantaloons, Barista and Pizza Hut already here. 
Why the boom now? Says Asitava Sen, a Delhi 
based retail expert and consultant who's been 
tracking the sector for many years. "Kolkata is 
a great hub for the hinterland and real estate 
here is also very attractive. Put that alongside 
the fact that the number of super rich in the 
city is next only to Delhi and Mumbai and it's 
just the right combination for encouraging 
organised Retail investements". 

To round. off the upswing in sentiment in the 
state could well be the Boston Pledge. A 
consortium of Boston based NRIs from Bengal 
came together last year to contribute to. key 
areas like IT, health and education. But among 
all their projects the one that stands out is the 
setting up of the Bank of Bengal. Most can be 
forgiven for thinking it's a dead deal because 
nothing much ‘happened after the 
announcement, but word is that come January 
when a group of NRIs along with the Boston 
based ones meet in Kolkata, a step forward 
will be taken.in the establishment of the bank. 
Now that might be easier than a full-fledged 
turnaround for West Bengal, but things are 
truly looking better after a long, long time in 
the ‘state. And that is cause for cautious 
optimism. 


INDIAN 
CONTAINER LEASING 
COMPANY LIMITED 


Containers available on Operating Lease 


© [e 


in various sizes for multi-modal transportation in Indian road, rail and coastal conditions 


or details please contact : 
ie КЛ еъ с "29 obla Pa) л ed ——— оз 
Mr Manish Tripathi Ar Vijay Sharma 
ndian Container Leasing Company Limited indian Container Leasing J C ompany Limit 
Vikre m Tower, 16 Rajendra Place, New Delhi 110 008 Balmer La wrie House, 5 | redia Marg 
011) 2572 0051 / 2576 0052, Fax : (011) 2572 0053 Ballard Estate, Митбг ai 400 03 


Tel : (022) 2262 3115 / 2267 5195 / 2267 7359, Fax : (022) 2267 7: 


Mr P Sridharan Mr DH 
Indian Container Leasing Comp any Limited indian Container Leasing Con npany Limited 
Balmer Lawrie House (1st Floor), 628, Anna Salai, Balmer Lawrie House (6th Floor), 21, Netaji nas Road 
Teynampet, Chennai 600 018 Kolkata 
Pl (044) 434 8078 / 433 5002 / 431 0039 / 434 9640/968 11/9279 Tel : (033) 2242 4336/4505/4583, Fax : (033) 2242 4999 / 2210 5792 
Fax : (044) 434 8078 


Indian Container Leasing Company Limited 
C/o Classic Business Centre, Cabin No. 107 
14/1, M. G. Road, Bangalore 560 001 
Tel : (080) 558 0422, Fax : (080) 558 0422 / 555 0165 
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| A recent survey shows that the 360-degree employee review isn’t 
doing much good. Should its fans do a rethink? BY ABHA BAKAYA 

k 

, AURAV JAIN WAS GOOD AT ACHIEVING first began in India, almost a decade ago, 

н targets, and his boss was pleased the concept has been trumpeted as a great 

\ with him. But the way he went tool, as a ‘best practice’, something that all 

| about achieving these goals good companies should have in place. 

н was rubbing his team-mates So it came as a rude shock when 

І the wrong way. Top management didn’t Watson Wyatt, an HR researcher, 
know. Till one day, the company started recently disclosed the results of an 

| doing 360-degree reviews—with a per- Asia-Pacific HCI Survey that showed 

! son's performance being rated by peers, * what a farce the whole thing might 


juniors, everyone in any work relation- ~ have become. 
ship with him, not just his immediate 
i boss. And the HR department discov- 
ered that Jain needed to brush up his 
' people skills. 

That's just one of the 
many cases involving 
360-degree feedback 
j that Ali Abbas, 

Country Mana- 
n ger (HR), AT&T 
| India, has 

come across. 
i Ever since 
360-degree 


Ё reviews 


T. Practice, Not Theory 
Watson Wyatt’s survey, designed to 
correlate shareholder value with 
: effective people management, 
covered some 500 pub- 
licly listed companies 
across the Asia-Paci- 
fic region, inclu- 
ding 119 from 
India. And the 
big result that 
glares out 
from the 
result sheets 


PHOTOGRAPHS BY 
RITESH SHARMA 
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is this: 360-degree reviews could 
actually have a negative impact 


on a company’s human resource .: 


effectiveness, and in turn, its 
Shareholder value. 
. 106 not such a big surprise 
2. то him, claims Atul Khosla, Asso- 
~-ciate Director, Watson Wyatt 
India: He has come across sim- 
ilar findings in Europe and 
North America earlier, and the 
reason is simple. The practice 
of 360-degree reviews often fails 
to live up to the theory. “Many 
Indian organisations are not ma- 
ture enough to ensure its effec- 
- tive use,” he elaborates. 
Suum ESE the question arises—is 
-.-.360-degree feedback really 


e worth all the effort? 


To start with, 360-degree rev- 


- jews often do not suit hierarchical 


IT'S GOING RIGHT... 


m If you get genuinely varied 


` ratings that are consistent 
with other observable facts 
оп the ground . 


п If you have а workforce that i is 
. mature enough to appreciate 
` the need for evaluating 
. others fairly 








m B If) you have senior managers 
who accept the need to view 
their own performance from 

.. varied. perspectives 


[| m If the entire team has a 
sense of team mission that 
makes mutual feedback 
critical to collective success 





What's The Idea? 

Some of the trouble seems to be that 
organisations don't have a specific 
purpose in mind for the use of 360- 
degree reviews as an HR tool. They 
do it because it's a ‘best practice’, 
Not because they see it as a develop- 
mental tool, to help calibrate the 
rest of the HR department's pro- 
gramme. Or as an evaluative tool, to 
be used with all the maturity of a 
company that values what its people 
actually think. 

Abbas feels better playing safes 
using it as a purely developmental 
tool, so that even negative feedback 
is used only for coaching require- 
ment assessments. Matangi Gowri- 
Shankar, v? (ОЕ), Cummins Group, 
agrees that 360-degree reviews 
should be used for appraisals only 
once an organisation is ready for it. 


or familial business structures, where employees are too 
scared to express themselves in any way that might 
anger anyone in authority. In such firms, the process 
ends up as just another meaningless ritual. Either that, 
or the system ends up in a mess because the company 
lacks team spirit and everyone's out to get the other. 
- According to Niroop Mahanty, v? (HRM), Tata 
Steel, extreme ratings are best ignored. Neither is it unu- 
sual for people to strike mutual back-scratching deals 
with one another. “We Indians don't know how to 


But Mahanty has no qualms about using it for ap- 
praisals when necessary: “It gives me an overall picture 
of the guy I want to promote, and throws up any dis- 
turbing inconsistencies—so why wouldn't I use it?” 
Well, it's true-that wider viewspan reviews can form 
a more comprehensive picture of a person, and can even 
detect the varying leadership styles. of managers long be- 
fore they're actually tested in such positions. And if a 
person's batty, it shows up fast. Wipro's Pratik Kumar 
is firm that “there is no quarrel on the issue—if used 





differentiate between the pro- 
fessional and the personal,” sighs 


Mahanty, with an air of resigna- 
tion. What's needed is an open: 
culture, with a strong sense of. 


collective mission and high confi- 
dence in the notion of team per- 
formance, characterised by a 
genuine appreciation of feedback. 

Amongst those not surprised 
by the survey’s findings is 
Santrupt Misra, Director (Cor- 


porate HR), Aditya Birla Group.. 


In his view, it is crucial to know 
what you’re using feedback for. 
“You may receive feedback on 
35 dimensions,” says Misra, 
“from which only six may be 
of any importance, but those 6 
get lost under the noise. You 
need to customise what’s impor- 
tant for you.” 










Í IT'S GOING WRONG... | 


® If the results indicate 
‘groupthink’, born of fear, 
rather than fearlessly candid 
individual opinions 


W If your workforce places 
higher value on personal 
rather than professional 
work equations 


Юй If you have authoritarian 
managers who simply will 
not stand for juniors voicing 
opinions on them 


i If the work ethos is all about 
personal fiefdoms with a 
weak consciousness of 

` collective success 








well, 360-degree has a great impact". 
Wipro has been using it now for 
almost 10 years, and has no. comi- 
plaints. Of course, the company was 
primed for it, and the system was 
rolled down from the top in phases. 

The companies covered in this 
report, mind you, are not a repre- 
sentative sample of all the companies 
out there trying to use 360-degree 
reviews. Most firms, as the survey 
showed, are getting it wrong. And as 
R. Sankar, Country Head, Mercer, 
puts it, “If you use 360-degree in a 
hierarchical organisation, it's like 
inviting a volcano to erupt." 

Either way, like all tools, it should 
not be allowed to become a force 
unto itself. Organisations should stop 
fooling themselves and their emplo- 
yees, and start figuring out how to 
put that investment to good use. W 
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DC DESIGN 


Prince of 
Prototypes 


First-world quality at third-world prices. So, what's the 
science behind Dilip Chhabria’s compelling proposition? 





BY DIPAYAN BAISHYA 


T THE GENEVA MOTOR 

Show in March this 

year, Dilip Chhabria 

had every reason to 

return with a trailor 
truck-sized complex. His modest 
stall was tucked away under the 
main hall, there were no slick Av 
presentations running on a giant 
screen, and his marketing team 
was all of three—Chhabria inclu- 
ded. Still, if the 48-year-old 
Chhabria wagered Rs 1 crore for 
real estate at the show, it was be- 
cause he knew he had one big 
thing going for him—the Infidel. 
A concept car based on the 
Toyota MR2 platform, designed 
to marry the style of Italian super 
cars with Chhabria’s own vision of 
a road monster. 

The Infidel’s radical design cre- 
ated such a buzz that three of mo- 
town’s biggest design lords dec- 
ided to look up the “rakish” car. 
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One was Bob Lutz, General 
Motor’s Head of development; 
another was Chris Bangle, Chief of 
BMW’s design; and the third, 
Henrik Fisker, Creative Director at 









Ford’s design studio in London 
and Aston Martin’s Design 
Director. Good for Chhabria, be- 
cause instead of returning to 
Mumbai feeling bruised and 


HOW THE DESIGN PROCESS WORKS 


ж 


DIGITAL ^ 


CEET | 30 Visualisations | 


[ 





سے 


Sha 


APPROVAL & DATA RELEASE ==> 






CONCEPT DEFINITION 


Digitising & Surface 
TUN 


m /Show Car 
Construction 
PROTOTYPE 


Project & Data Mgmt. 


\——> CNC MACHINING 


crushed, he actually found him- 
self—on a freezing morning three 
days after the show—standing out- 
side Ford Motor's new design stu- 
dio, called Ingeni, in London. After 
a long meeting, Fisker made 
Chhabria a stunning offer. Would 
he be interested in designing a 
prototype for a new Aston Martin 
(a Ford subsidiary) model based on 
the best-selling DB7? 

The rest, as they say, is (con- 
temporary) history. Returning to 
Mumbai, Chhabria finalised the 
deal and got down to work. Less 
than 110 days later, the DB7 pro- 
totype was on a ship bound for 
the US, where it would be dis- 
played at the hi-profile North 
American International Auto 
Show in Detroit in January 2003. 
Says Chhabria: ‘‘As far as the 
cost-quality equation of car design 
is concerned, we have no parallels 
in the world.” 


Dilip Chhabria, CEO, DC Design: The man stil! pens the initial design for all his work 


Global Highway 
That’s true. As far as pure design 
skills go, Chhabria’s pc Design— 
which offers broadly three serv- 
ices: rapid prototyping, design on 
demand, and styling—is proba- 
bly as good as its global peers. 
But in terms of costs and sheer 
availability of manhours, it is 
streets ahead. 

рс Design can do in $2.5 mil- 
lion what a designer abroad would 
charge $10 million—and it has 1 
million manhours. Also, Chhabria 
boasts of remarkably quick turn- 
arounds. For example, the DB7 
prototype went from concept to 
finish in just three-and-a-half 
months. The Infidel that he took 
to the Geneva show was designed 
in three months flat, too. More- 
over, prototypes are usually dum- 
mies made of fibre glass. But 
Chhabria makes them using sheet 
metal and, yes, they can be driven 





as soon as they are finished. Of 
course, that's because he only de- 
signs the skin, everything else un- 
der it comes from the customer. 
But the question is, if Chhabria 
churns out world-class design sit- 
ting in his 65,000 sq ft Mumbai 
studio, just how does he do it? 
Two reasons: One, the way his 
team of 450 is structured and two, 
the technology that he puts to 
use. DC Design, which BT estima- 
tes has an annual revenue of Rs 15 
crore, has two broad divisions: 
designing and prototyping. The 
former takes care of styling, desi- 
gning, and marketing, and the lat- 
ter takes care of giving the design 
a physical shape. All the original 
lines for the car are sketched by 
Chhabria himself (*can't afford 
to hire a global designer," he says 
half-jokingly). This is then taken 
up by his core design team of 
seven, hired mainly from institutes 


bt at work 


like Industrial Design 
Centre, irr, Mumbai, and 
the National Institute of 
Design, who create a 
digital model using com- 
puter-aided styling. 
Then, a 3-D model is de- 
veloped for the “‘look- 
and-feel” of it. Once the 
customer okays the com- 
puter-generated model, 
the design is sent for 
prototype fabrication. 
The prototype approved, pc's 
fabrication unit churns out the 
required number of copies. 
Typically, in design though 
there are a number of trade-offs 
involved, especially among time, 
cost, and quality. When a de- 
signer tries to speed up a proj- 
ect, either costs go up or quality 
suffers. On the other hand, if he 
spends more time building quality 
into his design, time and costs 





The Aston Martin DB7: Coming soon, a DC version 


increase. These are issues at DC 
Design too, but the company has 
one major advantage. It is a rela- 
tively small outfit, and that al- 
lows the various designers to 
work more closely, thereby min- 
imising communication gap and 
rework. Says Pankaj Jhunja, head 
of the design studio: “There is 
neither any repetitive job nor any 
supervisors in the organisation. 
Everyone is his own manager." 


inside > 
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Chhabria may never 
have gotten to owning 
his own design firm had 
he not battled compla- 
cency to try the untested. 
After he graduated from 
the Art Center, he went 
to work for General 
Motors in Detroit. But 
within a year, he realised 
that he didn't want to 
spend the rest of his life 
as an anonymous de- 
signer. Quitting GM, he returned 
to Mumbai in 1981, and joined 
his family's modest electrical com- 
ponents business. Soon he shifted 
focus to auto accessories, and in 
just a few years his venture started 
making so much money that his 
father shut his own venture and 
handed Chhabria the reins. 

Over the next 10 years, he pre- 
pared the ground for his car des- 
ign venture, investing in equipment 
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HORIZONS 


The Man And His Machines 


Some of the cars that Chhabria worked wonders with. 


Zelo 


A 2x2 coupe based on the 
Daewoo Nexia. 17” wheels 
and tight overhangs give it a 
smooth appeal 


Ikonconcept 2003 


Developed jointly with Ford 

India, this Ikon car was 
iven a mean roadster 

ook at DC's studio 





Phoenix 


You'd never guess this. It's 
the plain old Ambassador 
under a stunning skin that 
DC gave it 





Arya 


This snobbish SUV is actually 
based on the Tata Sierra 
mechanicals and floor! 





Ra 
A 2x2 stylised mini sport. 
utility based on the Suzuki 


Jimny. If you are a sucker for 
looks, this will win your heart 


Infidel 

This is the car Chhabria took 
to the Geneva Motor Show 
this year, and that got him the 
Aston Martin deal 














and knowhow. In 1992, Chhabria 
picked up a Maruti Gypsy and 
reskinned it. And one day when 
he was driving around in Mumbai 
in it, he was flagged down by a 
man who offered to make a spot 
deal for the vehicle. Chhabria 
agreed and sold the Rs 1.73 lakh 
vehicle for an impressive Rs 5.5 
lakh. Thereafter, DC designed cars 
became his advertisements, and 
customers started queuing up. 

What followed were a series 
of traffic-stopping modification 
jobs (See The Man and His 
Machines). Take the Arya, for 
example. It's a Tata Sierra, but 
the skin is completely redone to 
give it a snooty SUV feel. Or the 
Phoenix. It's the plain old 
Ambassador turned into a trendy 
sedan. In fact, Chhabria did this 
just to prove a point. 

That innovative design can 
transform even the stodgiest of 
metal. In the last 10 years, he has 
customised more than 470 cars. 
Some of his celebrity customers 
include liquor baron Vijay Mallya, 
movie stars Shah Rukh Khan and 
Juhi Chawla, and political big- 
wigs such as Bal Thackeray. Says 
Alan Durante, Executive Director 
and President (Automotive), 
Mahindra & Mahindra: 
“(Chhabria’s) designs are con- 
temporary, and they are bench- 
marked against the very best prod- 
ucts in the world." 

Still, there are some big gaps in 
рс Design's skill sets. For insta- 
nce, it can't do any engineering 
work such as engine tuning. Chh- 
abria says that he is on the look- 
out for a suitable partner. But 
the Aston Martin deal has created 
a wave of optimism within the 
company. Next year, Chhabria 
plans to take to the Geneva Auto 
Show “ап anti-thesis of the Inf- 
idel", which will be “monstrous, 
sweptback, and (in all) a unique 
sports car". You never know what 
that may lead to. 
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The Case Of 





Branded Paper 





How should MT Paper position its brand? The views of S. Sen of Quadra, R. Sheopuri 
of JK Paper, J. Kapoor of Samsika, and Y. Agarwal of Ballarpur Industries. 


HE MT GROUP WAS 
like an old willow 
tree. It had been 


around for what seemed 
like centuries, had its 
branches comfortably 
placed in assorted indus- 
tries, and was known to 
all. MT, in fact, was some- 
thing of a reliable old busi- 
ness name in the country. 

But the time had come, 
MT Group Chairman 
Kishore Rajavat realised, 
for him to shake things 
up a little bit. Times had 
changed, and one of the 
group’s businesses—of pa- 
per—was stuck in a com- 
modity rut, with little to 
sell on other than price. 
This was fine in the old 
days, when competition 
was low and bulk manu- 
facture of paper fetched decent margins. Those were the 
days of stability. The business went on, year after year 
in much the same fashion. Printers, publishers and 
other bulk buyers knew Mr Paper for its consistent qual- 
ity, and that’s all that mattered. 

Not any more. 

“The most important CEOs in the country use our pa- 
per, and don’t even know it,” grumbled Jai Chaudhuri, 
MT Paper’s Marketing Director. 

“They think they don’t need to,” said Rajavat, plac- 
ing Chaudhuri’s remark in perspective, “and that’s 
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what you must fix.” 

That, really, was the 
crux of the issue. The un- 
cut paper business was do- 
ing fine, selling rolls and 
rolls on negotiated bulk 
deals. But this segment 
was growing at just five 
per cent annually, while 
the 110-tonne packaged 
paper segment was grow- 
ing at thrice the rate. 
That’s where all the action 
was these days. 

“Ha! So much for the 
‘paperless office that the 
tech people were telling 
us about,” said Chaud- 
huri, 34, “the old trend 
continues as before—as 
an economy expands, so 
does its per capita paper 
consumption. So long as 
e-signatures are not fool- 
proof, hard copy documentation will always be needed. 
There’s integrity in words committed to paper.” 

Chaudhuri seemed to revel in that knowledge. 
Having turned down a tech-sector job recently, it gave 
him a sense of profound relief. To Rajavat, 58, however, 
the relevance of paper was never in doubt even for a 
moment. Paper had kicked off the Modern Age, ena- 
bling the accurate dissemination of thought, and would 
remain part of it. As chairman, his big concern was the 
business’ profitability. Packaged paper offered health- 
ier margins. “Our estimates are that a strong brand, and 
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I mean a consumer-recalled brand, can give us a price 
realisation of at least 10 per cent more,” said the 
_ chairman, who had been studying the classic story of 
how Xerox had sold photocopier paper as a brand, us- 
< ing the ‘consumable package’ route created by its ma- 
‘chines’ service network. 
^. .: Xerox’s contention, of course, was that its own 
. paper worked best with its copiers. But MT made no 
copiers, and already had a rival in Virajman Industries 
(М), which was trying to do the next best thing. Like a 
cola player, it was busy adopting market corner copy- 
shops across the country, and putting up distinctive 
glow-signs for its brand vi Plus, above 
them. Signage, to it, was the game. 
"That's an idea," remarked 
Chaudhuri, *but it's not easy getting the 
¿Copier customer to ask for a particular 
. brand of paper." 

In the marketing director's view, 
the institutional sales route, selling 
packaged paper to offices for their doc- 
umentation work, was the real place 
where the brand war would be fought : 
and won. There would be few players. The industry had 
just entered a consolidation phase, and it was such a cap- 
ital-intensive business—and with a fairly long gestation 
period—that new players were not likely to set up 
mills. Quality was an issue: very few Indian firms 
were making paper that did not yellow over time, or 
suffer other damage on exposure to the elements. 
MT's paper, however, was crafted to last over the 
yeats. Assorted torture tests had proved it. The only 
thing missing: the brand. The consumer ‘pull’. 

An earlier attempt, with мт 007 Bond, had been а 
disaster on account of shoddy packaging (dull brown 
wrapper with the name printed in red across). So MT 
tried again, with white packaging. This time, there 

‘< was a retail effort as well, with roadshows and other 


promotional hoopla. But it still didn’t work. The pric- 

.. ing wasn’t a barrier, since MT had been careful not to 
price 007 Bond out of the market. 

... It hadn't been a total washout either. Marketshare 
had risen several points. But it was not dramatic 

enough to give MT much pricing power—the whole idea 









“Send BTCS followed by your comment (not exceeding 160 
characters) to the number 2424. 
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The brand means 
nothing unless it is 
valued by the 


| consumer. It's all 
B about associations, 
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of creating a premium brand. For all the work, as 
Chaudhuri said, “It was still a labeling exercise instead 
of a branding one.” The final test was in the con- 
sumer’s head. The brand meant nothing as far as paper- 
usage went, and was too gimmicky to be remembered, 
let alone valued by the end consumer. 

“So, what do you propose now?” asked Rajavat, 
point-blank. There was a moment’s silence. 

Chaudhuri shifted in his seat, hesitated slightly, 
and then rose to make his presentation. “I think all this 
James Bond kind of wit and wisdom doesn’t get us very 
far. Paper is serious—one of the most important inv- 
entions in history. That's why I think we 
should launch Mr Infoyug, and start 
portraying paper as the father of the inf- 
ormation age instead of the computer." 

"But that's a generic story," objected 
Rajavat, who was tiring of his 
Marketing Director's obsession with 
the paper-versus-e-document battle. 

"That's why the twist," said Chaud- 
huri, in defence. “We have to different- 
iate ourselves in the consumer's head. 
It's all about associations, about perceptions. We have 
fact on our side. Our paper is non-fade, and suited to 
those who'd like documents to endure centuries into the 
future. So maybe we can run a ‘Satyamev Jayate’ sort 
of campaign—selling our paper as the brand used by 
those who're on the side of fact, not fudge." 

Rajavat didn't stir. He sat stonefaced. And then... 
“There are other options, don't you think?" 

The chairman, while open to ideas of varying degrees 
of absurdity, was always clear about staking only well- 
judged gambles. He had a business to run. 

“Well, yes,” replied Chaudhuri, “but we assume 
leadership this way. We stand out as a brand only 
when we stand for something, Using MT paper must 
become a sign of the courage of one’s conviction.” 

“Wise,” said Rajavat, “very wise... perhaps even 
dramatic, to have the brand as hero. But I’m not very 
sure if this is a practical idea. Our objective here is to 
boost profit. Get that straight.” 

Question: Should мт Chairman Rajavat give 
Chaudhuri the go-ahead? 





Is there a management genius latent іп you? Take a crack at the eighteenth Interactive BT Case Game. 
How can MT Paper switch to brand-driven growth? 
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32 FIRST THING THAT MT PAPER SHOULD DO IS TO GET 
its executives to talk like businessmen, not like a 
bunch of university professors. Can you imagine some- 
one in your office actually say ‘there’s integrity in 
words committed to paper'? 

The problem is simple. The solution is not easy. 
Earning profits from commodity products is becoming 
difficult; and globalisation will ensure that it becomes 
even more difficult. No wonder, the premium segment 
grows at a healthy 15 per cent compared to uncut 
paper, which has a growth rate of 5 per cent and is un- 
der pricing pressure. 

Branding of commodities is not new. Blended tea 
was branded over a 100 years ago; cooking oil 70 
years ago, and within the last 20 years, we have seen the 
branding of salt, atta and, now in Delhi, the branding 

of vegetables, milk and sugar. 


"Consumer research Chaudhuri must understand 

should beusedto that his main job as Marketing 
determine unsatisfied ^ Director is to create customers 
consumer problems. for MT Paper at a profit. He 


The branding сап only do so by differentiating 

strategy must мт Paper as a brand from oth- 

addressthese ers, and offering value to cus- 

problems profitably” tomers which is greater than 

what is offered by competitors. 

This would enable Mr Paper to charge a price premium; 
yet provide additional satisfaction to its customers. 

It is clear that both Rajavat and Chaudhuri instinc- 
tively feel the need for branding; so the question of 
whether the former should give the latter the go- 
ahead (to start a branding exercise) is in some ways 
rhetorical. мт Paper has really no choice. 

What should they do? The first thing is to decide 
that MT will be a business that is consumer-led, rather 
than led by anything else—such as manufacturing cap- 
acity, or history, or even the chairman's opinion. 

How does one do so? First, by developing 'con- 
sumer insights’. What are ‘consumer insights’? 
Unsatisfied problems faced by the consumer in that cat- 
egory. Specialised consumer research can be used to det- 
ermine these—which are business opportunities for 
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MT. Then, the business must rank the solutions to the 
difficulties identified, in terms of potential profitability. 

The business must look at its own capabilities to pro- 
vide quick solutions to some of the consumer insights. 
These must represent the low hanging fruit, which 
should be the first priority in developing a brand. A 
multi-functional team should be put together to make 
this happen. 

Finally, there must be a branding strategy developed 
on the basis of profitable solutions to consumer insights. 
This would impact the R&D policy, HRD, manufactur- 
ing strategy and the development of a comprehensive 
product and branding roadmap. It is not going to be 
easy, but it has just got to be done. I hope Chaudhuri is 
the man who can do it, and Rajavat will provide the 
necessary backing to these ambitious plans. 






RAJIV SHEOPURI 


VP (Sales and Marketing), 
JK Paper 





HE ISSUE IS NOT WHETHER RAJAVAT SHOULD GIVE 

Chaudhuri the go-ahead for the launch of MT 
Infoyug and the ‘Satyamev Jayate’ campaign. Going the 
brand way to generate ‘consumer pull’ seems impera- 
tive. But the magnitude of the challenge needs to be under- 
stood. Creating a brand in a commodity-driven market 
entails the uphill task of over- “Before devising 
coming market inertia. Before 


devising communication strate- ae os ra 
gies to create a brand image for b esti ° M MY 
MT, they need to fight against Pa" Image ror m?, 
their ‘commodity mindset’. This the management. 
will mean transforming a sellers Needs to fight against 


market to a buyer's market by #5 commodity 
placing the end-user at the cen- mindset” 
tre of all business activities. Even after that, creating 
‘consumer pull’ is a mammoth task, as evident from 
Chaudhuri’s peeve that most CEOs use his paper but are 
unaware of it. Paper is perceived to be a low-invol- 
vement category. But then, perhaps we should take ins- 
piration from the classic ingredient branding case of 
Intel, which has become such a strong brand. 
Chaudhuri is right in looking to differentiate the 
brand in the consumer’s mind, thus moving beyond 
mere labeling. But they first need to look at brand 


bt case solution 


2s 


relevance—something the consumer can relate to and 
rely on. Chaudhuri needs to bring forth the con- 
sumer's perspective. He needs to overcome the end con- 
sumer's indifference towards paper, for which he will 
need a synergistic 360-degree integrated marketing 
communication approach, involving packaging, pro- 
motion and distribution, with emphasis on retailing. 


Chairman & MD, 
Samsika Marketing Consultants 





N MY OPINION, CONSUMERS BUY BRANDS, NOT 
commodities. Brands are built in the minds and 
hearts of consumers. Rajavat should definitely allow 
Chaudhuri to go ahead with the brand-building process, 
but I do not agree with Chaudhuri's communication 
stance. It is based more on ‘content’ rather than the 'sur- 
face’ on which the ‘content’ is written. The ‘Satyamev 
Jayate’ campaign—selling paper as the “brand for 
those who are on the side of fact, not fudge” and being 
a sign of the “courage of 


“A relevant one's conviction"— is 
positioning strategy more appropriate for a 
should be worked newspaper, not for paper. 
out, focusing on the The first step for MT is 
benefit platform of to set out a marketing ob- 
non-fade—a ‘crafted jective. Let's assume the 
to last' brand of objective is to build a brand 


that ensures sustainable 
growth of at least 30 per 
cent for the next three years, as well as to have a 
buoyant and healthy bottomline. 

The brand strategy would have to include a mind- 
set change in the management, away from commodity 
selling to brand marketing. Further, the brand strategy 
would have to include a full product portfolio as well 
as brand experience strategy focused on enhancing 
the writing experience. The marketing and sales dep- 
artment would have to look at the brand in a consumer- 
oriented manner. 

Next, the marketing team would have to select a pri- 
mary target segment, and a couple of secondary seg- 
ments to be addressed accordingly. This would have to 
be done with a consumer product approach, whether 
it be the executive, student or literary segment. A rel- 
evant positioning strategy would have to be worked out, 
focusing on the benefit platform of non-fade—a ‘crafted 
to last brand of paper, which is a perennial paper 
with the promise of ‘MT Paper—Fill It Up! Make it 
wordsworth.’ 

The word ‘MT’ sounds like ‘empty’, and that could 
be used as the creative key, inviting the consumer to 






make the best of the paper—and make it ‘worthy’ with 
words. This communication strategy would have to use 
mass media (print and television), and with a high brand 
recall, the consumers’ intention to buy would go up. 

The branding exercise would raise the paper’s per- 
ceived value. The pricing strategy would have to be pre- 
mium, and care has to be taken in having different stock 
keeping units (SKUs) with a balance between price and 
size. To ensure widespread availability, the sales and dis- 
tribution network would have to be strong. 

Lastly, regular research and consumer feedback 
would serve as vital inputs to the progress of the 
brand-building exercise. To conclude, Rajavat should 
give Chaudhuri the go-ahead to build a growth-oriented 
and profitable brand, but on the basis of my strategy. 





YOGESH AGARWAL 


Group VP (Sales & Marketing), 
Ballarpur Industries 





Tr PAPER BUSINESS OF THE MT GROUP IS A CLASSIC 
case of a traditional Indian business house trying 
to grapple with changing times. Just embarking on a 
branding exercise or coming up with catchy slogans 
for advertising with little strategic meaning may not 
fetch the desired results. 

For a long term brand-building strategy, the com- 


pany should roll out a com-  , 

munication plan based on Ves. long term brand- 
its established virtues—like building strategy, the 
its long history of stability COMPANY must roll 
and reliability. It should OUt a communication 
also educate customers on Plan based on its 

the impact that paper qual- established virtues 

ity has on the image and like stability and 
quality of written commu- reliability” 


nication for a business. 

Entering a new segment like copier paper is the right 
way forward for the MT Group. It is not only a high- 
growth segment, but also opens a new market for the 
company other than conventional printing paper, 
which is plagued by price cycles. 

An emotive campaign such as ‘Satyamev Jayate’ 
without any objective message will not work for a 
product category that is a blind spot in the consumer's 
mind. The branding for copier paper must be directed 
not only at corporates, but also at copy shops or jobbers, 
since they constitute a large market. The consumer cam- 
paign must carry a message on better aesthetics and 
longer life of paper, while the one directed at jobbers 
must address relevant concerns like better functional- 
ity in the copier machines, jam-free operation, less 
machine maintenance and so on, Il 
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The elephant's moving: With liberalisation in the '90s, 





the old certainties that characterised the Indian economy have gone 
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Swaying Fence-sitters 


Socio-economic commentator Gurcharan Das on what's going right with 
India. A relook at e-banking. And an adman breaks loose. 


liberalisation advocate, Gurcharan 
Das has played several roles. His 
earlier book India Unbound, was an ode to 
the death of the Licence Raj, and offered a 
jargon-free critique of all that was wrong 
with it. Here, he plays the avuncular voice 
again, as he does in his column for a daily 
newspaper (this book is adapted from 
thoughts expressed in this column). But he 
broadens his analysis to ‘change’ per se, as 
India ‘wrestles’ with it, to use the word 
from the book's sub-title. The book's twin 
themes: democracy and capitalism. 
Done consciously or not, the book seems 


Е ROM VICKS-MAN TO PLAYWRIGHT TO 


aimed squarely at the middle audience. Penguin 
Specifically, at the conservative fence-sitter Рр: 301 
who's not terribly sure about what's good Rs 295 


or bad about the changes he sees around 
him, and would lend an ear to a well-presented argument 
that doesn’t alienate him either through high-flung 
economics or concerns that aren't really his. 
Does Das try shifting the target reader's opinion? 
Yes. But gently-does-it seems to be the operating 
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The Elephant 
Paradigm 
Gurcharan Das 


style. This is also why the starting quota- 
tion by Machiavelli, on the innovator's 
dilemma, is not really out of place: change 
takes guts because it's opposed vigorously 
by those who'd lose out, but supported 
only half-heartedly by those who'd gain. 

The author's effort is towards rous- 
ing would-be gainers—that's virtually 
everybody in India with a stake in the 
future—into providing stronger support to 
the move towards Free Market capitalism. 

The elephant, of course, is the Indian 
economy. Slow to stir, but once up and 
moving, impossible to thwart. That the 
economy has stirred, to Das, is cause for 
optimism, though he does acknowledge 
that the national mood is sober. 
"Something has clearly gone wrong," he 
admits. But broadly, things are okay. Even 
good, after the “liberating 1990s". Politically, single- 
party rule is over. Socially, the underprivileged are get- 
ting assertive. Economically, the Licence Raj is gone. 

If the national mood remains sombre, Das surmises, 
then at least some of it has to do with the loss of the 


‘certainties of the Nehruvian Consensus'—and of 
course, all the pain caused by India's unreformed 
institutions. The solution would be a stronger 
push towards the market. On this, he's crystal 
Clear: that capitalism is a necessary (if not sufficient) 
condition for individual liberty. 

And in a later section, Das offers a plethora of 
suggestions to fix everything from public service 
broadcasting (best done via time slots bought on 
private channels) and the railways (in need of 
corporatisation), to the power sector (energy trad- 
ing) and real estate (market-friendly laws). It's 
not about to happen in a hurry, and with this, Das 
returns to his pet theory: that India is in peculiar 
agony for having got itself democracy before cap- 
italism—and for wanting to redistribute the pie be- 
fore having much of a pie to begin with. 

Yet, the author sounds mildly apologetic for his 
capitalist thrust at times, as if to convey a senti- 
mental sympathy for socialist ideals. “If I sound as 
though I have excessive faith in the market," he 
says, “It’s because I have a deep suspicion of state 
power.” Neither would he like to be branded an 
outright capitalist, he seems to say, acknowledging 
the danger of being too enthusiastic about any 
ideology. What’s critical, he concludes, is not to 
come “under the spell of dogma of any kind, re- 
ligious or secular”. Nor would he like anyone to go 
hunting for a new ideology to replace the col- 
lapsing certainties of the old. This is a ‘misguided 
quest’, he says, with Isaiah Berlin in mind. 

Several other philosophers are quoted too. 
Also, Das manages to address what he sees as the 
failure of Nehruvian secularism without quite 
trashing it as a national cause, arguing instead 
that it ‘was’ (yes, past tense) too intellectual, un- 
feeling and unable to value the human faith in 
*transcendence'—the possibility of liberation from 
suffering. Juxtapose this with his endorsement of 
historian Felipe Armesto’s view of India as a 
Cinderella civilisation held back by two others 
(discrete civilisations, that is), and some readers 
might detect a whiff of deeply-held rage against his- 
tory that would be exorcised only through a gut- 
wrenching break with the past. 

Spare Das such a simplistic interpretation. 
This is, in essence, a book on democracy and 
capitalism, on which it sways to the liberal side of 
the fence. Charvaka is among his favourite Indian 
philosophers. And when he speaks of India ‘sur- 
viving’ foreign influences, he probably speaks 
with irony. The best thing for India, he ends, 
would be to get everybody charged up —to be- 
come an economic superpower. A common goal. 








| araa OFFERS A COMPREHENSIVE 





handbook on e-banking for the 
uninitiated Indian banker. The thrust 
is on e-banking as an “effective deli- 
very channel” for incumbent banks 
looking to cut transaction costs and 
improve customer service. Apart 
from reviewing the technology ena- 
blers, Bhasin delves into Net security, 
e- e-Coitimerce with details on biometrics and digi- 
In Indian tal signatures. The author also dis- 
Banking cusses India's cyberlaws, and his 
TM. = ай analysis of e-cash is appropriately 
Pp: 594 need-oriented, with legal tender- 
Rs 995 hood, security and anonymity out- 
lined as some of the must-haves. 
If Bhasin’s is the ‘public-sector’ 
approach to e-banking, StanChart 
banker Sanjiv Singhal’s is the pri- 
vate sector one, its focus on e-bank- 
ing strategy. Snappy and readable, 
this book starts with Euromoney's 
‘Click, click... you're dead’ warning 
to traditional bankers, and uses the 
stories of Egg, Smile and other e-banks 
to offer a ‘paradigm shifting’ version I in 
: 4 anking The 
of e-banking—with cellphones for Said Wave 


wallets. The part on Paypal’s Р2Р 
payments’ system is nice. Also, the bit Lee Pare dea 
on brick-and-mortar’s edge: people Pp: 200 

trust banks with physical presence. 
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NOTES FROM THE TROUGH WW Mahesh Murthy 


Second World First? 


Should we look at customers in Kenya instead of Kansas? 


"Counting the cars on the New Jersey turnpike, we've 
all come to look for America.” 


REMEMBER THE FIRST TIME I HAD THE CHANCE, MANY 
years ago, and I took a cab from Newark in New 
Jersey to Manhattan simply so I could look at what 
Simon and Garfunkel had near-immortalised in song. 

Of course, like so much else mythologised in popu- 
lar music—including Ventura Highway and Santa 
Monica Boulevard that the sun supposedly comes up on 
in Los Angeles—it didn’t seem so very special. (When 
will Jatin-Lalit write about Outer Ring Road or Mahim 
Causeway so Yanks come to gape at it, | wonder.) 

I was thinking about our fascination with America 
in all we do—life, business and pleas- 
ure. While I do believe that there is a 
lot about the country worth seeing, 
I’m not so sure it's the right target 
for all our businesses. 

It was an American who first put 
me up to a different point of view. 
Randy Komisar, Professor of Entrepre- 
neurship at Stanford, ex-founder of 
Webrv and Lucas Arts had come to 
speak to us at TiE in Mumbai. One of 
his more interesting premises was that 
the US is near-broke, barely out of 
recession, and hence an extremely 
difficult and possibly unrewarding 
market to break into. 

In his words, *We're in no mood to buy too many 
luxuries. You'll really have to convince us of some inse- 
curity or dire need we face to buy anything at all now.” 
We went on to talk about how the primary sectors were 
in deep doo-doo and how the US was resorting to socia- 
list-type measures like high tariffs to protect its vote banks 
and special interests, especially among the agricultural, 
defence and steel businesses (remind you of our PSUs?). 

He brought up an interesting point. *Why do we see 
more opportunity in the first world when we, with our 
lower costs, can be preferred suppliers to ‘the next five- 
billion people'?" The logic was interesting. American 
companies have their costs so high that they can't afford 
to sell to China or India—or indeed anybody outside the 
G-7. That is true—1 don't see too many people who can 
buy movie tickets at $10 or books at $25 (or, jet fight- 
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ers at $100 million) in a large part of the developing and 
developed worlds. 

Could we be better off looking at the second and third 
worlds instead of our fascination with the first? Take 
two of our supposedly ‘hot’ sectors: software and phar- 
maceuticals. Should we try selling over-the-counter or 
prescription drugs in Kenya, where they'd welcome our 
anti-AIDS formulations at $10 a shot, instead of Kansas, 
where US pharmas charge a hundred times as much and 
fight political battles to keep us out of their markets? 

When it comes to software, US companies have 
woken up to the fact that proprietary, expensive soft- 
ware is losing out to low-cost open software. Why 
else would Bill Gates commit $100 million to fight AIDS 
and $400 million to fight Linux in 
India alone? (On a separate note, 
why are Indian software services 
companies kowtowing with ji-hu- 
zoori to Microsoft's blatant imperi- 
alism? Have we learned nothing 
from our 200 years under the Brits?) 

There are other markets that 
come to mind. Defence, for one— 
do you think, between Russia and 
us, we can make and sell planes at a 
price that the second world will 
gladly pay, instead of bankrupting 
themselves for US equipment? 
What about airlines: United has 
filed for bankruptcy because its me- 
chanics refuse to work for less than US$ 65,000 a year, 
and their pilots for less than two or three times that. 

Do I think Jet Airways can take the opportunity and 
be a great international carrier, offering far better service 
with far less hassle? Of course. Can we do this in cof- 
fee? Advertising creativity? Kids' software? Why not? 

“Everywhere and around the world, they're coming 
to America". This was true when Neil Diamond sang of 
it decades ago. But go to Silicon Valley now, and you 
will see the universal depression of people packing up to 
come back to India, China, wherever they came from. 

There is a lesson here for us. The times, they 
are a-changin'. 





Mahesh Murthy beads Passionfund. He earlier ran Channel [V] and helped launch 
Yahoo! and Amazon.com at a Silicon Valley-based firm. You can reach him at 
Mahesh@passionfund.com, 











COUNSELLING 


Help, Tarun! 


| am a 44-year-old sales executive working in a steel company 
for the past 14 years. | obtained a management degree with 
specialisation in marketing in 1998. | am planning to migrate 
to the US in a couple of years. What professional skills 
and academic qualifications will help me get a good job there? 
It will not be easy for you to get a job of your choice 
in tbe US on account of your age. You may bave to 
compromise on your choice of sector or location of the 
job at least in the beginning. On the other hand, your 
experience as a sales executive for the past 14 years 
could help you land a lower-level sales job in the US 
more easily than would be the case otherwise. It 
would help a lot though, if you managed to acquire 
some exposure to industries other than steel before you 
went to the US. This will give you greater flexibility 
while applying for jobs in that country. 


| am a 37-year-old chartered accountant and have worked in 
the finance departments of several service sector companies, 
including an advertising agency. In 1997, | started my 
own financial consultancy business but that didn't do very well 
and had to be wound up after two years. | enrolled into a 
three-year law course in 1999 and successfully became an 
advocate this year. | approached several reputed consulting 
firms for a job but none responded. My options seem to be 
restricted to either joining a law firm at a low salary or to take 
up a finance or accounting job, neither of which holds 
much promise. What should | do? 

Consulting firms worldwide have been going through a 
tough time in the last couple of years. Most big firms 
have not only put recruitment on hold but have laid off 
hundreds of employees. There are very few jobs going 
in the consulting sector currently, Given your work exp- 
erience, your best option would be to apply for a cor- 
porate finance job. Your legal qualification will prove 
an added advantage in securing for you a promising ca- 
reer in the service sector. You could also consider app- 
lying to the legal department of an insurance or fin- 
ancial services company, where you would be able to 
utilise your knowledge of finance as well as law. 
Eventually, you can take up a consulting job when 
things start looking up in that sector. 








| have a B.Tech degree from the British Columbia Open Univ- 
ersity, Canada, which offers long-distance courses. | recen- 
tly learnt about an MBA course being offered in India in as- 
sociation with a US university. The programme is accredited 
in the US and its curriculum is modelled on the lines of what 
mainstream B-schools offer there. The MBA programme 
costs Rs 2.5 lakh and offers students the option of working 
while doing the course. What are my chances of landing a job 
abroad after doing the course? Would this be better than join- 
ing a B or C grade business school in India? 

You would be well advised to take into account the 
placement of students who have done the MBA pro- 
gramme in the previous year—in terms of the recruiting 
companies as well as tbe positions offered. This is a good 
indicator of the course's market value. Also, find out 
what tbe academic standard of tbe university con- 
cerned is. Don't fall for the overseas label—there are B 
and C grade business schools in all countries. While an 
MBA acquired from a good overseas B-school may give 
you a better chance of getting a job abroad, remember 
that your prospects would as bright if you bad an 
equivalent qualification from a first-rung B-school in 
India while the costs would be low in comparison. 


| am a 26-year-old software engineer working with an 
Indian company in the US. | have notched up a General 
Management Admission Test (GMAT) score of 730 and am con- 
sidering doing an MBa in the US. To fund my education | will 
have to take a loan, which | will be required to repay over 
three years from my post-mBa earnings. Does it make sense 
for me to take a loan to do an MBA programme abroad? 
Unlike in India, taking educational loans is an estab- 
lished and popular practice in the US, with few down- 
sides attached to it. Assuming that you continue to work 
in that country, you can expect your salary to rise 
considerably after the completion of the MBA course. 
Repaying the loan shouldn't be too difficult once that 
happens. Also, the average age of B-school students in 
the US is between 26 and 30, so age is no barrier to 
your going in for an additional qualification. What you 
need to keep in mind, however, is that the course you 
do should be from a reputed B-school. W 


Answers to your career concerns are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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It is difficult to describe an ideal candidate for the CEO's slot, but 
here are some traits you should look for while recruiting one. 


N ARTICLE IN THE ECONOMIST 
recently talked about *watch- 
ing out" for charismatic CEOs 
and how the humble and conscien- 
tious CEOs are back in fashion. The 
markets want straight-laced man- 
agers with solid conservative virtues. 
Another international magazine rec- 
ently talked of the "Teddy Bear" 
CEOs who are the order of the 
day—individuals such as Sam 
Palmisano and Jeffrey Immelt who 
are more empathetic towards the 
needs of their organisations. 
While it is very hard to simply 
enlist the traits of a successful CEO, 
over time we have been able to 
narrow them down to some very 
fundamental characteristics that we 
believe go beyond the fads. There 
are turnaround CEOs, start-up CEOs 
and growth-oriented CEOs, but some 
attributes cut across all the different 
types and should be our guiding 
light while assessing candidates for 


THE IDEAL CEO 


SHOULD BE... 





@ Passionate and effective in his 
communication 


€ Highly energetic at work 

€ Achievement-oriented with 
conviction in his goals 

€ Persistent 

€ Honest to the core 


€ Have both a micro- and 
macro-level perspective 


€ Able to inspire future generations 
of leaders 





the chief executive's post. 

We were recently mandated to 
find a managing director for an MNC. 
We conducted exhaustive research 
and interviewed 12 candidates. 

We usually like to begin an int- 
erview by allowing the individual 





Sunit Mehra, 
Country Manager, 
Hunt Partners India 


to talk about himself and ask any 
questions he might have. One can- 
didate was discounted, as he had 
no strategic questions to ask about 
our client's business. Another one 
was discounted because he was 
unable to show clarity of thought. 
One candidate was rejected as his 
every statement and achievement 
started with an “I”. Some failed to 
make the cut for inability to ex- 
press financial facts and figures 
of their company effectively. Some 
were too involved in extra-cur- 
ricular activities, thereby limiting 
their time at work. 

We finally zeroed in on four 
for interview with our client. The 
individual, who finally got the job, 
had all the traits we were looking 
for, but most importantly, he had 
clearly created and institutionalised 
systems to develop future genera- 
tions of strong leaders. His subordina- 
tes and peers raved about him. @ 


B-School Blues: Are They Finally Over? 


After a disappointing show last year, B-school placements look set to witness a revival. 


MUCH AWAITED B-SCHOOL PLACEMENT SEASON IS JUST ROUND 
the comer, and if summer placements are any indication 
of what to expect, the class of 2003 seems headed for a 
better time than what its seniors experienced last year. 
In keeping with the broad job market trend, the revival 
is expected to be driven by domestic iT companies— 
Infosys and Wipro, in particular—that carried out extensive 
recruitment drives in the last few months. FMcG majors, 
which had drastically slashed recruitment targets last year, 
are expected to return in large numbers, as are the 
banks. New companies from the telecom, insurance 
and pharmaceuticals sectors will also be making a bee- 
line to grab some of India's brightest business talent 
from campus this year. The international biggies, though, 


are likely to stay away this year as well, which continues 
to worry the top B-schools. Says Ravindra Dholakia, in 
charge of placements at им-Аһтедабаа, “We are largely 
unaffected by swings in the domestic job market." The 
global recession, which has affected the large international 
recruiters, is a major cause for worry though. 

Most do not foresee a huge rise in the salaries offered, 
but an average annual growth of 10-15 per cent is exp- 
ected and students aren't complaining, considering that 
average salaries dipped last year. Adds Management 
Development Institute's Placement Co-ordinator, Amit 
Mukherjee, "Salary is certainly important, but students are 
actually looking at the quality and exposure of the job." 
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Global Product Owner, Pune 
PROFILE: 
MBA/Engineering Degree (IIT/IIM's preferred) with 15+ years of International exposure. 
Should possess IT & Customer Management/Service experience. Should have worked in a 
large commercial, international organization. 


DESCRIPTION: 

The incumbent will be responsible for establishing & managing the support of one or more 
business products, resolving incidents related to procedural, reference data, data quality & 
change requests. Also responsible for maintaining product knowledge, facilitating the training/ 
familiarization of staff & liaison between IT and business to schedule outages and plan for 
rollout of fixes and releases. Will also be responsible for managing customer relationships & 
training employees to use best practices covering all areas of responsibilities. 


APPLY AT: 
Email: shweta.singh@ponl.com 


MARKS & SPENCER (DIVISION OF PLANET SPORTS PVT. 





K MAHINDRA LIFE INSURANCE CO. 


Sales Manager, All Metro’s 
PROFILE: 
MBA/Post graduate with 6-10 years experience in Direct/Retail Sales in 
Banking/NBFCs/FMCG/Consumer Durables/Services/Insurance. Graduates with relevant 
experience in top-range organizations should apply. 


DESCRIPTION: 
The incumbent will be responsible for managing a sales team of about 20 professional Life 
Advisors, including their recruitment and training. In addition you will also be resp. for setting 
& achieving individual and group targets. 


APPLY AT: 
Email: omkmsm@kotakmahindra.com 
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DUNCAN INFOTECH 


Business Development Manager, Singapore 
PROFILE: 
4-9 years experience in Key Accounts Management and selling software solutions. Sound 
understanding of sales processes with at least 2 years exp. in Singapore. 


DESCRIPTION: 

Duncan Infotech is part of Duncans Industries, a US $ 600 Million Indian corporation offering 
customer-centric software services in ERP, Ecommerce, Healthcare, Finance, Banking, Emerging 
Technologies & Professional Services. The incumbent will be responsible for business develop- 
ment, strategy formulation and product development, planning of software products and 
complete operations of the Singapore office. Also resp. for assisting in establishing and implement- 
ing marketing plans to achieve the company's objective for revenue, profit and market share. 


APPLY AT: 
Email: jobs@duncaninfotech.com 











ALEMBIC LIMITED 








BHARTI CELLULAR LIMITED (AIRTEL) 











Sales Manager-Pre Paid, New Delhi 
PROFILE: 
MBA (Marketing) from a good institute with 6-8 years experience. Must have experience in 
FMCG & Consumer Durable industry. 


DESCRIPTION: 

The incumbent will be responsible for pre paid channel management, achieving budgeted 
targets, formulating & implementing marketing strategies, designing sales plan/sales zones and 
recommending pricing/discounting policies. Also resp. for designing & implementing distribution 
models in zones to increase customer reach & optimizing distribution cost, ensuring sustenance 

of preferred brand image, market mapping, competition feedback & management reporting. 


APPLY AT: 
Email: cellular@naukri.com 


















TORRENT PHARMACEUTICALS 
LIMITED 


Manager-Brand Management, Gujarat 
PROFILE: 

Graduate with a degree in 
Pharmacy/Science preferably with an MBA 
from a good institute with 5-6 years experi- 

ence in a reputed Pharma company. 


DESCRIPTION: 


The incumbent will be responsible for 
strategic management of brands and their 
equities, conceptualization and product 
development; analysis and implementation 
of product line & product mix decisions. Also 
responsible for test market planning, 
evaluation & introduction of strategies, brand 
& new product management through 
integrated marketing communication. 


APPLY AT: 
oo Email: adesh@torrent-india.com 


O MAX NEW YORK LIFE INSURANCE 


Head, Technical Design and 
Production Support, Gurgaon 


PROFILE: 

Bachelors Degree in Comp. Sc./Engg./MCA/ ` 
CA/MBA with 8+ yrs. exp. Worked on 
RDBMS, C & web-based applications. Must 
have worked in financial services domain 
with a broad based exposure to all functions. 


DESCRIPTION: 
Resp. for ensuring all applications in produc- 
tion run smoothly, developing & implement- 
ing strategies to accomplish the IT mission, 
ensuring that the cost estimates given by 
software vendors are competitive & reason- 
able & coordinating the development of new 
systems. Resp. for maintaining healthy work 
relationship with the outsourced software 
vendors & managing overall performance, 
cost & delivery of business applications. 


APPLY AT: 
Email: maxnyl@naukri.com 
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Head Marketing, Chennai 
PROFILE: 
Engineer with an MBA (Marketing) with 
8-15 years experience in selling IT solutions, 
customized software. The candidate should 
have held similar positions in an IT solutions 
company. Exposure in market intelligence, 
customer management & people manage- 
ment skills is a must. Only local based 
candidates need apply. 


DESCRIPTION: 

The incumbent will be responsible for achiev- 
ing sales targets, volumes & profits. Also 
responsible for managing and administering 
the branch efficiently & effectively. You will 
report to Head-Marketing in Mumbai. 


APPLY AT: 
Email: sanjeev@godrej.com 

































COO-Call Center Solution Division, 
New Delhi — 
PROFILE: À 
7-10 yrs. exp. in negotiating contracts & 
proven track record in the international call 
center industry. 


DESCRIPTION: 
e3R Solutions, a subsidiary of &3R Co., a 
successful, established, well funded US 
Business is now recruiting a Top Marketing 
Executive to market our State-Of-The-Art Call 
Center Total Solution in India. The incum- 
bent will be resp. for acquiring clients for our 
Total Call Center Solutions, consisting of 
outsourcing call center business, IPLC, US 
long distance, CRM, Predictive Dialer, Web 
Chat, email mgmt. & ASP CC solutions, 
including hosting in US. 


APPLY AT: 
Email: skumar@3rec.com 
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The Road Warrior 
Lives 


Never mind the pricey video-conferencing 
facility and the virtual organisation. 

The smarter CEOs still believe in doing 
business face to face. BY ABHA BAKAYA 


standard reply I get when I call up Aditya 

Vij’s office in New Delhi. “You can try him 
sometime next week,” suggests the voice at 
the other end of the phone. “Next month is 
more likely," I mumble to myself. The President 
and Managing Director of General Motors 
India collects frequent flyer miles like they are 
going out fashion. The 44-year-old Vij travels 
for more than 15 days a month. He is either 
away in Baroda, where СМІ has its manufactu- 
ring facilities, or he is travelling to meet dealers 
or vendors. If nothing else, he travels to schm- 
ooze at industry dos all over the country. 

Forget the time and energy needed to keep up 
a punishing schedule like that month after month. 
All I want to know is why does he do it? After all, 
Vij has the option of staying put in his corner 
room and still staying in touch with the GM net- 
work worldwide. He has at his finger tips every- 
thing that a wired СЕО could ask for. The inter- 
net, teleconferencing, (Microsoft) Net meetings, 
videoconferencing, email and fax. So just why 
does Vij make life so difficult for him? “F-T-F 
(face-to-face) meetings are still the most effective 
when it comes to business,” comes the reply. 


[> SORRY. HE’S TRAVELLING.” THAT’S THE 


It's Better In Person 
Vij isn’t the only road warrior CEO 
on our map. Sunil Mittal of Bharti re- 
2, portedly logs 15-16 days of travel a 
: n month. Coke's Alex von Behr is 
m. known to travel to the remotest of 
Indian villages to make sure that the 
corner shops are happy, have the Coke bill- 
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boards in place and are supporting his brand. 

Arjun Malhotra, the Chief Executive Officer of 
TechSpan, concentrates his travel on TechSpan of- 
fices in the US East Coast and India. His travel is 
scheduled around business planning meets, quarterly 

- sales meets, employee meets, senior management re- 
views, meetings with customers and prospects, and 
such. He also spends time visiting customers at these lo- 
cations as well as at other locations. “At this time 
with the economic slowdown, I think it is important to 
be more and more in front of your customers telling 
them that the organisation and you are there for them 
if they need you”, explains Malhotra. 

Indeed. Ask any good CEO and he'll tell you that face- 
to-face meetings have several advantages. They en- 
courage team work, create a sense of urgency, and keep 
the General better informed of the developments that 
are taking place amongst his army and in the empire. 
Ground level experience is more important to work out 
business strategies. "When we were working on a really 
big project, the customer wanted to be able to look me 
in the eye and feel reassured that 'yes, this man can do 
it," points out Jerry Rao, СЕО, Mphasis BFL, Rao trav- 
els to Mumbai and Bangalore once a week, to the US 

six times a year, stops by 


F-T-F meetings in Europe two out of 


those six times and visits 


encourage team the Far East at least once 
work, br Ing in a year. Apart from his 
urgency, and customers, he spends 
kee the CEO time with his employees, 
А who аге all over the 
r informed. world, and visits his in- 

vestors every year. 

Even if no amount of video conferencing can 
make up for a personal meeting, you would think that 
the CEO would be too busy for regular client meetings 
and surely a department or branch head could man- 
age it. That, our CEOs say, is not always the case. “As 
relationships become larger, more complex and 
more strategic, clients expect CEO level commit- 
ment. Therefore, such travel is inevitable," says 
Nandan Nilekani, cEo, Infosys. 

Face-to-face meetings are an essential part of change 
management too. Change—be it a merger, launch of a 
new initiative, or a simple change in top manage- 
ment—is always preceded by cynicism and resistance be- 
cause. .. well, nobody really likes change. But “if you are 
there to address all concerned, remove barriers and help 
people adapt, you can help motivate your employees," 
says Sanjiv Bhasin, Deputy CEO, HSBC India. True, the 
nomadic lifestyle can get tiring and invariably comes at 
the cost of your family. But when you are the CEO, 
you've got to show the way. Out on the road. 
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SELECTION 


RUNNIN O With the wind 
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Cities are a jogger’s nightmare. Still if you must, here are some places you 


should hit. BY HARI MENON 


m Mumbai: Surprisingly, India’s most-congested 
city isn’t runner’s hell. Some of the best places to run 
are right by the sea, and the occasionally magnificent 
sunsets can make the run special. But as with many 
other things, South Bombay is favoured—it’s hard 
to find nice places in many suburban areas. 

Mahalaxmi Race Course: One of my favourites. The dirt 
track inside the turf track (horses only!) is wide 
enough to accommodate both walkers and runners. | 
like the early morning, when you'll see race horses 
thundering past on the adjoining training track. 
Marine Drive: I don't like the concrete surface—it is 
absolutely the worst surface to run on. 

Joggers Park, Bandra: You'll run along a forgiving dirt 
track round a landscaped garden. Too short, and too 
many people per square metre, though. Many of 
whom haven't come for the nice views—the track's fea- 
tures include a quite considerable display of feminine 
pulchritude. Some of them even run. 

Colaba Woods: Conflates the unlikely combination of 
Mumbai and lots of trees. I like the path, which snakes 
about, and gives you the variety that tracks lack. 


@ Chennai: It helps to have 
access to places like the Indian 
Institute of Technology's huge 
campus (the greenery tends to 
keep it a few degrees cooler than 
elsewhere in this oven mas- 
querading as a metropolis) or 
the Mcc’s Chepauk stadium. I 
settle for Besant Nagar beach. 
Sand running really works your 
muscles, but watch out for inju- 
ries from running on a surface 
that slopes sideways. 


W Bangalore: 1 haven't quite 
figured out why people continue 
calling it the Garden City. Still, you're not entirely 
without choice. Cubbon Park, the city's green heart, 
is large and very, very easy on the eye. Several 
Bangalore roads are nice to run along outside of 
rush hour, but the stretch from Domlur to Jayanagar 
along the Ring Road skirts the green belt surrounding 
the airport—this area isn't built up, so unlike many 
other routes you don't feel hemmed in. You'll also get 
the same sense running around Ulsoor Lake. 


Chennai's Marina Beach: 
Besant Nagar's is better 





Shanta Biotech's ED Khalil =» 
Ahmed а! Hyd’s National 7 





Ii Hyderabad: A confession: I haven't run in Hyd, 
but people tell me the Brahmananda Reddy National 
Park is the place to hit if you want to exercise your legs 
and the lungs as well. It offers a four-km long track and 
is home to some rare species of birds and butterflies. It 
also houses the former Nizam’s Chiran Palace. 


ш Delhi: One of the very few things I like about this 
monstrosity of a city is the abundance of nice places 
to run. My favourites: 

Lutyens’ Delhi/Chanakyapuri Diplomatic 
Enclave: Plutocrats and politicians 
call it home. For serious runners 
it’s a great place to cut loose; the 
broad, tree-lined avenues and rel- 
ative absence of traffic and pedes- 
trians invite speed. My favourite 
route takes in 13 winding kilo- 
metres past Teen Murti, Shanti 
Path and Lodhi Gardens. You’re 
running on tarmac, but it isn’t 
the nightmare that non-runners 
make it out to be—though it’s 
critical to have the right shoes. 
Lodhi Gardens: Brilliant running, but 
beware of ambling bureaucrats. Œ 
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Déthi’s Lodhi-Gardens: Its 600- year 
old mausoleums are aun attraction 
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Poovar Island Resort 


Kerala Backwaters 


pa TO TRIVANDRUM, ON A TINY ISLAND IN SOUTHERN KERALA, POOVAR 
is inaccessible to just anyone and everyone. This is probably 
why it is still so miraculously untouched. The resort comprises float- 
ing cottages in an estuary—surrounded by 
a golden beach, the sea, rivers and the fa- 
mous Kerala backwaters. Picture yourself 
taking a sunset cruise through the back- 
waters surrounded by exotic flowers, co- 
conut and banana groves, or going fishing 
in a neighbouring village. The cottages are 
unique in that they are built with state of 
the art lightweight ferro concrete tech- 
nology and everything from the air-con- 
ditioning to effluent treatment are han- 
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Afloat іп a cottage: The dled by environmentally friendly flexi 
oe a pipes. The resort also offers the usual 


ayurvedic massages and the like. The best 
part about Poovar, however, is that if you are lying in your bed in one 
of the floating cottages at night, you can see a whole sheet of stars 
through your window. The entire sky is just blanketed with them. It’s 
your own little island paradise. 
Contact: Tel: 91-471-212068/69/73 

Fax: 91 471 212092 Email: poovarisland@sify.com 


Talk Smart 


F YOU THOUGHT THE SECRET SERVICE AGENTS LOOKED COOL IN THEIR 
hep ear pieces, here’s your chance to play one, too. Pick up the 
Sony Ericsson Bluetooth headset, the HDH-30. It weighs 
just 28 grams, fits snugly around the ear, and is voice 
activated. The phone can stay hidden in one of your 
pockets or the briefcase, because the wireless 
Bluetooth technology gives it a 10-metre range. 
Max stand-by time is four hours, and it 
works well with non-Sony Ericsson 
Bluetooth-enabled phones. 


Price: Rs 10,000. 










The HDH-30: 
Come in, Spock 









Let’s Toast 


| Tol 


LANNING A CHRISTMAS AND/OR NEW 
Year's party? Here are six cocktail 
sites you should check out. 


www.idrink.com 

You choose your own destiny on this 
one. Instead of suggesting a drink, the 
site allows you to slap together a 
drink based on the ingredients you 
have. We came up with Toro Bravo. 


www.cocktails.about.com 

This amazingly versatile site (it’s part of 
about.com) categorises its drink reci- 
pes into holiday drinks, macho drinks and 
spirited fondue. Lazy bums, click here. 


www.cocktails.com/season/2001/ 
Want to know what cocktails the Mexi- 
cans drank to celebrate their defear of 
Napoleon's forces? You'll find them 
here under South of The Border Sippers. 


www.browse.to/cow 

A comprehensive site, it has links to 
other cocktail sites, and recipe collect- 
ions (including the mint Julep that 
was once served to Teddy Roosevelt). 


www.cocktail.uk.com 

It tells you everything there is to 
know about cocktails—the frivolous 
and the fun stuff included. 


www.mrlucky.com 

It’s for people who don’t like to bro- 
wse too much. The list is there, you just 
have to click on what you want. 






Cocktail.com: Sites 
to slake your thirst 
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For more info mail CPAA : webmaster@cpaaindia.org 
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A.K. PURWAR: Man on a mission 





to say, his Japan experience 





| фе; A MAN POSSESSED, A.K. PURWAR CAME 
to his new job with a resolution. 
“Technology, credit quality, and retail 
(are) going to be my three priorities,” 
the State Bank of India’s Chairman told 
BT recently. And from what we hear, 
Purwar is attacking item No. 2 (credit 
quality) with a vengeance. The bank, 
India’s largest, is believed to have sent 
the maximum number of notices (1,500 at 
last count) to defaulters for recovery of 
about Rs 1,500 crore in past dues. Purwar, 
who's done a stint as the CEO of SBI in 
Tokyo, says: “I have seen the banks and 
economies face problems because of bad 
quality of assets, and that’s why I am ex- 
tra jittery about the asset quality.” Purwar 
is exploring all kinds of options to bring in 
the elusive debtors. Compromise settle- 
ments, loan reschedulement, or write-offs 
are strategies he hopes to adopt. Needless 


NaS LIINYS 


that country’s banking system is in a mess—will come in handy. 


That probably also explains why the SBI stock has been moving up on Dalal Street. 


GAUTAM ADANI: Defensive mode 


Co WRANGLES CAN OFTEN TAKE 
surprising twists, Ask Gautam Adani, 
Chairman, Adani Group. Last fortnight, 
Adani—according to his version—was in 
the capital to meet Pavan Sachdeva of MS 
Shoes infame over a Rs 5-crore cheating 
case slapped on him by the latter. While 
Sachdeva did not show up, Adani (who 
had earlier not responded to court sum- 
mons) was questioned and held at a city 
police station, until his lawyers rescued 
him. Now, Адап! has filed a petition “for 
cancelling the summons”. 
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Virtual FM 


NCE AN ARMY MAN ALWAYS AN ARMY MAN? 
So it seems—at least in the case of FM 


Jaswant Singh, who's decided not to continue 


with his ministry's decade-old tradition of pre- 
budget meetings with industrialists, economists 
and business editors. “The idea,” Singh says, “is 
to encourage the widest possible debate on 
them, not simply to have the hype three months 
before the event." Of debate, there's been ple- 
nty already. The Kelkar Committee Report 
has been discussed widely, and the FM has also 
done a mid-year review, both of which are 
available on the ministry's website. The lobby- 
ists, however, are fuming. 
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Question Of 
Image 


MP MALLYA hates the ‘liquor 
baron’ tag. He said as much at 
the Press Club in Mumbai last fort- 
night, pointing to his Ub Group's 
other businesses. But that statement 

У came just days after UB acquired an 85 
VUAY MALLYA: Near me per cent stake in Triumph Distilleries, 
a Deepak Roy company that bought 
the Gilbey's brand of whiskey from Ору India. Meanwhile, the ED has 
appealed for reopening a case against him for FERA violations ($3 mil- 
lion allegedly remitted in 1995, for sponsoring Benetton Formula One 
Team). The industrialist-turned-spiritualist-turned-politician, it seems, 
will have to try harder for an image makeover. 
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Going Global 


HAT IS IT ABOUT INDIAN 
X melodrama that enthralls 


global audience? We may never ME ia 

quite figure that out, and опе |] T n or deny it, Gates is said to 
lady who wouldn't mind if that BEEE mice ia pm „Net 
remained a mystery either is Ekta | code w 


Kapoor of Balaji Telefilms. The 
26-year-old Creative Director of 
the company has signed a Rs 1.5- 
crore deal with РТ Menara Media 
Sakti of Indonesia to sell rights to 
one thousand episodes of her 


; Hindi serials. PT Menara’s rights 
EKTA KAPOOR: Action time will be restricted to one time tele- 





VAVU INYWNNIA 


cast, plus one repeat telecast. 

Thereafter, the rights will revert to Balaji. Says Kapoor: “There 

is huge demand for our serials (abroad), because of our quality 
programming." Good show, either way. 

CONTRIBUTED BY ROSHNI JAYAKAR, MOINAK MITRA, 

SHILPA NAYAK & ASHISH GUPTA 
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BUSINESS SCHOOL 


Website : www.amity.edu 








The Absent Cause 


KEWAL K. KHANNA, President, Agilent Technologies India 


NE OF THE PARADOXES IN MODERN 
business is that tremendous impor- 

tance is attached to someone who does 

very little by himself but depends on others in 
the organisation to carry out what he wants. 
To explain how critical the CEO’s role is let me 
take recourse to an analogy—mountaineering. 
The primary job of the expedition leader is 

to select the right mountain (goal). The target 
has to be commensurate with the resources 
available—the mission statement, if you please. 
Next, he has to select the right people with the 
right skills, attitude and the commitment to 
stretch to the limit. Ask any mountaineer and 
he will tell you that the right team member can 
make that vital difference between success 
and failure, between life and death. Then, he 
has to provide them with the necessary tools. 
He must ensure that his people are not asked 
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to trudge the snow with canvas shoes. 

Now comes the biggest challenge—blend- 
ing people into a team while allowing them to 
retain their individual identities—creating the 
right values and organisational culture where 
each member climbs at his own pace, yet rem- 
ains bound to the team on the common rope; 
where the slips of one are halted by the firm 
anchor of another. The leader needs to be astute 
at reading the situation correctly. He must know 
when to withdraw to the base camp and when 
to mount an assault. The biggest failure of the 
hi-tech industry has been the inability of its lea- 
ders to read their business prospects correctly. 

Finally, he must leave the climbers to 
do their jobs without interference, but with 
sufficient control over the end-goals. 
Ironically, the true test of a leader is how 
well the team performs without him. @ 
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B UTI's Chairman has to 


still fight fires. 


FO SOME 18 MONTHS 55- | 
year-old Meleveetil Damo- | 
daran, a career bureaucrat has | 
been chief firefighter (he is des- 
ignated Chairman) at India’s 


M. DAMODARAN | 










SANJAY PANDYA 


UTI's Damodaran: A May test 


largest mutual fund company, 
Unit Trust of India (UTI). To 
give the man his due, he has 
brought about changes in the 
way the Trust manages its funds, 
in investor communication, and 
in marketing. That's some 
achievement given the timing 
of his appointment—in the 
wake of a crisis that almost 
forced the Trust to freeze trans- 
actions on US-64. But on May 
31, 2003, Damodaran will face 
his toughest test yet. That's the 


SAMIR ARORA | 
day the government’s guaran- 
| 


From Manager 
To Owner 


Alliance Capital’s Samir 


Arora is attempting a MBO. 


teed repurchase of up to 5,000 
units of Us-64 for Rs 12 comes 
to an end. 

With a current Net Asset 
Value of Rs 6.26, it is incon- 
ceivable that investors will | 
choose to stay invested in the | 


fund. That could see a run on the 


T IS ONE OF THE TOP THREE MUTUAL 
funds in the company and its 
composition and performance is 
widely perceived to be a manifes- 
tation of the personality of the тап Alliance's Arora: Time to buy 
who runs it. So, when Alliance deci- 
ded to sell its mutual fund in India—it manages around Rs 3,600 crore of 
assets—it was only apt that its Singapore-based cio, Emerging Markets, US-64, even wipe out its capital. 
Samir Arora, put in a bid for it. Wait till mid-January for the shortlist. ROSHNI JAYAKAR 
SHILPA NAYAK S E И 


MADHU KAPARATH 
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RAMESH VANGAL 


Future- 
Scan 


Ramesh Vangal is betting that 
he isn't late to the IT party. 





Scandent's Vangal: IT's it 


H E HAS RUN BEVERAGE 
companies—Pepsi's Indian 
operations and Seagram's Asia- 
Pacific ones—founded a ven- 
ture capital firm (At India LLC), 
even sold soap for Procter & 
Gamble. Now, 47-year-old 
Ramesh Vangal wants a piece 
of the Indian Ir pie. Put it down 
to his experiences on the board 
of software blue chip Infosys 
Technologies between 1997 and 
2001. So, Vangal's Scandent 
Group, founded in November 
2001, with help from Vivendi 
Vice Chairman Edgar Bronfman 
Jr and former Pepsi Chairman 
and CEO Christopher Sinclair, 
is trying to vend solutions in 
infrastructure and application 
management, engineering con- 
sultancy, and embedded cap 
services. “It is never too late," 
says Vangal. *We are not a me- 
too company." 

VENKATESHA BABU 
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Electrolux CEO-designate Karwal: He must like red 


RAJEEV KARWAL 


Third Time Lucky? 


Can marketing whiz Rajeev Karwal work his magic 
at Electrolux? 


E orat AND MORE HAS BEEN WRITTEN ABOUT RAJEEV KARWAL'S 
career. The MBA at IMT Ghaziabad, a second-rung B-school, the 
sales and marketing successes at Onida, the Chellaram group (in the 
Canary Islands and it was in consumer durable retailing), and LG. The 
exclusion of Philips from that sentence is deliberate. True, between 
December 1999, when Karwal signed on as Senior vp, Consumer 
Electronics—he was given a mandate to turn the business around— 
and September 2002, Philips improved its marketshare in audio 
systems from 27.8 per cent to 43.5 per cent and CTV sets from 3.6 per 
cent to 6.6 per cent. The company is also likely to show a profit for 
this year (Rs 50 crore). That's some achievement, but for a man who 
cut his teeth selling TV sets, Karwal's stint doesn't seem to have 
done all that much for Philips Tvs. So, can the man turn around the 
fortunes of Electrolux Kelvinator when he takes over as its CEO on 
February 1? Well, Rs 422 crore of accumulated losses and an unwi- 
eldy four-brand portfolio isn't exactly the best of legacies. But 
Karwal says he has a plan. Watch this space. 


SUVEEN K. 


SINHA 








T EN i REPLACING A LEGEND, BUF 

that’s what 47-year-old Kamal Oberoi - 
will do when he takes over from JWT India _ 
CEO-of-18-years Mike Khanna. Oberoi is _ 


appropriated 2 
BRL ud Gk ерсе chile en 
me is to create an environment of freedom, © 
freedom to fail,” he says. That'd be a start. _ T 
SHAILESH DOBHAL JWT India's Oberoi: + 
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2003 $ HEADLINERS = 


People most likely to be in the news this year. 


RATAN TATA 


Busy Retirement 


Seeing through TCS’ IPO and finding a successor are just two of his post-retirement tasks. 


SUALLY, WHEN CORPORATE CHIEFTAINS 

retire, they either look for a sinecure or 

the more creative ones pen their mem- 
oirs. Nothing of that sort will happen with 
Tata Group head honcho, Ratan Tata. For 
two reasons: One, he isn’t just any other cor- 
porate chieftain. Two, he isn’t retiring yet. 
Sure, on December 28 last year, Tata turned 65 
and in accordance with the group’s policy, he re- 
tired. So, while Tata retired as the Executive 
Chairman of Tata Sons, the group’s holding 
company, he continues as its non-executive 
Chairman and will, therefore, continue to be the 
Tata Group’s moving force for the next five years. 

Meanwhile, he has a busy year to look 
forward to. Tata Consultancy Services, the IT 
services division of Tata Sons, should launch 
its much-awaited IPO. The stockmarket has 
been buzzing with excitement for more than 
18 months now. And understandably so. 
TCS is the largest IT services company in the 
country, and some analysts expect it to be 
valued at Rs 60,000 crore when it lists this 
year. So 2003 may be the year when Tata un- 
locks value for shareholders of Tata Sons, 
and hopefully pulls some small investors 
back into the primary market. 

TCS IPO apart, Tata has a more pressing 
job at hand. He must start the process of 
identifying, selecting, and grooming a succes- 
sor to his post. As he told BT early last year, he 
will step down from chairmanship in end 2007, 
and a successor will be “identified and desig- 
nated a couple of years before I leave”. For obv- 
ious reasons, corporate India’s biggest succes- 
sion story will be keenly tracked by one and all. 

R. SRIDHARAN Tata Sons’ Ratan Tata: No respite at the top 
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TRENDS 


A.M. NAIK 


Testing Times 


CEO Naik had to tread the fine line between the big 
and the small investors. 


Dim ЈУЕК BATTLES ARE NEVER EASY, BUT THE ONE A.M. NAIK WAS 
pitched into last year was particularly awkward. Consider 
this: For almost three years, Naik—ceo of the Rs 8,358-crore 
L&T—had been trying to demerge its cement division. In 
November 2001, the Ambanis of Reliance sold their 10.5 per 
cent stake in L&T to the A.V. Birla Group. A simple transaction, 
except that when the Birlas followed it up with an open offer for 
an extra 20 per cent of L&T, investors cried foul and SEBI 
stepped in. Investors were miffed that the Birlas were offering 
them only Rs 190 per share versus the Rs 306 they paid the 
Ambanis. SEBI, on its part, alleged that the Birlas—who get 30 per 
cent of the cement market with L&T—had stalled the demerger, 
which implied management control. How is Naik going to 
cope? We'll find out this year. 


BILL GATES 


Big On India 
William H. Gates—anything to conquer. 


N O ONE COULD HAVE MISSED MICROSOFT CHAIRMAN 
and Chief Software Architect Bill Gates’ four- 
day visit to India in November. He was every- 
where—in the general papers; in the business papers; 
in vernacular publications; on the tube. If software 
is India's enduring obsession—it is—then Gates is its 
presiding deity. One day of the visit, the first, was 
dedicated to charity—Gates announced that the 
Bill & Melinda Gates Foundation would be spend- 
ing around $100 million (Rs 480 crore) to help India 
fight the AIDS menace. The remaining three days 
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SANJAY PANDYA 





A.M. Naik: Suddenly, the job gets tough 


were dedicated to business: meeting politicos who 
mattered, including a couple of Chief Ministers 
and the President; talking to CEOs about how tech- 
nology, in general, and Microsoft, in particular 
could help their businesses; meeting with employ- 
ees and customers; and playing the evangelist with 
the developing community, key to the company's 
continued dominance. If the visit had one overar- 
ching /eitmotif, it must have been the importance of 
India to Microsoft. The country's huge developing 
community has a role to play in the acceptance of the 
company's .Net platform. Indian software services 
biggies like Wipro and Infosys could, by building 





Microsoft's Gates: He needs India 


applications and solutions on Microsoft's plat 

forms, spread the Redmond giant's franchise 

And the Indian government could, when it decide: 
to IT-enable itself, become the single largest cus 
tomer, of any kind of technology product or sei 

vice—one reason why Microsoft is open to sharing 
the Windows source code, a practice reserved 
for its biggest customers, with the government. 
Seen in the light of all these, the $500-million (Rs 
2,400 crore) investment that Gates announced 
looks like chump change. 


PEY TET 
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AZIM PREMJI 


The Quiet Invader 


Wipro’s Azim Premji was the software domain's 
#1 raider in 2002. 


E HAS GOT RS 1,400 CRORE IN HIS WAR CHEST AND HE IS 


hungrier than ever. In the first nine months of 2002-03. 
Azim Premji's Wipro has acquired four companies—Rs 584 crore 
has gone into three, and due-diligence work is on for the fourth. In 
July, Wipro acquired Spectramind, India's biggest independent 
call centre for $90 million (Rs 432 crore) in an all-cash deal: in July, 
it snapped up GE Medical Systems rr Pvt Ltd, for $5.73 million 
(Rs 27.5 crore); and in November, it acquired the energy man- 
agement practice of American Management Systems for $26 mil- 
lion (Rs 124.8 crore). While the company has announced the 
acquisition of the R&D division of Ericsson, the valuation process is 
still not complete. India's software nobility— Wipro, Infosys, HCI 
Tech—has been talking the M&A language for some time now, but 
Premji's sudden burst of acquisitions in 2002 seems to have given 
it a clear edge over the competition. Clearly, Talk softly, but 
wield a big wallet is the man's motto. 

VENKATESHA BABI 
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ARUN JAIN 


Hostage Situation 


Polaris’ Arun Jain’s earned the dubious distinction of being 
the first Indian CEO to be held hostage in an alien territory. 





Fo ARUN JAIN, 2002 SHOULD HAVE GONE DOWN IN HISTORY AS THE YEAR 
when he pulled off one of the biggest mergers (of Polaris with Citigroup's 
OrbiTech) in rr services. Instead, a fateful November trip to a customer in 
Jakarta earned him a bizzare distinction. He became the first Indian CEO to 
be held hostage in an alien territory, that too by a pin-striped customer. It took 
top-level ministerial intervention to win his release. Just what happened? In 
June 2002, Jain's Polaris Software Lab signed a $1.3-million (Rs 6.24 crore) 
contract with Bank Artha Graha of Indonesia to implement its Bancware suite 
of software solutions. According to Polaris, the company started implementa- 
tion work in August, but Artha Graha was unhappy and decided to cancel the 
contract in November, although the completion was due only in July 2003. 
Polaris says it contested the termination on the grounds that it was incorrect, 
and wanted to negotiate with the bank (there was a provision for arbitration 
in Singapore). Jain had arrived for the negotiations, when the bank decided 
to have him arrested. After 12 harrowing days, during which the vegetarian 
Jain had his and his colleague Rajiv Malhotra’s passports taken away by 
Indonesian police, he returned to India, shaken but safe. The legal battle is on, 
but Polaris now plans to be more choosy about its customers. 

R. SRIDHARAN Polaris’ Arun Jain: In deep soup 
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NAINA LAL KIDWAI 


India's Most Powerful Woman 


HSBC has a new rainmaker, Vice Chairman Kidwai. 


RGUABLY THE BEST-KNOWN 

Indian investment banker 
abroad, Kidwai moved from JM 
Morgan Stanley, where she was 
Vice Chairman, to HSBC as head of 
its investment banking operation. 
The first Indian woman to grad- 
uate from Harvard Business 
School can thank Fortune maga- 
zine for that—she has been a reg- 
ular in its listings of the most 
powerful women in business. The 
45-year-old Kidwai caught the 
public eye when she joined 
Morgan Stanley in 1994. She 
helped the firm forge a joint ven- 
ture with Nimesh Kampani's JM 
Financial, and together, the duo 
grew the investment bank into the country's biggest. An expert 
in IPOs and M&As, Kidwai helped the bank rope in Wipro, 
Infosys, and Bharti as clients, and facilitated the Birla-Tata- 
AT&T cellular deal. НЅВС must be hoping she can repeat that. 
SEEMA SHUKLA 
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HSBC's Kidwai: In the 
thick of action 


AAMIR KHAN 


Can-do Attitude 


India goest thanks to the Khan. 


›1ле Oscars 


W ARHOL WAS WRONG. FAME DOESN'T ALWAYS 
come in 15-minute packages; for actor 
7779 


Aamir Khan it came in a 222 minute one. That’s 
the length of his home production Lagaan (Tax). 


Set in pre-independence India, the motion pic 
has a group of villagers taking on a British XI in 
a cricket match, The deal: if they win, they do not 


pay any tax for three years; and if they lose, they 
pay thrice as much. Improbable as the plot sounds, 
it struck a chord with masses in India and critics 
abroad, and managed to win an Oscar nomination 
in the non-English language category, a first for an 
Indian motion pic. It didn’t win, but by then the 

Aamir Kian: world had discovered Bollywood. 

Dt Ше: SHILPA NAYAK 
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TVS Motor's Srinivasan: V for victory 


VENU SRINIVASAN 


Thanks to Deming and Victor, it’s 
victory all the way for Srinivasan. 


UTOMOTIVE CEOs ARE KNOWN TO 

long for a year when they make a 
spectacular launch and win some kind 
of an award too. For Tvs Motor’s 
Venu Srinivasan, the wait has proved 
surprisingly short. In 2002, the 49- 
year-old CEO saw his newly launched 
four-stroke, 110-cc motorcycle, the 
Victor, effect a definite turnaround at 
his company, which on May 1, 2002 
formally ended its joint venture with 
Suzuki. While Victor’s booming sales 
is certainly something to cheer about, 
what must have added to Srinivasan’s 
pride is the fact that the Victor was 
completely designed and developed 
in-house. Then, 2002 also saw TVS 
Motor win the prestigious Deming 
Prize for quality. Not just that, 
Sundaram-Clayton, Srinivasan's 
other company that already won 
the Deming Prize in 1998, went on 
to win the exclusive Japan Quality 
Medal—a club open only to the 
Deming winners. The problem with 
a busy year like Srinivasan's: 2003 
may look pale in comparison—un- 
less, of course, Tvs Motor launches 


more victors. 


R. SRIDHARAN 
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Petroleum Minister Naik: Nay-sayer 


RAM NAIK 


His Luddite Lordship 


Petroleum Minister Naik almost killed 
the disinvestment process. 


O 68-YEAR-OLD RAM NAIK, THE UNION 

Petroleum Minister must go credit for stalling 
the government's privatisation process in its 
steps. Until he met Naik, the immovable object, 
Union Disinvestment Minister Arun Shourie had 
acquired a reputation as a unstoppable force. 
His plan to raise Rs 51,300 crore for the govern- 
ment from the disinvestment process in 2002-03 
seemed achievable. 

The Petroleum Minister has always been against 
the privatisation of public sector oil companies. In 
1999 he declared them "strategic" and pushed a 
cross-holding proposal through Parliament—Indian 
Oil Corporation and ONGC picked up a 10 per cent 
share in each other, enriching the government's cof- 
fers, and assuaging any privatisation pangs it may 
have felt. In February 2002, he got IOC to bid almost 
double what the next highest bidder did to pick up 
IBP. Now he claims his opposition stems from the 
fact that public sector companies were funded by 
the public; ergo, he says, its benefits have to accrue 
to them. While the government has respected 
Naik's wishes—BpCcL will be ‘privatised’ by selling its 
shares to the public—his victory isn't total. Psu oil 
major HPCL will go to the highest bidder. Even 
Luddites have limits. 

ASHISH GUPTA 
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DHIRUBHAI AMBANI 


Passing Of The Patriarch 


Dhirubhai Ambani: 1932-2002 


N DECEMBER 28, THE 
late Dhirubhai 
Ambani's 70™ birth an- 
niversary, the conglom- 
erate the man founded 
launched its telecom ser- 
vice across the coun- 
try—the biggest telecom 
launch India has seen. 
The scale of that launch 
was befitting of the Rs 
65,000-crore Reliance 
Industries (Reliance Infocomm is a subsidiary). And the 
choice of the date was fitting too: wasn't it Dhirubhai 
Ambani, a school teacher's son from Chorwad who 
started it all? A hero on D-street, Ambani died on 
July 6, 2002, leaving behind a company that will 

almost certainly stand the test of time. 
ROSHNI JAYAKAR 





Dhirubhai Ambani: A 
dream called Reliance 


M.S. OBEROI 


Goodbye Mr. Hospitality 


Rai Bahadur Mohan Singh Oberoi: 1898-2002 


HE MAN WHO GAVE 
his name to a global 
hotel chain began his 
career in hospitality as 
an employee of The 
Cecil Hotel, Shimla. 
Twenty one years on, 
he owned the place, 
having acquired it from 
its previous owner, 
Ernest Clarke. And by 
the time he died, on 
May 2, 2002, he had grown it into a 37 hotel, 27 
location (across seven countries, if you must know), 
Rs 750-crore empire. M.S. Oberoi hadn't been 
involved with his business for some time—his son 
P.R.S. “Вік” Oberoi had taken over the reins in the 
late seventies. But his name, and the culture he fos- 

tered will prevail in the hotel chain he founded. 
MOINAK MITRA 





M.S. Oberoi: The father 
of hospitality 
























































40 hours is all it takes to teach an adult to read. 
For Tata, it's just the beginning. 


The Computer-based Functional Literacy programme launched by Tata in Andhra Pradesh 
and Tamil Nadu is a path-breaking approach that helps adults learn to read. A unique computer 
aided methodology using audio-visuals, it empowers people to read their local newspaper cover to cover, 
in just 40 hours of learning time! Enriching their lives with the power of information. 
Making people better informed and more aware. That's leveraging technology for a better life. 
As practiced by 230,000 people at Tata everyday. 
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 NEWSMAKERS. 2002 


People who were in the news, 
for the right reason, and the wrong. 


SANJAY AGARWAL 


Victim Or The Crime? 


Home Trade CEO Agarwal made the news in 2002, for all the wrong reasons. 


Agarwal continues to be one of 2002's 

enduring mysteries. Baby-faced Agarwal, a 
MBA from Bombay Univ with dollar dreams in his 
eyes was an employee of Lloyds Securities, who 
bought the firm from the Gupta family that ran 
Lloyds when it wished to exit the business. 
Renamed Euro Discovery Technology Ventures 
first, and Home Trade next, the company en- 
tered the hyped up online securities trading busi- 
ness. Its ads, featuring Shah Rukh Khan, Sachin 
Tendulkar, and Hrithik Roshan created a stir, but 
business was slow. Which is where things begin to 
get murky. Agarwal had inducted an acquaintance 
from his Lloyds days, broker Ketan Sheth as a di- 
rector on the board of Home Trade. At Sheth’s 
prompting—the man dealt in government securi- 
ties, G-secs—or on his own accord, Agarwal decided 
to get into G-sec trading. With a twist. The com- 
pany would approach smaller co-operative banks 
or provident funds, look for a weak link such as a 
venal chairman, strike a deal with him, sell the bank 
or fund some G-secs, delay delivery, and, play the 
stockmarket using the money in the intervening pe- 
riod. Unfortunately, the market tanked, the com- 
pany could not recoup its investments from the 
market to buy G-secs and deliver them. The scam 
came to light when a NABARD team inspecting the 
accounts of Nagpur District Central Co-opera- 
tive Bank noticed that the bank had made huge in- 
vestments in G-secs it didn’t possess. Its chairman 
Sunil Kedar, it later emerged, was in with the 
Agarwal-Sheth duo all along. Some of Agarwal’s 


N OW OUT ON BAIL AND AWAITING TRIAL, SANJAY 
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SANJAY PANDYA 





Home Trade's Agarwal: He had a fool-proof 
scheme with G-secs 


former colleagues spoke out about his inability 
to orchestrate a scheme such as this; he wasn't, they 
claimed, smart enough. Victim or the crime, 
though, Agarwal, who was fond of the good things 
in life, saw everything go up in smoke in 2002. 
SHILPA NAYAK 





Software that changes the way software is written. 
For Tata, it’s just the beginning. 


Mastercraft,® by Tata, has revolutionised software writing in much the e way that automation 
revolutionised factory production. It's a unique set of software tools that automates the production of large 
software applications. Resulting in quicker delivery of projects, with a greater degree of accuracy. Thus saving 


innumerable man-hours. While achieving world-class productivit 





vels and quality standards. Helping take 


India to the forefront of the software industry. That's leveraging technology for a better life 
As practised by 230,000 people at Tata everyday. 
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YOUNG ACHIEVER 


OT TOY 


Our Mutual Friend 


A mutual fund manager proves that it’s easy to win when you know how. 


UTUAL FUNDS DIDN'T DO TOO WELL LAST YEAR. 
But Franklin Templeton did. Some credit 
for that should go to its President Ravi Mehrotra, 
a 41-year-old who moved to the company when 
it acquired Pioneer rri—he had been Chief 
Investment Officer of the latter. In July 2002, 
when the merger took place, the combined asset 
size of the two entities was Rs 7,800 crore. By 
December 2002, the figure was Rs 9,400 crore. A 
growth of 20.5 per cent in five months may not 
look impressive, but as Mehrotra points out: 
"The mutual fund industry has grown its asset size 
20 per cent in the past five years." Mehrotra's task 
was no doubt made easier by the nature of the 
merging entities: ITI Pioneer was a retail big-wig, 
while Templeton was focused largely on fixed in- 
struments. Now, with a band of talented fund 
managers in place, Mehrotra is scripting 2003 as 
the *year of delivery". 
MOINAK MITRA 


ZEITGEIST 


Back With A Vengeance 


The year 2002 saw the startling resurgence of an 


aggressive brand of nationalism. 





Strangely doctored love: Where does it lead? 
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Franklin Templeton's Ravi Mehrotra: Ace 


F AT FIRST YOU DON’T SUCCEED, TRY, TRY, TRY A 

djinn. As in ‘spirit’, of course, except that we're 
not talking about Johnnie Walker Black Label, 
which spent the year exhorting us to keep walk- 
ing. Nor about Ac Black, which was trying to re- 
define the limits of intoxicated possibility. No, 
these brands don’t qualify. 

For India, it was the year of now-on-now-off 
privatisation, and of the now-on-now-off nation- 
alism-socialism relationship at the Centre... which 
was expected to rupture. Did it? No such luck. Of 
late, though, nationalism certainly seems to have 
gained ideological dominance. And a particular 
brand of it, conceived back in the 1920s (and un- 
corked many decades later), has certainly achieved 
top-of-the-mind prominence at the zeitgeist hustings 
for 2002. So, should this eight-lettered occupant of 
mass mindspace be awarded the year’s spirit-of-the- 
year title? Oh well...as people'll have it. Such is the 
attraction to all things vapourised. 

ARESH SHIRALI 
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In a recent research, 81% Speed users claimed a | 





huge. increase in mileage. The rest were more | 


Е о. impressed by easy starting, faster pickup, zero | 





| engine knocking. Go on, fill up and keep driving. | R | 
| Source: Indica Research. o | 
| For research details, visit www. bharatpetroleum.com | Not just petrol | 
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WAIT OF THE YEAR 


Verma’s Inertia 


Waiting for Verma has become the pastime- 
by-default of India’s telecom execs. 





VINWVHS нз 


TRAI's M.S. Verma: Hello? 


XENOPHOBE 


= ie WORLD OVER, TELCOS TAKE INTERCONNECT, THE 
right to connect to other networks, for granted. 
Not so in India, where interconnect is often a way to 
keep the competition at bay. Here’s a sampling of the 
year’s interconnect woes: Bharti Televentures’ IndiaOne 
domestic long distance service began the year by trying 
to connect with the fixed service networks of BSNI 
and MTNL that, together, account for 95 per cent of 
India’s basic telephony customers. While it has managed 
to hammer out an agreement, interconnectivity proves 
elusive. Then the newly privatised Videsh Sanchar 
Nigam Limited found itself facing the combined bar- 
gaining power of its former stablemates BSNL and 
MTNL. And now companies providing limited mobile 
services on the CDMA platform are at loggerheads with 
cellular companies over interconnectivity. Much of 
the problem stems from the Telecom Regulatory 
Authority of India’s position that service providers 
need to work out interconnect agreements them- 
selves. They cannot deny connectivity, it warns, but they 
can approach it only when all else fails. Wouldn't it have 
just been simpler to set some guidelines for interconnect? 

SUVEEN K. SINHA 


By George, It's George 


The enfant terrible of the out-damned-foreign-company movement returns. 


AH THOSE WHO THOUGHT THE MAN WIDELY 
considered responsible for the exit of Coca- 
Cola and IBM from the country in 1977 had be- 
come more market-friendly were in for a rude 
shock in 2002. Defence Minister George 
Fernandes has joined the Left parties, the RSS, and 
the SJM as yet another opponent of the reforms 
process. This time, though, his ire wasn't targeted 
at a foreign company, or two, but at a foreign 
idea, disinvestment. 

In a letter to Prime Minister Atal Bihari 
Vajpayee, he alleged that monopolies were be- 
ing perpetuated by allowing private sector giants 
to bid for and acquire public sector compa- 
nies. Retail investors, and other public sector 
firms, he continued, needed to be included in the 
process. “Disinvestment should not be such 
that it makes the rich richer," he later said in 
Parliament. Some attribute Fernandes' sudden 
opposition to disinvestment, as something that 
is being encouraged by a certain corporate 
group. Others put it down as an effort to cosy 





Defence Minister George Fernandes: Coke, anyone? 


up to RSS Chief K.S. Sudershan as an effort to 
stay relevant at the end of the government's 
term. Whatever it be, he's back. 

ASHISH GUPTA 
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The Water- 
Method Firm 


It’s French and it traffics in water. 


Mp A FRENCH COMPANY DOING 
supplying water in the heart of 
Jharkhand? The company in question 
is Vivendi, the global leader in water 
and wastewater management services, 
and in November 2002, it signed a mem- 
orandum of understanding with Tata 
Steel to create a joint venture that would 
manage the water supply in steel town 
Jamshedpur. 

If all goes well, starting mid-January, 
the joint venture—the assets will remain 
with Tata Steel, while Vivendi will run the 
utility—will supply 35.5 million gallons of 








The French connection: Tata Steel and 
Vivendi ink the deal 


water to 1 million people and pipe and re- 
cycle some 60,000 cubic metres of waste- 
water everyday. For Tata Steel, this is 
just another in a long list of efforts to 
focus on its core business. And for 
Vivendi—it already works with the 
Kolkata Municipal Corporation and the 
Chennai Water Board to make their wa- 
ter supply networks more efficient—it is 
the logical next step. 

ASHISH GUPTA 
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Idea Cellular's Burke (left): The right thought 


VACANCY 


The Seat’s 
Hot Again 


It got filled, but that was a surprise. 


I F EVERYONE HAD STUCK TO THE SCRIPT, THE MERGER OF 
the AT&T-Birla-Tata combine's cellular operation, 
and BPL Communications would have gone through with- 
out a hitch, And BPL CEO Rajeev Chandrasekhar would 
have become CEO of the merged entity. 

The buzz had it that Ar&T-Birla-Tata СЕО Sanjeev Aga 
put in his papers in October 2001, because he knew this 
was in the offing. 

The combine started its search for a new CEO, and 
every headhunter in town wanted to be part of the 
action, but, in part because of uncertainty over the 
merger, and, in part because good telecom CEOs seemed 
suddenly in short supply, the post remained vacant, pre- 
sumably for Chandrasekhar. 

By mid-2002, though, it was evident the merger would- 
n't go through (although the official line is that it is still on). 
Idea Cellular—as the combine is now known—may have 
finally decided that it was time to get on with life without 
waiting for the merger to happen. After all, it had bid for 
the fourth cellular licences independently. 

So, just prior to the launch of its services in Delhi, the 
company unveiled a new CEO, expat Graham Burke, 
who has made a career out of successfully running telcos 
in Asia. His last stint was as President of Pakistan's 
Mobilink Communications. Idea's Delhi ops are off to a 
start, but with competition from the likes of Bharti, 
Hutch, and now Reliance India Mobile, the going will be 
anything but easy for Burke. 

SEEMA SHUKLA 


о 


SATA “эмэн АМ 


PA 


WES 


Platinum isn't about a shirt. It's about an acquisition. 


lade from rare 2 ply, 100% Egyptian cotton, Platinum 


ve finest in softness and lustre. The pockets 


P- 
ри 


iselled, while the cuffs are rounded to 


ict look. Discover Platinum. 





Es 


FEE ee lista OL mv 


iiu a 


"чту TERR cM mU mg 


, 


STOCK 


JISCO, Anyone? 


Adjusted Daily Share Prices 
Of Jindal Iron & Steel 


80 | Figures are in Rs 





45.30 


A low-profile steel company surprises everyone. ‘at 70.20 Sep. 16, 2002 
Jul. 8, 2002 
qu YEAR MAY HAVE BELONGED to PSU SCRIPS THAT GAINED GROUND | | 
following the government's disinvestment process, but in numerical $0 


terms it was the Jindal Iron & Steel Company (ISCO) stock that out- 
performed all comers. The scrip rose 970 per cent between Jahuary and 
December, moving from Rs 4 to a high of Rs 73 (it now trades at 
around Rs 55); the Sensex rose 3.6 per cent in the same period. 

The market's sudden faith in the future of the maker of flat steel 
products can be attributed to the overall revival in the steel market. Jisco 
exports 54 per cent of its production and the increase in global demand, 
especially from CIS countries investing in infrastructure, augurs well for it. 
With sales of Rs 1,051 crore іп 2001-02, jisco, part of the Rs 7,000-crore 
Jindal Group, is still an attractive stock. A stock price of Rs 73 may not seem 
to be much in the context of India's software superstar but, believe you 
us, in steel, it is as good as gold. 
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ROSHNI JAYAKAR 
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` TORCH-BEARER 


Its The PM! 


A beleagured patriarch is still the reforms 
qu biggest champion. 


: UESS WHERE MUCH OF INDIA’S ECONOMIC 
_ M policy gets made these days? And guess, who is 
| te о d 
. reforms? We'll spare you the blushes and get 
- straight to the answer. The Prime Minister's resi- 
dence, #7 Race Course Road and his office in 
South Block are where the policy is made. And the 
.. draft for nex-gen reforms is being drawn up by the 
Prime Minister's Office. Neither answer comes as 
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a surprise: with much economic policy-making 
these days revolying around contentious issues 
such as disinvestment, labour reforms, foreign 


| direct investment and the like, the Prime Minister 


finds it necessary to step in and function as a 
jameracker. There can be no doubts over the 
man's own commitment to reforms: he has, time 
and again, spoken about how he'd like to see the 
Indian economy grow at 8 per cent a year. And he 


_ has, time and again, risen to the support of his be- 
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Prime Minister Atal Bihari Vajpayee: 
Reforms’ #1 proponent 
leagured pro-reform colleagues—Disinvestment 
Minister Arun Shourie is one beneficiary. Still, 
with electoral considerations likely to dominate the 
thinking of most political parties over the next 
two years, the question is not what Vajpayee can 
do, but how much he can do without hurting his 
party’s chances. 

ASHISH GUPTA 











lovely places 
| to explore in 
Pondicherry. 


Your mind Jor instance. 


Pondicherry has been the background 
for many a self-discovery story. 
Those of the Mother and Shri Aurobindo 
stand out as the most inspiring. Today, 
Pondicherry has so much to help you 
along your path of self-discovery. 
Meditation halls, yoga centres, aromatic 
oils, fragrant candles, soothing incense, 
quaint avenues, imposing cathedrals, 
communes, the halmy ocean, and placid 
backwaters. Come over and discover 


yourself, onevisitatatime. 





The Pondicherry Shopping Festival is on 
between 18th December 2002 and 16th 
January 2003. Drop in and win fabulous 


prizes. 
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For information and package details contact Pondicherry Tourism/ 
PTTDC at: 91-413-2334575/2339497/2330532. Fax:91-413-2330532/2333590, 


E-mail: e_pttde@ sify.com Website: www.tourisminpondicherry.com Pd 
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POLICY-MAKER 


Sush’s The Word 


One minister was responsible for two media-related legislations. 






S OME OF INDIA’S MEDIA TYCOONS HATE COMPETITION IN ANY FORM. 
so, when the government initiated moves to allow 26 per cent for- 
eign direct investment in print media, the very people who call for more 
economic reforms and an open market through the columns of their 
publications, did a volte face and insisted no foreign investment be al- 
lowed in the sector. Fortunately for the free market, 1&8 Minister 
Sushma Swaraj prevailed. Later in the year, she even managed to get 
Parliament to approve Conditional Access System, thereby revolu- 
tionising the way the broadcast and cable industries work. Bravo! 

ASHISH GUPTA 










REVIVAL 


Steel’s Stainless 


The Indian steel industry engineers a miraculous turnaround. 


QUEST 


Is There Anybody 
Out There? 


After 23 months in court, 
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Indian steel: The good times аге back 


OR YEARS, HAPPEN- 

ings in the Indian 
steel industry were the 
stuff of which tear- 
jerkers are made— 
over-capacity, falling 
prices, and poor de- 
mand. Last year, fi- 
nally, things started 
looking up. 

A Fitch Ratings re- 
port on the Indian 
steel sector estimates 
prices to have in- 
creased between 6 per 
cent and 14 per cent. 


During April-September 2002, finished steel production went up by 


7.4 per cent against a 0.36 decline in 2001. 


. On the domestic front, demand picked up in the course of the year 
in anticipation of further price hikes. The government’s Golden 


things are none the clearer. 


| NDIA’S CELLULAR OPERATORS FIRST 
challenged the government's 
decision to allow basic telephony 
companies offer mobile services 
on January 22, 2001. They may 
have found some succour in end- 
2002, courtesy a Supreme Court 
judgement that directed the 
Telecom Dispute Settlement 
Appellate Tribunal to re-examine 
the issue and create a level playing 
field in telecom. Still, with the 
court coming down heavily on 
the tribunal for its previous laxity, 
the latter is likely to take its time 
doing a thorough job (no one likes 
another rebuke). The quest, there- 
fore, continues... 

SUVEEN K. SINHA 


Quadrilateral project (see story in this section for how much steel it 
consumes) and Urban Reform Scheme are expected to cause a fur- 
ther increase in demand in 2003. 

With the OECD countries agreeing to shut 125 million tonnes of 
inefficient steel making capacity over the next three-to-five years, dem- 
and for Indian steel could go up in export markets too. China, for in- 
stance, will need to import a significant amount of steel to keep up 
the pace of its urban renewal. It is on the basis of factors such as these 
that Fitch predicts a 11 per cent growth rate for the sector, as 
compared to a 5.6 per cent increase in global demand. Surely, that 
must count as the year's biggest revival. 


Cellular Operators Association's Ramachandran: 





SHIVAY BHANDARI 
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Here Comes The Giant 


RIL-RPL merger saw the coming of a Rs 60,000-crore monolith. 


ia A YEAR WHEN THERE WASN'T MUCH 
L merger action, there shouldn't be any 
' prizes for guessing who gets the consoli- 
dation crown. Yes, it has to be the 
Ambanis for their merger of flagship 
petrochemicals manufacturer, Reliance 
Industries, into the refining major, 
Reliance Petroleum. The deal may not 
score too many points on the innovation 
and predictability parameters, but it’s the 
sheer size of the merged entity that gives 
it pride of place. 

By creating a close to Rs 60,000- 
crore giant, the Ambanis have strolled 
into the Fortune 500 list. That’s more of 
a fringe benefit than being one of the 
drivers for the merger. 

The major advantage is that the 
Ambanis now have a stronger balance sheet that, in turn, is expected to 
be beneficial in raising money to take on global petroleum giants as 
well as in bidding for public sector undertakings. 1РС175 in the bag. Any 
guesses as to what's next? 


VHVS VINVAV 


RIL's Anil Ambani: 
Come together 






BRIAN CARVALHO 


OCCUPATION 


Back-Office 
Boom 


Hint: 160,000 more joined 
the ranks in 2002. 


BPO execs: Calling card to success 


T WAS THE SECTOR THAT SAW THE MOST HIRING ACTION—GE CAPITAI 
International Services alone did 18,000 in the course of the year—and, 
according to HR consulting firm Hewitt Associates, the highest average 
salary increase, 16.4 per cent. Business Process Outsourcing didn't just cre- 
ate jobs at the agent level, it made, and re-made СЕО careers. Neeraj 
Bhargava, the former head of venture capital outfit eVentures, moved as 
head of the British Airways BPO company WMS and Electrolux’s Ram S. 
Ramsundar, as CEO of Satyam's BPO initiative Nipuna. With a growth rate 
in excess of 60 per cent and average attrition rate of anything between 35 
per cent and 60 per cent, the action in BPO will continue well into 2003. 
SEEMA SHUKLA 
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The Dabhol Plant: As NP 
as NPAs come 


NPA 


The Big E 


Rasiklal Mardia's may 
have made the headlines, 
but it was a different NPA 
to which the honour goes. 


Fi LET'S SPLIT SOME HAIRS: 
officially, it is still a stand- 
ard asset; unofficially, it is cle- 
arly the non-performing as- 
set of the year. The exposure 
of financial institutions and 
banks, together, to the Rs 
13,000-crore Dabhol Power 
Company (DPC) stands at Rs 
6,200 crore. In the past 18 
months, the company has gen- 
erated neither income nor 
electricity. And so, the fate of 
IDBI's Rs 2,121 crore, sBi’s Rs 
1,749 crore, 1cict’s Rs 1,473 
crore, IFCI's Rs 454 crore, 
Canara Bank's Rs 407 crore, 
and the rest hangs in balance. 
The subsidiary of the infa- 
mous Enron Corp. missed its 
first loan repayment in April 
2002. Other defaults fol- 
lowed: one in June, and an- 
other in September. The IDBI- 
led consortium (listed above) 
has applied to the RBI for per- 
mission not to treat their loans 
as NPAs. There it stands. 

ROSHNI JAYAKAR 
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Presenting Exclusive Business Royale Airport Lounges 





New Delhi 





Lucknow Goa 


Plush surroundings, want to stay here forever. But if you do Business Royale 


delicious snacks manage to tear yourself away, it'll only be to Lounges are now 
and beverages, a board our flight where you'll be pampered 
massage chair, и] 
individual World 
Space Music sets 


and a seperate work space with internet 


open at New Delhi, 





E ua E evenfurther. Mumbai, Goa, 


Kolkata and 
flying Business Class м! Lucknow, and 
with Air Sahara. Our opening shortly at Bangalore, Chennai 
exclusive Airport and Hyderabad. 


Eg SAHARA 


Emotionally yours 


Enjoy the luxuries of 





zonnectivity. Forget freshening up, you'll 
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www.airsahara.net 
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If it weren't for the comforts we offer on-board, 


it would be tempting to just stay here and forget the flight. 
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Logitech. 


Skiing, Partying or having Fun 


- click pictures anywhere and share it from your PC ! 





No Cords, No Wires, No Hassles 


- Just Style ! 








Logitech" ClickSmart™ 310 


Digital Camera cum Web Camera 


Shoot photos and video at the beach, a party, 
anywhere you want! ClickSmart'" 310 stores 
upto 160 pictures or 15 seconds of video at a 
time. Share the fun! Transfer images easily to 
your computer. Then e-mail your photos and 
movies, or post them on a website. Make live 
video calls! Chat face-to-face online. It has a 
USB connector for easy installation. 


* 400 million mice sold worldwide 


* 30 million cordless devices sold 
worldwide 





Logitech" Cordless Freedom" 


Enjoy complete control and reliable performance, 
without cords that catch or tangle. iTouch™ lets you 
access the Internet, open e-mail, search or launch 
applications with one touch of a key. WebWheel'" 
provides quick Web navigation and browser control with Buy Cordless Desktops and Dual 


the mouse scroll wheel. Cordless mouse fits comfortably Camüris tioni Logitech" TR get 





in either hands. 


Fabulous offers on Philips products* 
DVD players, VCD players and Mobile phones 


Web Cameras С 
Digit Magazine - Your Technology Navigator 
40% off on annual subscription* 
е, ‘Offer valid till 31st March 2003 
Logitech Input Devices Best Vicus a VA am For details, please contact: 








Logitech Far East Ltd (India Liaison Office) : Tel. : 022-26427501/02 Fax : 022-26514750, Email : kavita_nath@logitech.com, Website: www.logitech.com 


Authorised Distributors : 

Aditya Infotech Ltd. Tel. : 011-26223810/11, Fax : 011-26227979, Email : sales@adityagroup.com, Website : www.adityagroup.com 
Neoteric Infomatique Ltd. Tel. : 022-238 12874, Fax : 022-23869033, Email : sales@neoteric-info.com 

Rashi Peripherals Pvt. Ltd. Tel. : 022-28783570, Fax : 022-28783568, Email : ho@rptechindia.com, Website : www.rptechindia.com 
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KEYNESIANISM 


On The 
Road Again 


There’s just one government 
initiative that qualifies. 


| « EYNES WOULD HAVE APPROVED 

of the Golden Quadrilateral, 
the government's efforts to con- 
nect the four metros of the coun- 
try by building some 5,846 kilo- 
metre of highway at the cost of 
Rs 30,300 crore. In 2002-03, for 
instance, the National Highway 
Development Project, as it is 
christened—it has the blessings 
of Prime Minister Atal Behari 
Vajpayee himself—will see the 





Minister of State for Surface Transport B.C. Khanduri: Goldfinger? 


creation of nearly 4,500 kilome- 
tre of roads at an estimated cost 
of Rs 18,000-20,000 crore. For a 
country starved of other big proj- 
ects—the government has little 
to spare and India Inc., reeling 
under the impact of a near slow- 
down, has chosen to focus on ef- 
ficiencies rather than growth— 
that is nothing short of manna. 


Forget the long-term impact of 
what this will do for India's trans- 
portation infrastructure and look 
at the immediate gains: an an- 
nual consumption of 30-40 lakh 
metric tonnes of cement and 
300,000 metric tonnes of steel 
and daily employment for over 
250,000. Truly Keynesian. 
ASHISH GUPTA 


LAUNCH 


Punch Your Own Luck 


A $155 billion market globally, it finally made an entry into India. 


E WEEK 22 MILLION PEOPLE—THE NUMBERS 
continue to grow—participate in an on- 
line game of chance organised by Playwin 
Infrawest, a Subhash Chandra-promoted com- 
pany, across 14 Indian states; the results are 
aired live on Zee Television, and the success of 
the model has encouraged Modi Entertainment 
Network's subsidiary Mwc Market Services, 
and Martin Lotteries to enter the business. 
Welcome to the world of online lotteries, where 
customers pick their own winning numbers, 
and punch out their tickets from slot machines; 
Playwin has 4,300 such across the country. 
With a potential market of Rs 100,000 crore a 
year—the Rs 47,000-crore textiles and gar- 
ments market and the Rs 42,000-crore fast 
moving consumer goods market pale in signif- 
icance—Playwin, and the other companies can 
look forward to a lucrative future. “Ours is 
like the FMCG business, where we are building 
each lottery draw as a brand," says Sanjay Das, 
CEO Playwin. By March 2003, the company 





Playwin's Subhash Chandra: Chance success 


will expand its network to 10,000 machines. Put 
all the numbers together, and you'll realise why 
this has to be the launch of the year. 

SHAILESH DOBHAI 
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TATA 
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Independent 3-Link Rear Suspension is a standard feature 
of the luxurious new Tata Indigo. Surprisingly, it's not 
сусп an option on cars that are supposedly (and financially) 


in a higher class. The same could be said for our 14 inch 
wheels and deeper, more sumptuous seating. So if you're 
used to the best scat in the house, test drive one today, ING [3 EE) 
А2 
Spoit yourself 


INDEPENDENT 3-LINK REAR SUSPENSION | MOST CABIN SPACE | LUXURIOUS INTERIORS | 14 INCH WHEELS | 450 LITRE BOOT 


TA ENGINEERING Visit us at www.telcoindia.com For queries on our passenaer car ranae. call: 1600 -115552 


FCB*ULKA 12102868 


HEADHUNT 


In From The Cold 


India's once premier air-conditioning 
company finally found a CEO. 





Carrier Aircon's Moos: A tough find 


E MUST RANK AS ONE OF THE TOUGHEST 
searches ever in India Inc. For nine 
months after Anil Srivastava quit as CEO of 
Carrier Aircon (in July 2001), the company 
didn’t have a chief executive. The parent 
called in the services of old Indian hand G. 
Raghavan and hired an international sea- 
rch firm to find a replacement. Finally, in 
July 2002, after the search changed hands, 
Mumbai-based Shilputsi Consultants, iden- 
tified former Goodyear India CEO Neville 
P. Moos, then working in the US as an in- 
dependent consultant. Moos is currently 
trying to win back some share from 
Korean twins LG and Samsung. 

SEEMA SHUKLA 


JACKPOT 
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Bharti Televentures’ Sunil Mittal: Will he prevail? 


Telecom's First 


It had to be the first major issue by a telco. 


N THE END, 2002 TURNED OUT TO BE A HORRIBLE YEAR FOR 
Initial Public Offerings. In all, six issues managed to raise 
Rs 1,981 crore from investors. Of that, Bharti Televen- 
tures’ mopped up Rs 834 crore from a 100 per cent 
book-building issue—the first of its kind in India—that was 
over-subscribed 2.5 times. In one swoop, the iPO of 10 per 
cent of the company’s stock gave it a valuation of Rs 
7,803.67 crore. That was the only good news for Bharti’s 
Chairman and Managing Director Sunil Mittal. The shares 
were picked up at Rs 45, listed at Rs 55 but soon touched 
a low of Rs 22. On December 26, the stock was trading at 
Rs 23.45. Clearly, while telecom is a long-term play, the 
market is unwilling to look beyond traditional metrics such 

as earnings and net profit. Alas! 
ROSHNI JAYAKAR 


Tata Teleservices. 


Twist In The Tail 


Surprise, surprise, it was VSNL. 


N FEBRUARY 2002, WHEN THE 
Tata Group paid Rs 1,439 
crore for the government’s 25 
per cent stake in Videsh Sanchar 
Nigam Limited most people 
thought Disinvestment Minister 
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Arun Shourie has struck the jack- 
pot. That view gained ground as 
the government scotched a deci- 
sion by VSNL’s new masters to 
burn Rs 1,200 crore of its res- 
erves on a 22-26 per cent stake in 


In hindsight, though, the 
windfall seems to have been the 
group’s. The government has 
agreed to have the company inv 
est Rs 835.8 crore for a 19.9 
per cent stake in Tata Tele- 
services. Seen in the context of 
VSNL’s revenues (over Rs 7,000 
crore), the Tata Group seems to 
have got a bargain. 

SUVEEN K. SINHA 
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INDEPENDENT 3-LINK REAR SUSPENSION | MOST CABIN SPACE | LUXURIOUS INTERIORS | QUIET 85 BHP MPFI PETROL OR 62 BHP TURBO-DIESEL ENGINE 
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TA ENGINEERING Visit us at www.telcoindia.com For queries passenger car range, call: 1600 -115552 





FLOP 


Ten, There 
Was None 


Even the football world cup 
couldn't save this channel. 


Ten Sports: Anything but a perfect 10 


T FOOTBALL WORLD CUP HAS 
come and gone, and Taj Tele- 
vision Limited's Ten Sports' 
chances seem to have waned with 
its passing. 

True, the channel effected a 
coup of sorts bagging Indian 
broadcast rights for the event 
over ESPN-Star and others in the 
fray, but in the 12 months of 
2002, in cricket-crazy India, Ten 
Sports could not manage even 
a single live broadcast of cricket 
involving India. That's because 
the channel's cricket rights are 
restricted to games played in Sri 
Lanka, which Indians didn't 
tour, Sharjah, that India won't 
tour, and Morocco, which is 
still an emerging cricketing 
destination. 

Things are unlikely to get bet- 
ter. SET MAX boasts the Indian 
broadcast rights for next year's 
cricket world cup in South Africa. 
Viewers will have to wait until 
2003—that’s when India tour 
Sri Lanka—to watch their 
favourite team on Ten Sports, 
but will that be too little, too 
late in a World Cup year? 

SHAILESH DOBHAI 
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EPITHET 


The Supreme Court’s Snub 


Trust the SC to know how to tick-off someone 
without using a single epithet. 


EVER HAS A TRIBUNAL BEEN TICKED OFF BY ANYONE LIKE THE TELECOM 
Dispute Settlement Appellate Tribunal (rbsAT) was by the Supreme 
Court in its December 17 judgment on wireless in local loop (WiLL) 
According to the court, the tribunal's order giving the green signal to 
WiLL on the CDMA platform did not fulfil the criteria of a judgment. It 


had failed to address whether: 


m WiLL with limited mobility was a new service; 


ult violated the TRA! Act; 


a The contractual rights of cellular operators had been infringed upon; 
ап СОМА mobile could substitute GSM mobile; or 


в CDMA represented a march of technology; 


That's not all. The judgement says TDSAT arrived at some findings 
without referring to any material on record, had not considered the ma 
terials placed before it on the issue of a level playing field, and that it 
should invoke consumer interest only after determining the legality of 
the service. Someone out there in the tribunal must be wishing the court 


had restricted itself to epithets 


GAMBLE 


Uncharted Territory 


Tatas and the Ambanis decide to 
push ahead on limited mobility. 


ў 5и TATAS HAVE NEVER BEEN KNOWN 
to be betting men, but by being the 
first to launch limited mobility teleph- 
ony, even as the Supreme Court's decision 
on the fate of this service continues to 
hang fire, they’ve indeed taken a gam- 
ble. Ditto for the Ambanis, who launched 
last fortnight. Call it a calculated gam- 
ble. For there’s always Plan B. 

BRIAN CARVALHO 


SUVEEN K. SINHA 





The Tata WiLL launch: Little risk 





THE QUESTION ISN’T ‘HALF FULL’ OR 
‘HALF EMPTY, BUT HOW MUCH CAN 
YOU GET OUT OF IT? EMC Automated 


Networked Storage rapidly lowers costs and delivers more 
for your existing storage investment. Thanks to easier 
connection, protection and management of information, 
EMC customers are pushing disk utilization from 20 to 90 
percent and cutting operational costs by more than 25 
percent. EMC isn't just talking about getting you more for 
less. We're proving it. 










GET STARTED. 
| SEE what industry analysts are saying about ANS and how it rapidly drives down cost 





in the EMC ANSwers White Paper series, online at http://southasia.EMC.com/ANS 
Contact us at +91-80-5095822/23 or response-india@emc.com 





ЕМС? and EMC are registered trademarks and where information lives is a trademark of EMC Corporation. ©2002 EMC Corporation. All rights reserved 


FT eT YS CET E THOSE ET Canes a ee ee eee S 


Make Way, Orange 


Militant Hindu nationalism now has a brand 
personification: a triumphant Chief Minister. 





LHSIT YIANIHYN 





Gujarat CM Narendra Modi: Brand for the future 


TER JUST THE OTHER DAY IN-YOUR-FACE HINDUTVA (THE 
Hindu way) was a faceless ideology. In 2002, it found 
in Gujarat Chief Minister Narendra Modi, the perfect 
personification of its core values. Now, Modi seems to have 
emerged the Bharatiya Janata Party's strongest and newest 
political product, pre-packaged and ready to be marketed 
across India, starting 2003, when nine states go to the polls. 
In hindsight Deputy Prime Minister L.K. Advani's leg- 
endary Rath Yatra (chariot journey) of 1990 seems merely 
a successful below-the-line promotion. 

So, if, after Gujarat, the вур is a born-again political 
force, Modi must surely be its unique selling proposition. 
The man isn't just being credited for the party's victory in 
the state, he has emerged the visible (and saleable) face of 
Hindutva and the party, and wagers are being made 
about when he will make a shift to national politics, and 
as what. If Modi manages to successfully make the shift 
from a dominant regional brand to national market 
leader—and 2003's elections will be the test of that— 
Indian politics will never be the same again. 

SHAILESH DOBHAL 
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a QNO 


The Ute's A Brute 


M&M proves that it is possible to 
build a good-looking Indian SUV. 





M&M's Scorpio: There's a sting in this tale 


T YEAR MAY HAVE SEEN THE LAUNCH 
of the new Mercedes Е Class in 
India—it boasts, ride-by-wire technol- 
ogy—but it is M&M's sports-ute Scorpio 
that's our choice of car of the year. 
The company sells all the 1,300 
Scorpios it produces each month and is 
now upping output to 2,000. Thar, 
despite increasing reservations about 
the Scorpio's ride-quality, handling, 
and engine-noise, should suffice. 
SUVEEN K. SINHA 





DEAL 


Softly Does It 


Patni Computer places $100 m of 
its equity with General Atlantic. 


а А YEAR DOMINATED BY BIG-TICKET 
public sector acquisitions (VSNL, IPCL, IBP 
et al), one significant private equity deal 
got buried under the disinvestment snow- 
ball: the $100 million pumped by rr fund 
General Atlantic Partners, via the equity 
route, into the unlisted software major, 
Patni Computer Systems. The deal is note- 
worthy because Patni wisely decided to 
skip the ІРО route to raise money, thanks 
to sluggish stockmarket conditions, and 
instead opted for a private equity deal to 
raise money. 

BRIAN CARVALHO 
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TE PICK OF 2002 


BT's pick of the best of everything. 


AGENCY 


Let’s WPP The 


Competition 


One-year old WPP Marketing Communications 


is India’s biggest media agency. 


UICK, NAME INDIA’S BIGGEST ADVERTISING 

agency? JWT India (formerly HTA)? No. 

O&M? Wrong again. Mudra? Never mind, 
you aren't going to get this one; the position be- 
longs to the year-old wr» Marketing 
Communications India, part of the eponymous 
$16.5-billion (Rs 79,200 crore) advertising conglo 
created by Martin Sorell. With over 30 clients 
across its three operating divisions, MindShare, 
which buys media for jwr India, Maximize, which 
represents all other conflicting businesses with 
either Ogilvy & Mather and Contract Advertising, 
and Fulcrum, which buys media exclusively for 
Hindustan Lever Limited (for the record, the fast 
moving consumer goods behemoth consumed an 
estimated Rs 700 crore of advertising space in 
2002), wPP Marketing Communications already 
boasts billings around Rs 1,500 crore. 

It isn’t size alone that qualifies wPPMc for 
this honour; the company’s entry into the staid 
calculator and spreadsheet heavy world of media 
planning has revolutionised the discipline. Self re- 
specting media pros are no longer keen to be part 
of traditional full-service agencies. They'd rather 
work for WPPMC, Starcom India (part of the 
BCOM3 network), or Havas Communications’ 
Media Planning Group. 

With a focus on media consulting through its 
Advanced Techniques Group (ATG), non-tradi- 
tional media through BroadMind, and consumer 
behaviour, through Media Consumer Insight 
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SANJAY PANDYA 





WPP Marketing's CEO Andre Nair: Size does matter 


(MCI), WPPMC doesn't just offer customers an av- 
enue to improve their advertising efficiency, it 
provides media pros with an environment in 
which they can excel. 

Expectedly, with one agency now in charge of 
buying media for three of India's largest agen- 
cies—JWT India, O&M, and Contract Advertising— 
2002 has seen a redefinition of the term 'buying 
clout'. But what else would you expect from 
our choice as agency of the year. 

SHAILESH DOBHAI 








Reliance Industries. 
Creating 
an environment 


where life can flower. 


Low emission 


Low waste 
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Low pollution 


Low noise 


Low fuel consumption 


Reliance an ISO 14001 company 
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Reliance 
Industries Limited 


wwwzril.com 
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Ex Ч) PHARMA 


ey High Times Ahead 





WO THOUSAND AND TWO 

ended with some positive 
news emerging out two of the 
beacons of the Indian pharma 
sector, Dr Reddy's Laboratories 
and Ranbaxy. Dr Reddy's got 
a leg up when the US courts 
kicked out Pfizer's appeal against 
the Indian company application 


for new drug application for 
amlodipine malleate. This hap- 
pened on December 18 and the 
Hyderabad-based drug innova- 
tor is headed for the gravy train, 
once it launches in August. The 
market for this drug, for which 
Dr Reddy's stands to get exclu- 
sive rights for three years, is esti- 





mated at $2 billion. Also set to 
rake in the moolah is Ranbaxy, 
which will receive royalties from 
Bayer for a novel drug delivery 
system licensed out to the 
German giant. And then there's 
Sun, Wockhardt, Torrent, 
Dabur. Clearly, the great Indian 
pharma success story will con- 
tinue to be played out in India, 
and abroad in 2003. 

BRIAN CARVALHO 


TELECOM 


Customer 
is King 


Fa MOST TELE- 
com service 
companies, 2003 
promises to be 
another year of 
pain. Falling tar- 
iffs, more competition, lower 
average revenue per user, dis- 
putes on the terms of intercon- 
necting networks—cellular with 
basic, basic with long distance, 
basic with international long- 
distance and other sundry per- 
mutations and combinations— 
litigation woes and continuing 
regulatory stiffness will all add to 
the existing muddle. The equip- 
ment makers—not that there are 
too many Indian companies in 
this category—will suffer too. 
Prices will continue to fall and 
margins will continue to shrink. 
The silver lining will be the sheer 
number of telephony sub- 
scribers—for basic, mobile and 
limited mobile services. The 
number is set to cross the 70 
million landmark in 2003 (from 
50 million currently), a good 
two years before the targeted 
2005. Pity that won't translate 
into profits just yet. 

VANDANA GOMBAR 
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ricia, call center 









bes her job. It's 


rtel Networks™ 


Center and IVR? 
t tools for Patricia, 
like skill-based routing, match customers to representatives 
24/7 via fax, voice mail, Web or, of course, the phone. And 
Computer Telephony Integration (CTI) allows Patricia to see 
customer profiles via a screen pop maximizing each second 


of customer interaction, thank you. Plus the revolutionary 


*1in the Contact Centre, US 2001 (Total Agents speech Recognition self-service system, partnered with the 
& Systems) Infotech, Gartner Dataquest 


Web-based contact center, easily handles 94% of incoming calls. 
So Patricia can focus on creating a mass of loyal clothes hounds 
one individual at a time. It’s just one more way Nortel Networks 
is making the Internet what you need it to be. 


nortelnetworks.com/voiceportalsolutions 






NORTEL 


NETWORKS: 


nortelnetworks.com 


Metro & Enterprise Networks | Optical Long Haul Networks | Wireless Networks 


Nortel Networks, the Nortel Networks logo and the Globernark are trademarks of Nortel Networks. ©2002 Nortel Networks. All rights reserved 
“US, 2001, InfoTrack 


To learn more today, contact Lalitha Ramani at lalitha@nortelnetworks.com 
Tel:91-80-5592088 Fax : 91-80-5587024 
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| OIL & GAS 


| Worst Is Over 


ADDAM AND BUSH MAY SPOIL THE PARTY BUT, ANALYSTS ARE PREDICTING 
growth of at least 1.7 per cent for the oil and gas sector in 2003- 
2004. Don't scoff at that figure: it's an improvement over last year's flat 
growth and the negative growth of the two years before 2001-02. 
One reason for that optimism is straightforward: a better СОР growth 
figure next year. Second reason: The likes of ONGC, IOC, HPCL and 
Reliance are set for improved margins once they get import parity prices 
for kerosene and diesel (which are heavily subsidised today). Softer crude 
prices (currently $28-30) will also help. Once (or if) Messers Bush and 

Saddam pipe down. 
ASHISH GUPTA 





E > NEXT TWO TO THREE YEARS ARE CRUCIAL FOR THE POWER SECTOR 
and 2003 should finally see the Electricity Bill 2001 being passed in 
Parliament, paving the way for power reforms. Only last fortnight, the 
Parliamentary Standing Committee submitted a report on the Electricity 
Bill. Once the government firms up its views on the standing committee rep- 
ort, the bill should be tabled in the Parliament. 

Once passed, the new power laws will take into account issues like theft 
of power (and penalisation), consumer protection and compensation to con- 
sumers. But more than the bill, state governments need to act fast on moder- 
nisation and restructuring of State Electricity Boards so that the privatisation 
can be undertaken in transmission and distribution. 

SWATI PRASAD 













LIQUOR 


Will Be Quicker 


B ACCHUS WILL 

smile again. п 
The numbers P 
may not reflect it: 

Demand for the ` 

80 million-cases-strong India 
Made Foreign Liquor is expec- 
ted to remain pretty much the 
same as in 2002. But the basic 
duty on imported liquor should 
further reduce by roughly 15 per 
cent from the current 182 per 
cent. This is in line with the 
government's commitment to 
the WTO to bring duties down to 
150 per cent by 2004-05. 

The beer industry too could 
be headed for frothier times, as 
governments differentiate it 
from hard liquor. This will help 
open up new distribution chan- 
nels and increase penetration. 
Growth rates should then inc- 
rease from 13-15 per cent to 
18-20 per cent. Cheers! 
MOINAK MITRA 































PETROCHEMICALS 


Reliance On 
Monopoly 


T: E INDIAN 
petrochemicals 
sector can be easily 
substituted by 
two words: Rel- 
iance Industries which, with the 
acquisition of IPCL last year, con- 
trols almost the entire domestic 
market. It ranks eleventh on the 
list of the world's largest polymer 
producers. That position will lik- 
ely improve once the Ambanis 
expand IPCL’s capacities—Reli- 
ance is understood to be looking 
at doubling IPCL’s synthetic rub- 
ber manufacturing capacity at 
Baroda, which now stands at 
50,000 tonnes per annum. The 
capacity of the Gandhar complex 
is likely to rise to 1 million tonnes 
from the current 400,000 tonnes. 
The juggernaut continues to roll. 
SUVEEN K. SINHA 
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Ready for business in ап elegant 
pinstripe single-breasted suit. Cut 
from the Imperial fabric, this suit 


abounds in finer details. A notched 
collar, front darting seams, pick 
stitching and a rear center vent. 


Trust a gentleman to ый 
Know all the right lines. 


He's the international man 
of style. And close to his 
heart is fine dressing. The 
right cut enhances form and 
highlights the trim look so 
very in this year 

And the fabric of choice? 
Reid & Taylor, of course 
Because when style speaks 
anywhere in the world, 

Reid & Taylor is the language. 








LUXURY SUITINGS 


Fax: (0821) 228710 
E-mail: rmys@sanchamet.in 
Available at all leading outlets 


. а/ч 
RCEPT-MRAT 950 Reid & Taylor celebrates yr P 


CONSUMER DURABLES 


Brighter 
Picture 


S INGLE-DIGIT 
growth in 
the Rs 15,000 
crore, 18-20 
million units 
durables market in the year 
2002 hardly reveals the huge 
growth potential of the con- 
sumer durable sector, what 
with penetration still at abys- 
mally low levels—refrigera- 
tors at just 15 per cent, colour 
televisions under 20 per cent 
and washing machines at just 
4 per cent! 

So, will things look better 
in 2003. Well, it is a World 
Cup Cricket year—maybe 
they should host the event 
more frequently—and that 
should do wonders for the 
six million units a year colour 
television (CTV) market in the 
country, and take it back to 
the heydays of late 1990s 
when it grew at an average 
of 23 per cent a year; it grew by 
a mere 9 per cent in 2001-02. 
That, coupled with reducing 
prices in entry-level refriger- 
ators, washing machines, and 
air-conditioners, should pro- 
pel the whole sector to an im- 
pressive 10 per cent-plus 
growth in 2003.Will the pro- 
mos still continue? What do 
you think? 

SHAILESH DOBHAL 
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Brand New Day 


HE PRIVATE SECTOR WILL SET 
the agenda for the life and 


general insurance sectors in the 
coming years. Aggressive adv- 
ertising and marketing will see 
them gain marketshare at the 
expense of LIC, GIC, and its sub- 
sidiaries. Even as the private 


pack builds up a rapidly-burgeo- 
ning network of agents (indivi- 
dual and corporate), another front 
is opening up with banks getting 
permission to market insurance. 

Better market reach, aggres- 
sive marketing, innovative prod- 
ucts and better service should 





help the new entrants step on 
the gas. But not all will be able 
to achieve viable sizes to sus- 
tain wide-reaching marketing 
networks. Within the private 
players’ space, too, there will 
be a lot of churning. 

SHILPA NAYAK 






















CYBER LG 


expand your life 








Need to write CDs on the move? 


Introducing GCC 5240P CD-RW/ DVD-ROM combo drive that lets you burn a CD on your way 


to the meeting. Or watch a movie on a river cruise. Just plug it on your laptop and watch it do 


Features of Portable CD-RW/DVD-ROM Combo Drive 
(GCC 5240P) * With PC MCAI Cord * Read Speed CD Max 24x; 
DVD Max 8x * Write Speed CD-R: 4x 10x CLV; 16x, 24x ZCLV; 
CD-RW: 4x CLV, 10x CLV * Dota Transfer Rate: CD Max 3600 
KB/sec; DVD Max 11080 KB/sec * Access Time CD 1 10msec; DVD 
120 msec * Buffer Size 2 MB with Buffer Under Run Proof Technology 
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SECTORAL FORECAST / 09 


ge Stepping On The Gas 


OMMERCIAL VEHICLES SALES HAVE ENTERED A CYCLICAL UPTURN, THE 

motorcycle segment continues to boom, and—what do you know— 
there actually is a market for modern scooters. Clearly, things couldn’t 
appear better for the beleaguered auto sector. The cars segment, which has 
been flat for two years, is expected to grow at a healthy rate in 2003. That 
augurs well for the ancillaries sector, many of which are getting to work 
with global original equipment manufacturers. “In the near future, 30 per 
cent of our production will go to overseas customers,” says Sona Group 
CEO Surinder Kapoor. 





SUVEEN K. SINHA 


7 я BANKING | 
Nee! On A Roll 


ONSOLIDATION WILL BE THE THEME FOR THE BANKING SECTOR IN 2003. 

The weaker banks will be taken over by strong banks with the 
Reserve Bank of India acting as a match maker. A beginning has been made 
with Nedungadi Bank being taken over by the Punjab National Bank. 
Centurion Bank could be next. There could be joint ventures too with for- 
eign banks picking up stake in some of the Indian banks as has been the case 
with ING and Vysya Bank. There will also be frenetic activity on the asset 
recovery front, as banks attempt to get rid of the non-performing assets on 
their books. 2003 will also be bank IPO time, what with some 11-odd bank 
IPOs waiting in the wings to raise Rs 2,250 crore. 





ROSHNI JAYAKAR 








CAPITAL GOODS 


The Blues 
Won't Stop 


C ONSIDERED 
the core of 
Indian industry, 
the capital goods 
sector ran into 
heavy weather in the late nineties 
and has shown little sign of reco- 
very since. In fact, the sector 
has further declined—2001-02 
growth was 1.1 per cent, down 
from 1.4 per cent in 2000-01. 
The reasons remain the same: a 
differential duty structure, remo- 
val of the price preference policy 
in 1995, high cost finance and 
obsolete labour laws. And, of 
course, the lack of capital expen- 
diture in the economy. 

ASHISH GUPTA 


High Times 
Ahead 


HE YEAR GONE 

by won't be 8 
remembered by D 
the czars of ce- 
ment, Grasim’s 
futile effort to get its foot into 
the door of L&T being the only 
event of note. And 2003 pro- 
mises to be ordinary. Reason: 
the sector needs to be consoli- 
dated (again) fast. Perhaps L&T 
CEO A.M. Naik will create some 
excitement by finally demerging 
his cement business in 2003. 

BRIAN CARVALHO 
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Need your DVD writer to 
have maximum options? 





The new СМА 40208 DVD writer from LG is a versatile genius. Not only does it reads and writes 
DVDs, it does so in all media versions (DVD-RAM, DVD-R & DVD-RW). Moreover, it also enables 
you to burn CDs and watch your favorite movies. Which really makes the choice pretty clear for 


you. Get one for your computer todoy, or get stuck with a writer that supports only one system. 


Features of Super CD/DVD ReWriter (GMA 40208) 
* Read Speed CD-ROM: 32x Mox; DVD-ROM: 10x Max * Write Speed 
CD-R: 4x 8х 12x; CD-RW: 4x, 8x; DVD-RAM: 2x(4.7GB); DVD-R: 1x, 
2x(4.7GB); DVD-RW: 1x(4.7GB) * Data Transfer Rate: (Sustained) CD 
Мох 4.8 MB/s; DVD Mox 13.8 MB/s; (Burst) Ultro DMA Mode4: 
66.6MB/s Max; Multi word DMA Mode2: 16.6MB/s Mox * Access Time 
CD-ROM 110msec; DVD-ROM 130 msec; DVD-RAM 150 msec 
* Buffer Size 2 MB with Buffer Under Run Prevention Technology 
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STOCK-WATCH 2003 


10 For 
Tomorrow 


Analysts, fund-managers, and our own 
writer pick 10 stocks for 2003. 


SBI: The country's biggest bank is trying to get 

bigger and meaner: 2003 will mark its efforts to 
make it big in retail banking and reduce non per- 
forming assets. 


M&M: The success of the Scorpio and pay-offs 
from the company's cost-cutting measures could 
make people overlook M&M's hidden treasure: 
its telecom-software subsidiary, MBT. 


Ranbaxy Laboratories: Its US subsidiary is in 
orbit, and it boasts lucrative generics and 
molecules pipelines. 


Reliance Industries: With its pan-Indian 
telecommunications play taking off, and its 
petroleum marketing one set to, RIL is certainly 
a scrip worth watching. 


TVS Motor: The company that everyone was ready 
to write off rebounded in 2002 with a best-selling 
product, Victor. With its second quarter sales up 65 
per cent, TVS Motor looks set to ride into the sunset. 





SHILPA NAYAK 
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SCAMSCAPE 


What Will It Be 
This Summer? 


Summer is the season for scams in India. Will 
2003 see another? 


T YEAR THAT WAS, 2002, PASSED WITHOUT A MAJOR 
stockmarket scam. Yes, there was the G-sec (that's govern- 
ment securities, duh!) orchestrated by Home Trade's Sanjay 
Agarwal, a rogue broker, and a co-operative bank Chairman, 
Sunil Kedar, but it wasn't directly related to stocks—although 
it was widely rumoured that the money that went into non- 
existent G-secs actually went into equities. Public memory of 
Ketan Parekh may still be fresh, but the K-10's amazing run was 
way back in 2000-01. 

The stockmarkets went 
through some change for the 
better in 2002: T+3 settle- 
ment, dematerialisation, and 
the introduction of some 
stringent norms. That doesn't 
mean 2003 will be scam free, 
just that the chances are re- 
mote. The old buzz about 
derivatives being the source 
of the next big shenanigans 
refuses to go away. Some 
brokers believe that position 
limits of Rs 50 crore per bro- 
ker per scrip is too high when 
compared to marketwide lim- 
its for a scrip. For instance, 
they argue, an open position 
of 12 members could theoretically breach the Rs 58- crore mar- 
ketwide limit on the Satyam Computer scrip. And the concen- 
tration of positions could trigger a crash. These arguments are 
backed by references to the crash of 2001, which many of these 
brokers believe to have been caused by the lack of any limits on 
the positions of lenders in the Automated Lending and 
Borrowing Mechanism (a securities lending product that pro- 
vided a window for traders on National Stock Exchange to bor- 
row securities to meet their payments obligations) and BLESS 
(Borrowing and Lending Securities Scheme), although there 
were stringent limits on the positions of borrowers. 

If it isn't derivatives, it could be something else: with 
analysts predicting the return of a bull market—fertile con- 
ditions for a scam—the regulator better watch out. 

ROSHNI JAYAKAR 


left): Home Trade CEO Sanjay 


Any guess? (clockwise from bottom 





Agarwal, UTI's former chairman P.S. 
Subramanyam and broker Ketan Parekh 
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Need a faster CD writer? 


Try the fostest. The new GCE - 8481 B from LG. With a lightning fast 
CD-RW speed of 24x, it is the best and the fastest that there is, 


Reason enough for you to get one for your computer today. 


Features of 48x CD ReWriter (GCE 8481B) * Read Speed 48x 
Max * Write Speed CD-R 48x CAV * Data Transfer Rate: (Sustained) 
Max 7.2 MB/s; (Burst) PIO Mode4 16.67 MB/s; Multi DMA Mode3: 
16.67 MB/s; UDMA Mode2: 33.3 MB/s * Access Time 100msec 
* Buffer Size 2 MB with Superlink Buffer Under Run Prevention 
Technology 
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MARKET 2003 


Sensex 
Sensibilities 


There are the usual caveats, but analysts expect 
to ride a slow bull into 2003 and beyond. 


Which Way Will The Worm Turn Now? 


3,900 3,712.74 
Ғер. 26, 2002 
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Figures are Sensex closing points 


WES THE MARKET SUDDENLY RISES SOME 13 PER CENT 
towards the end of the year, after remaining in a 
bear-grip throughout, even die-hard pessimists can't help but 
look at the next year through hope-tinted lenses. That's ex- 
actly what happened in 2002. *I expect a slow and steady 
bull market in 2003," says Deepak Mohoni, СЕО, 
Trendwatch.com, an investment advisory service, *but I 
wouldn't be surprised to see a new bull market high." 
Mohoni won't find too many backers but most stockmarket 
watchers do expect the Sensex to trade in the 3,500-4,000 
range for much of 2003, a distinct improvement over the 
abyss that was 2002. 

Already, signs of a rally are evident: the stocks of most 
companies are moving up (the proportion of stocks that 
gained to those that lost is steadily increasing), and the econ- 
omy seems set for a better run in 2003. If there are any 
favourites at the 2002-03 cusp, it must be the banking, in- 
formation technology, and auto sectors. Fund managers like 
the new-found aggression banks are showing in recovering 
loans. Our recommendation: pick stocks from these sectors, 
or from any other you deem fit, but better buckle up. 

ROSHNI JAYAKAR 


ANALYSTSPEAK 


Market Futures 


Ten analyst predictions for the 
market in 2003. 


JIGAR SHAH, Head of Research, KRC stockbrokers 
SENSEX-WATCH: In 2,800-3,400 range 

SECTOR-WATCH: Pharma, Oil and Gas, Auto, Banking 
MARKET-MOVERS: Positives include economic and 
corporate stability. However, concerns over the fate 
of reforms could offset these 


PARAS ADENWALA, Head Equities, Birla Mutual Fund 
SENSEX-WATCH: No numbers, but generally bullish 
SECTOR-WATCH: Pharma 

MARKET-MOVERS: A lot will depend on the Budget 


RAJAT JAIN, CIO, IDBI Principal 

SENSEX-WATCH: 3,800 for Sensex by 2003-end 
SECTOR-WATCH: Banking, Pharma 

MARKET-MOVERS: Attractive valuations and interest-rate 
movements could drive money into equities 


MANISH CHOKHANI, Director, Enam Securities 
SENSEX-WATCH: 4,000 

SECTOR-WATCH- Commodities, Two-Wheelers, Banks, IT, Pharma 
MARKET-MOVERS: Positives include economic fundamentals, 
corporate performance, and interest rate movements 





SUHAS NAIK, Fund Manager, Equities, ILFS 
SENSEX-WATCH: At least 3,700 

SECTOR-WATCH: IT, Banking, Auto, Pharma 

MARKET-MOVERS: Positives include fundamentals of the 
economy and impressive corporate results 


SHILPA NAYAK 


BUDGET 2003 


What To Expect 


Here’s what we will and won’t see in UB 2003. 


The budget will be investor-friendly and remove the tax on 
dividends and long term capital gains 


It will rationalise customs duty structures to bring them 
in line with World Trade Organisation requirements 


It may bring down the corporate tax rate from 35 per cent 
to 30 per cent, the peak rate of individual tax 


It could set in motion the process to increase 
foreign investment caps in certain sectors 


And it will drastically increase government investment 
in agriculture and rural infrastructure 


But it will not attempt to cut either food 
or fertiliser subsidies, a political minefield 


It will not do anything that could lead to a reduction 
in government expenditure 


It is unlikely to remove existing tax exemptions on 
infrastructure and housing bonds 


It will not reduce the interest rate on small savings 
instruments any further than it already has 


And it is unlikely to fully de-regulate the administered 
pricing mechanism on petro-products 
ASHISH GUPTA 


REFORMS 2003 


Second Gen In 2003 


That’s unlikely, but don’t count the government out. 


INE STATES ARE SCHEDULED TO GO TO 
polls in 2003. The year after, 2004 will 

see the next general elections. And anti-refor- 
mist groups such as the VHP and the Bajrang 
Dal were the Bharatiya Janata Party’s allies 
in its resounding victory in the recent polls 
in Gujarat. “I don’t see any significant re- 
forms till the elections are over,” says Surjit 
Bhalla, Director, Oxus Research. Others, such 
as NCAER Chief Economist Shashanka Bhide 
laswant . take a cue from the recent spurt of econo- 
Ad it be aiu ` . mic legislation—some 35 bills were passed 
redux in '03? in the first 27 working days of the winter 
session of Parliament—and believe reforms 

will continue. “The government needs something to show in 
terms of economic results,” says Bhide. Our take: wait till 2004. 
ASHISH GUPTA 
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GDP-WATCH 


10 Future Calls 


Ten eco-watchers proffer their estimates 
for key eco statistics in 2003-04. 


S. NAREN 

Head of Research, HDFC Securities 
GDP GROWTH: 6 per cent 
INDUSTRIAL GROWTH: 5 per cent 
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JIBAN K. MUKHOPADHYA 
Chief Economist, Tata Group 


GDP GROWTH: 6-6.5 per cent 
INDUSTRIAL GROWTH: 7 per cent 
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ADIT JAIN 

Country Director, Economic Intelligence Unit, The Economist 
GDP GROWTH: 5.5 to 6.5 per cent 

INDUSTRIAL GROWTH: 6.5 per cent 


SURJIT S. BHALLA 
President, Oxus Research 

GDP GROWTH: 6.5 per cent 
INDUSTRIAL GROWTH: 8 per cent 
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JAMES DANIEL PAUL 

Group Economist, Murugappa Group 
GDP GROWTH: 6 per cent 
INDUSTRIAL GROWTH: 6.5 per cent 


12 


TRENDS 2002-2003 


ECONOMY 2003 


Will ‘03 Be Better? 


Yes, yes, yes, and it is time you popped the bubbly. 


RAJAT BARAN 


S A PEOPLE WE ARE 
eternal optimists, 
believing, misguid- 
edly, that when 
you are at the bot- 
tom, the only way to go is up. 
Actually, there’s no limit to the 
depths individuals, companies, 
even countries can plumb, but 
the sanguineness displayed by 
economy-watchers on what's in 
store for India in 2003-04 does- 
n’t, at least in this case, seem 
misplaced. Don’t scoff at 
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Andrew Holland, the Executive 
Vice President of investment 
bank psp Merrill Lynch (DSPML) 
then, when he says, *We expect 
the Indian economy to grow at 
5.7 per cent next year, which 
is likely to be very attractive in 
the global context." Or at stock- 
trading firm HDFC Securities’ 
head of research S. Naren, who 
is looking forward to a 6 per 
cent growth in GDP in 2003-04. 

Such confidence stems from 
a belief that things will get bet- 


ter in the agriculture sector— 
they probably will. In 2002-03, 
the sector will likely register a 
negative growth, courtesy the 
poor monsoon. "Even a 3 per 
cent growth in agriculture," 
argues Kirit Parikh, the Dir- 
ector of the Indira Gandhi 
Institute of Economic Growth, 
“will actually mean a 4-5 per 
cent growth, and add 2 per 
cent growth to the Gpp.” Indus- 
try, which will grow by 4.5 
per cent this year, is expected 
to do one better next year on 
the back of increased activity in 
the roads and housing sectors. 
“In addition,” says DSPML’s 
Holland, “urban consumption 
will remain buoyant, spurred 
by the increasing availability 
of cheap credit.” Evergreen 
services will chip in with a 
strong 7 per cent growth in 
2003-4, and the current 11 per 
cent growth in India’s exports 
indicates better things to come. 
Better still, the recent increase 
in imports of capital goods 
indicates that India Inc, after 
three to four years spent in the 
pursuit of efficiency, may be 
ready to re-enter the expan- 
sionist mode. Welcome to 
Xander zone. 

ASHISH GUPTA 


170 The CEO Listing 


The global Indian CEOs and the Indian men and women 
most likely to take over the global corner rooms. 


178 Code-Jock Factory | 
How Tamil Nadu made a winning proposition out of 
supplying Silicon Valley its software talent. 


184 The United Colours Of Entrepreneurship 
One company alone has been responsible for churning out 
some 90 entrepreneurs. The company: Wipro. 


186 The Lever Legacy 
Hindustan Lever 
managers have gone on 
to make it big in a range of 
industries. What makes 
Lever execs special? 


188 The Citi-Slickers 
Did you know, that 
Citigroup is one of the 
biggest producers of 

global Indian execs and entrepreneurs? 





192 The Dazzling Dabbawalas 
Mumbai’s dabbatwalas show how Indians can be super- 
efficient when they set themselves to it. 


194 The Quality Bug 
The world’s toughest quality assessment for software 
companies is the SEI CMM 5. And guess which country 
has the most of it? India, of course. 


196 The Power of Co-operatives 
What happens when people decide to organise themselves 
to generate value? They do brilliantly well. Just ask Amul. 


198 Brain Distillation 


On India’s global brainpower institutes, the IITs and the IIMs. 


200 Against All Odds 
One small step for the Tatas and a giant leap for the Indian 
automotive industry. Why the Indica is India’s car. 


204 20 For The World 
Watch out, world, 
here they come. A 
profile of 20 Indian 
companies that could 
succeed globally. 





221 India’s Competitiveness 
In Numbers 
How India stacks up 
versus the world. 
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Letter From The Editor-In Chief 
Index 
Overview 


Outlook 2003 

Had it rough in 2002? Cheer up. 
By all accounts, 2003 will bea 
much better year for the 
consumer and the marketer. 


The Pick Of 2002 

The best deal, the most high- 
profile IPO, the biggest merger, 
the best headhunt... in other words, 
the best of everything in 2002. 


Newsmakers 

The men, and the women, who 
hit headlines for whatever reasons. 
Included: Sanjay Agarwal of Home 
Trade, and Azim Premji of Wipro. 


People To Watch 

Who are the CEOs and executives 
you should be keeping an eye on in 
2003? BT presents its shortlist of 10. 


Lifestyle Lens 

The things you should throw out 
with 2002, and the things you will 
need to live it up in 2003. Hint: It 
includes an underwater jet-ski. 


10 Biz Trends For '03 

Some crystal-gazing to foretell 
tomorrow's business trends today. 
Worryingly, xenophobia comes 
right on top. Small mercy: We 
predict you'll party harder in 03. 


The Best Of BT: 2002 

A bit of permissible—and, yes, well- 
deserved—trumpet-blowing for BT. 
A sampling of some of our best 
stories of 2002. 








FEATURES 


90 India's Century: The 
Making Of A Winner 
Despite the general 
pessimism, India has a lot 
going for itself in the new 
millennium. A look at 
everything that makes 
India a winner. 








104 India's Winning Moments 
From TCS' first foreign customer to the death of the 
Licence Raj to GE's first call centre in India. A list of 15 
events that made India proud. 


128 The Urge To Win 
Why do some nations win and others don't? Fine, 
economics offers a lot of reasons. But the one solution is 
just to go out and win. 


130 Are Indians Competitive? 
That's a question we posed to more than 1,000 Indian 
citizens with varying levels of responsibility. An exclusive 
BT-ORG-MARG survey. 


146 Sectoral Snapshots 
Falling tariff barriers, 
changing consumer needs, 
and new trade regulations 
are rewriting the rules of 
the game across sectors. Can 
Indian industry win? We 
look at the 10 most 
important sectors and 
rate their global 
competitiveness. 


152 Slow And Steady 
Indian companies enter the world market with such 
crippling disadvantages that any overnight change in strategy 
is virtually impossible. What should they do? 


156 It's All In The Mind 


Psychologists say the 





Indian psyche isn't made 
for winning. May be they 
are right. But there's 
nothing to stop that from 
changing. We can win. 


164 The Global Indian 
Executive 
Arun Sarin of Vodafone, 
Rajat Gupta of McKinsey, 
Aman Mehta of HSBC... 
just why are globocorps 
lapping up Indian execs? 
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ONGC (Rs 25,025 crore) 
(www.ongcindia.com) 
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Pfizer India (Rs 243 crore) 207 
(www. pfizer.com) 
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Ranbaxy Labs (Rs 2,388 crore) 154 
(www.ranbaxy.com) 

Reckitt Benckiser (Rs 596 crore) 176 
(www.reckitt.com) 
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(www.ril.com) 


АШОРИ РУОР ete res АГЫМ 
Satyam (Rs 1,799 crore) 210 
(www.satyam.com) 
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(www.tatasteel.com) 

Tata Consultancy Services : 
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(www.tvs.com) 

MI pu M E чле Lu a 
Wipro (Rs 3,617 crore) 219 
(www.wipro.com) 

тс ——— — ái 
Zee Telefilms (Rs 470 crore) 12 
(www.zeetelevision.com) 
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Presenting the world’s first TFT-LCD colour phone 


SAMSUNG e i 


TET ICN screen makes images come alie * 16 nnlupnhonic musical rina tnne is music to unur ears 
| ( 


Mobile Phones 
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CV лр‏ وک یز ا 


Letter From The Editor-In-Chief 


OMETIMES, INDIA CAN BE A DEPRESSING PLACE 
to be in. As the French saying goes: Plus ca 
change, plus c'est la meme chose. That is, 
the more things change, the more they 
remain the same. Sure, ours is the second- 
fastest growing of the world's top economies, but 
we still benchmark ourselves against our own his- 
torical growth rates, and not against faster- 
growing economies. More than 50 years after 
Independence, we are still faced with crippling 
power shortages, pot-holed roads that pass for 
highways, antiquated airport and seaport facili- 
ties, and one of the least developed social sectors. 
We have to invest billions of dollars in each if we 
are to become a modern economic superpower. 

No doubt, we have made rapid strides in 
manufacturing and services sectors, which, com- 
bined, are three times the agricultural sector 
today, but we still look hopefully at the monsoon 
clouds to predict how well the economy will do 
that particular year. We are the second-largest 
producer of wheat, but more than a quarter of 
our people live below the poverty line, because 
the surplus foodgrains, instead of being shipped 
to the hungry, are allowed to rot in govern- 
ment-owned warehouses. The stockmarkets are 
shallow and lifeless, and our financial behe- 
moths stink with the smell of growing NPAs. 

The bureaucracy, of course, remains as stifling 
as ever, even as we pay lip-service to reforms. 
The government's biggest expenses are not on 
development, but on unproductive factors such 
as wages and debt servicing. It doesn't matter 
what party or parties form(s) the government. 
Their preoccupation still is petty politics and 
not nation-building, which can only happen if 
there is a robust economic agenda. That's a rea- 
son why while smaller nations such as Malaysia, 
Thailand, South Korea and many others have be- 
come globally competitive, a country several 
times bigger and with greater human capital 
and natural resources, trails behind. One of our 
main tragedies, I think, is that we are a smart 
people with a dumb government. 

Ironically, though, out of this morass of 
contradictions emerge Winners. Considering 
the constraints they are faced with, it's a miracle 
that we have any Winners at all. Look at IT 
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services, pharmaceuticals, or even manufactur- 
ing. You'll find companies that have beaten 
the odds through sheer dint of commitment 
to become a global force in their industries. 
And that's what this special issue on the occasion 
of our 11th Anniversary is all about—winning. 
It is an attempt to put aside the usual gloom and 
doom that we so like to wallow in, and focus on 
winning. To look at what we have achieved, 
what we can achieve, and all the Winners— 
Indian people and companies—in India and 
elsewhere in the world. Believe me, you'll be sur- 
prised at what you discover. 

At the end of it, you will conclude—like I 
have—that India can win. It can become the 
global economic powerhouse of its dreams. For 
that we will, first, have to shed our celebrated 
fatalism, learn to draw up strategies independent 
of the government, take the plunge and invest in 
infrastructure, think global and, above all, have 
the courage to dream big and believe in ourselves. 

On that happy note, let me wish you 
A HAPPY and PROSPEROUS NEW YEAR. 


е 


AROON PURIE 


SAMSUNG SAMSUNG DIGIT. 


everyone's invite 


Worid's Biggest , с 1 ч AS Innovative 
PC Monitor ы Design 


THE NEW SAMSUNG 24" TFT LCD PC MONITOR ~ 
* HDTV Ready (10801, 720p, 480i/p) 

* Ultra-High Resolution (1920x1200) 

* 3D Virtual Dolby Surround 


Buying a PC, buy it only with SyncMaster PC Monitor 


SyncMaster 171P SyncMaster 171MP 8% 
Designed Бу FA Porsche, Multi-function PC monitor « HDTV т 
Intriguingly stylized * Complete multimedia solutions ^ 
* 360" rotatian * Connects to VCR; DVD. 


* Style statement for Camcorder, Audio, PC. Air/Cable Ё 
top executives + Comes with remote 


— SyncMaster your PC 


r demo and purchase queries сай on 9622010101" or e-mail us at marketing®samsungindia.com www.samsung.com/india 
entra Service available in select ойж wy 


www.buildurpc.com 





RAJEEV CHANDRASEKHAR 


The Cookie Crumbles 


BPL Communications’ CEO must be hoping for a better 2003. 





BPL's Chandrasekhar: Fighting 
on all fronts 


9 3v434d0 


YAY 


Г JANUARY 2002, FORMER INTEL 
employee and СЕО of BPL Com- 
munications, Rajeev Chandrasekhar, 
was on top of the world: the merger 
with the Birla-Tata-AT&T combine 
seemed set to go through with ВРІ. emer- 
ging the single largest shareholder and 
he himself looked a shoo-in for the CEO’s 
post. But litigation with BPL’s share- 
holders delayed the merger and the 
combine (now called Idea) seems to 
have lost interest. So Chandrasekhar is 
left to nurse four cellular circles, 1.1 
million subscribers, and Rs 1,400 crore 
in debt. As Chairman of the Cellular 
Operators Association of India, Chan- 
drasekhar must be hoping the Telecom 





Disinvestment Minister Shourie 
Rock solid 


ARUN SHOURIE 


Mr Persistence 


Shourie wants to privatise. 
Can he? 


А: TER SEVERAL SETBACKS 

including opposition from 
several of his Cabinet colleagues— 
the Union Disinvestment Minister 
had finally managed to get the 
disinvestment process back on 
track by 2002-end. The new year 
will bring with it a fresh set of chal 


Dispute Settlement Appellate Tribunal 
creates a level playing field in telecom—it is currently skewed in 
favour of basic telephony companies. And that the merger goes through. 

SUVEEN K. SINHA 


lenges and the same old oppone 
nts. Shourie is ready for them all 


ASHISH GUPTA 


етае To 
The World? 


Ravi Deol wants to take Barista global. 


"INE, RAVI DEOL MADE BARISTA ONE OF INDIA'S 
fastest growing brands—and its fastest grow- 

ing coffee chain—in 2002, but that is not why he 
figures here. Deol's sights are now set on a 
global presence for the chain, In 2002, he roped 
in Yogesh Samat as Chief Operating Officer 
(coo); Samat will focus on the Indian ops, leav- 





ing Deol free to realise his global ambitions for Barista's Deol: Enjoying his cuppa 

the chain. On December 19, 2002, Barista took 

its first tentative step towards becoming a global 

chain by opening an outlet in Colombo, Sri CibaGeigy, Wipro Lighting, and Coca-Cola India 
Lanka. Next stop: Dubai, and then, Europe. exec. “Now we are ready to roll into larger and 
“We created the largest speciality coffee chain in more evolved geographies.” 


South Asia in two years,” gushes the former ABHA BAKAYA 
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LIFESTYLE LENS 


After hours trends for the new year. 


EXECUTIVE FASHION 


Clothes Maketh The Exec 


At work, and at play, we are likely to see a better-looking 2003. 


THINGS TO THROW OUT WITH '02, AND THINGS TO USHER IN WITH ‘03 


Men 

Formal Shirts 
Collars 

Formal Trousers 
Ties 

Watches 
Jewellery 
Formal Shoes 
Casual Shoes 


Women 
Formal Wear 
Trousers 
Sleeves 
Jewellery 
Formal Shoes 
Casual Shoes 


OULD YOU CONSIDER 

wearing a deep-blaze shirt 
to your next board meeting? No. 
Well, some of India's best-known 
designers think you should. The 
white or powder-blue shirt, they 
point out, may well be on its way 
out—at least temporarily. “We’ll 
definitely see more of this in the 
coming year," says designer J.J. 
Valaya, who swears that whites 
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Out 


Cream, White, Blue 
Button Down 
Pleated 
Conversation; Theme 
Chunky-sporty 

Big 

Mocassin-types; Monks 
Flat-toe boots 


Indian dress suits 
Cotton casual 
Short 

Clunky gold 
Pumps 





and blues have already started 
making way for bolder colours 
in most exec wardrobes. A splash 
of colour will definitely brighten 
up regulation gray, blue, or black 
suits. If you wear the right tie, 
adds fashion consultant Prasad 
Bidappa. “Daffy is out,” he says. 
“If you wear daffy stuff you need 
to have your head examined.” 
Save that Stuart Little tie, though. 






In 


Solid Colours 
Cut-away 
Flat-fronts 
Solids _ "ES. 
Chunky-bejewelled 
Discreet 

Lace-ups 
Old-fashioned boots 






Sarees 
Lycra-fitted — 
Long = 
Sleek platinum == 
Pumps 

Flat-soles 





Women execs will continue to 
spend 2003 looking for the per- 
fect western suit; yes, we're aware 
there are many claimants, but few 
live up to the promise. The saree 
could make a come-back and 
2002's innovation, lycra slacks 
worn with a short tunic, is here to 
stay. And oh yes, remember 
Friday dressing? Well, that's our. 

ABHA BAKAYA 


Please 


„ж x 
ECOTEL 
The Hallmark o! 
Environmentally Sensitive Hotels 





fasten your 


green 
Delt. 


Delhi's first five star Ecotel business hotel is here. 


Presenting 
Uppal's 
Orchid. A 


brand- 


dimension 





in five star luxury. Where comfort 
seamlessly blends with a commitment 
towards the environment. To give you 
the difference between business 
of pleasure and the pleasure of 
doing business, For corporate 
captains no longer desire a piece of 
high-rise. They deserve peace of 
mind. And that's what we at 


Uppal's Orchid offer. Ten dream acres of 


TRITON/D/02/3002R 


ATE E.N 





Fie Oe vu E JY, 


sprawling landscape with a nine hole 
putting green, tennis courts, health 
club, speciality and world cuisine 
restaurants. As if that weren't enough 
a swimming роо! with а barbecue 
grill. And to top it a the most 
sophisticated Business Center with 
the latest in modern-day business 
Support 
systems 
All of 
which is 


just five 





minutes 
from the airport and the new business 


district of Delhi. Have a fruitful stay 


UPPAĽS 
ORCHID 


N ECOTEL HOTEL 





Dime, bk A 





UPPALS ORCHID - National Highway 8, Near IGI Airport, New Delhi - 110037. Tel: +91(011) 2506 1515. Fax: +91(011) 2506 1516 
REGIONAL OFFICES - Mumbai: +91(022) 2616 4040, Bangalore: «91(080) 527 8547. 
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TOYS 2003 


We Can't Wait 


Some cool thingamajigs are on their way to shelves in 2003. 
/ 


MULTIFUNCTIONAL 
DIGITAL EGG 
This pendant size digital 
playground made by 
SuperCam CyberTech is 
armed with eight video 
games, takes still and 
video-pics, and plays rM. 
Don't worry, it's haploid. 


TALKING TOOTH 

This molar implant converts data from a 
mobile phone, radio, or computer into 
vibrations that reach the inner ear. 
Result: it^s as hush-hush as you can get. 








SHARP PERSONAL 
VIDEO PLAYER 
It fits into your palm, records 


Tv shows or movies onto remov- 


able media cards in MPEG-4 for- 
mat, stores them, and lets you 
view them when you are ready. 


T6262 PORTABLE LIE DETECTOR 
The TG262 analyses voices, over the 
phone and in person and displays a 
Truth/Lie result immediately. 


TABLET PC 

Your wait to meet the 
future of the laptop computer 
ends here. You can take 
notes on it, use it like a 
conventional laptop, and, 
best of all, lug it around like 
a old-fashioned notebook. 
There have been several 
Tablet Pc launches already. 
We like them all. 





SEGWAY HUMAN 
TRANSPORTER 

Chances are, you won't see 
too many of these in India. 
Still, if you happen to work 
for a company with a huge 
campus, picking up one 
isn't such a bad idea. 





UNDERWATER JET-SKI 

It looks like a steering wheel, 
but actually is the lightest, 
most efficient propeller for 
divers, yet. Needless to say, 
please use this only underwater 


DIGISETTE DUO 
E-CASSETTE 

It looks like a cassette but is 
actually a hi-tech audio 
player. Use its high-speed USB 
connection to download files 
onto it, tote it like a MP3 
player or, here comes the nub, 
insert it into any ordinary 
cassette player and listen 
to the music play. 


Mentorix, 
General Mills India Pvt. Ltd., 


Epicenter Technologies, 

amsung Engineering, 

If Lubricants, Parker Hannifer, 
Perkin Elmer, 








The winner takes it al 


HiranandaniBusiness Park 


Powai, Mumbai. 


Hiranandani Business Park, an address shared by 74 corporates, the cream of fortune 500 companie 


& the best of corporate India from diverse industry segments, with 10,000 employees working 


) 
its premises spread well over 1,000,000 sq. ft... proves what we have always believed ir 


That excellence attracts excellence and that is what makes a winner, who finally takes the best of all 


Easy Accessibility: 
• Proximity to International, Domestic Airport & Highwa 
e Easily accessible by Rail & Road * Major growth cente 


the vicinity like SEEPZ & MIDC * 8 five-star hotels 





Infrastructure: 

* Dual-feed power supply from TATA & BSES 
• Fiber optic cable backbone 

* Digital exchange in the vicinity 

e Large floor plates - upto 30,000 sq. ft., per f 


World of conveniences available in the Business Park: 
• 6 banks & ATMs • RODAS - an Ecotel hotel 

e 24-hr. coffee shop * Multi - Speciality hospita 

(Under Construction) 


e Residential leasing options available 





Offices available on lease / outright basis. Area 1000 to 2,50,000 sq. ft. 


Olympia, Central Avenue, Hiranandani Business Park, Powai, Mumbai - 400 076 
E-mail: pathare.ashutosh @ hiranandani.net + website: www.hiranandani.com 


Tel. : 2576 6734 / 45 • Fax : 2570 6444 Hiranandani 


Ashutosh : 9821054714 • Anil : 9820235991 creating better communities 
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FITNESS 


Fit In ‘02; Fitter In ‘03 


I’ve got it all worked out for 2003. And size 31 jeans are very much part of it. 


"LL TELL YOU WHAT I DID ALL OF 

2002 and why I’m not going to 
do any of that—well, make that a 
lot of that—in 2003. In 2002, I 
put in four days a week of inten- 
sive gym workouts—20-25 min- 
utes of cardio, followed by 40-45 
minutes of serious weight training. 
I ate four or five small meals a 
day, controlling the carbohydrate 
and being generous with the pro- 
tein. And I began supplementing 
my diet with doses of L-carnitine. 
I cut down on alcohol—to about 
three glasses of beer a week. 

And while I followed this reg- 
imen, I saw the results and I see 
them now as I stand in front of 
my bathroom mirror in the buff. 


WORKOUT 


The love-handles at the waist have 
gone without a trace, I’m less 
jowly around the face and, though 
the six pack isn't a reality yet, 
you could certainly call my mid- 
section a four-pack. What's more, 
my 32W 501s need a belt these 
days. So why am I not going to do 
what I did last year? Because our 
bodies get used to routine. The 
clever among the fitness conscious 
know that and keep varying their 
workout schedules. 

I could, in 2003, do that, but 
l've chosen a different path. And 
here's why. As most of you trendy 
readers are aware, muscle mass is 
out and lean is in. And as any 
frequent lifter knows, too much 
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lifting is always equal to bulkier 
muscles. So here’s my new regi- 
men for 2003: More cardio, loads 
of stretching and just a 20-minute 
weight training schedule that goes 
easy on the weights. The only 
thing that will remain pretty much 
the same will be my diet, although 
the mega pack of L-Carnitine that 
resides on my fridge top is going 
to go out the window. Instead, ГІ 
have added glasses of green tea, 
rich in catechin polyphenols, 
chemicals that act both as an an- 
tioxidant and as a metabolism 
booster. Next year, I hope the 
stores stock 5015 іп odd sizes. PII 
be looking for 31s. 

MUSCLES MANI 


Is This The Best Gym In India Or What? 


Mumbai's gym rats сап now work out in the fabled Gold’s Gym. 


TS FIRST GYM OPENED IN 1965 IN VENICE, << 


California, better known as Muscle Beach. Since 


"ыы IE WO 


then Gold's has been recognised as the home of ser- 
ious workouts. And expanded too. At last count to 
650 locations in 35 countries. Including the most 
recent one in Mumbai. Expect no frills at Gold's 
Gym. And if you're not serious about gymming, 
Gold's ain't for you. For, at its 14,000 square 
feet Napean Sea Road branch, everything is about 
working out: 29 treadmills, cardiovascular work- 
out equipment, weights, Smiths, Lewises, instruc- 
tors trained in Venice, the works. Added attraction 
for glitz seekers: Gold's first branch is where a large 
part of the documentary, ‘Pumping Iron’, starring 
Arnold Schwarznegger was shot. 

SHILPA NAYAK 
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Working Out: Worth its weight in gold 
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| | This festive season, fly Executive Class on our 


| | | | | | | | | | | % 2 2 domestic flights (between Nov 01, 2002 and Jan 31, 
s 2003) worth Rs.1,00,000 for one free return ticket, 





| | | | | | | and worth Rs.1,40,000 for two free return tickets on 
PEN Business Class to any destination on our overseas 
N 0v | j ] an } | i ) ( ( } network. So think big. Fly Indian Airlines. 





И ереен 


Indian Airlines 
www.indian-airlines.com 
Fot more information and bookings, please contact the nearest Indian Airlines Booking Office or an approved Travel Agent. 
Also available on the Executive Class Bonanza - * Weekly lucky draws on all metro routes * Exclusive hospitality packages 
at the Taj Group of Hotels in select cities** * Free FFP enrolment * Your choice of cuisine from Indian, Jain to low 


*Conditions apply. ** Valid up to Jan 15, 2003 only. ***Due to overwhelming response, look out for an extension of the scheme. 








NOCTURNALIA 


Cities Of The Night 


Nationwide nightclubbing became an 
obsession with the smart set. Expect the 
trend to accelerate in 2003. 





Nightclubs: The hottest destination for the young and hip 


UMBAI HAS ALWAYS BEEN PARTY-TOWN, AND 
Bangalore has a profusion of pubs trying to do the 
night club scene, but 2002 saw Delhi and Kolkata catch 
up. Chennai’s Park Sheraton boasts a nightclub too, 
Dublin, but there is not much that can be said about 
nightlife (what was that again?) in the city. To let-me- 
flaunt-my-wealth-in-your-face Delhi must go the credit 
for infusing life into a dormant business. Pubs, nightclubs, 
and bars proliferated. And the trend caught on in other 
cities too. The year also saw the emergence of the pub- 
nightclub brand. rrC's hotel chain launched its nightclub 
Dublin nationally, across three centres, and stand-alone 
successes such as Mumbai’s Athena and Velocity, and 
Bangalore’s Opium are wasting no time in going national. 
The business is as formulatic as it gets—get the music, 
the liquor, and the crowd management scene right 
and you’re set for life. Not too many of the smaller pubs 
and nightclubs will live through 2003—already, a third 
of Delhi’s new nightspots have shut shop, or soon 
will. But with several big launches planned for early 
2003—Athena in Bangalore’s Leela and Indage’s LA-in- 
spired bar in Mumbai—the party looks set to con- 
tinue into the foreseeable future. Hic calix! 
ABHA BAKAYA 
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HOTSPOTS 


Nightclubbing 


A snapshot of the hottest 
nightclubs in the country. 


Delhi/ Ssteel 

Delhi^s most happening spot 
circa December 2002 had 
several things going for it: A 
warehouse feel, the city's long- 
est single-piece bar counter, 35 
Vodkas, 75 whiskies, and 30 
beers, a wooden dance floor, and 
амр enclosure (remember, this 


is Delhi) that boasts its own exclusive bar. 


Mumbai/Athena 

Drive up to the elegantly lit-up 
Athena, hand your car to the 
attendant, glance at the celebs 
lining up to get in behind you 
(losers!), drift through the 
champagne and cigar lounge, 
the restaurant, the Buddah 
lounge, sample any of the 180 
wines on offer...and wake up. 


Bangalore/Opium 

With DJs flown in from 
London and Spain, glamour 
evenings, masked balls, kara- 
oke nights (stay away), and 
costume parties, Opium is 
hi-tech Bangalore’s nightclub 
#1. It's biggest appeal for the 
city’s smart set: it is not in 
Mumbai or Delhi. 


Kolkata/Tantra 

Hot pink and peacock green 
interiors, a dance floor, and 
loads of space to circulate— 
what more could you ask for 
from a nightclub? Well, there's 
Bodhi bar, anook upstairs where 
people who want to sample fine 
wines and cigars can. 





There are some forms of Communication 
which don't rely on Technology... 
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$ Today communicating efficiently is more critical than ever 
Breen before in human history. 
At BSNL we understand this! And offer an exhaustive 
range of telecom products and services for 
all communication needs. 





To give you a distinctive and more efficient edge! 





BHARAT SANCHAR NIGAM LIMITED 
Connecting Imdina 


www.bsnl.co.in 
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O BUSINESS TRENDS FOR 08 


Change, they say, is the only constant. So you can be sure that the corporate India you see this 
year will be very different from what you saw last year or the year before. But just what kind of 
forces are going to hack and chisel the changes? BT put its thinking cap on to come up with 10 
business trends you can expect in 2003. Some are new, but most are those that have already 
started but will accelerate this year and the next. Here we go: 


Xenophobia 


OURTESY OSAMA BIN LADEN, SADDAM HUSSEIN AND “DEAR LEADER” 

Kim Jong-il (of North Korea), the world is going to be edgier than 
before. Global economic slowdown will make countries suspicious of each 
other, and especially of those that are taking their jobs away—ike India. 
Corporate India will need the government’s support in creating goodwill. 


Globalisation 


A N IRONIC RESULT OF THE PRECEDING TREND, COMPANIES WILL NEED TO 
open offices and warehouses in countries that are a) close to the 
customer, b) offer more cost-effective labour, or c) are politically safer. 
There is a compelling business case to arrest the backlash against 
outsourcing, which is of special concern to IT and rr-enabled services. 
On the whole, the world will be tighter knit. 


Global Headhunting 


(3 IVEN THE COSTS OF HIRING A GLOBAL EXECUTIVE, ONLY 

a handful of companies in India currently do this. But as more firms 
scout international markets for business and more contemporary business 
practices, they will increasingly hire global executives in key positions, 
such as marketing, designing, and R&D. Instead of the global execs 
adapting to Indian culture, it will be the other way around. 


Pay For Performance 


U NLESS YOU ARE WORKING IN FINANCIAL SERVICES, IT, OR FMCG, YOU 
still work for a fixed annual salary. Well, that's about to change. 
Why? Your company—and increasingly its peers in industry—wants 
more bang from its wage buck. That means you either step up on the gas 
or take a hit for missing targets. It's such a beautifully evil idea that it's 
a wonder it took so long coming. 


Focus On Core Competence 


Y EAH, YEAH, INFOTECH IS BOOMING AGAIN, BIOTECH LOOKS 

seductively profitable, and healthcare may just be what you need 
to put your old mill land to use. But if you are one of our typical CEOS, 
you will do no such thing. Instead, you will look for ways to grow your 
commodity business bigger and more profitable. In other words, stick 
to your knitting. 








Invest In IT 


EVER MIND THAT YOUR NEW TABLET PC HASN'T EVEN 

been unpacked. But your сто, сғо, and смо are all 
going to hanker for a bigger rr budget. And in case you 
already spent Rs 100 crore last three years on IT, you'll 
be looking for ways to make the investment pay. After 
all, a world without Pcs and the internet is 
unimaginable, right? 


Psych Out The Customer 


Y OU KNOW WHY YOUR CXOS WANT THAT BIG-TICKET 
investment in it? It is because that's going to help 
them understand and serve their customers better. Your 
смо will know precisely why the new line of ctvs is flying 
off the shelf in North, but gathering dust in South. They 
call it customer relationship management, or CRM—yep, 
that's software too. 


Process Improvements 


A DMIT IT. YOUR FACTORIES AND YOUR SUPPLY CHAIN ARE 
an Augean stable of inefficiency. The more you 
clean them, the more your bottomline grows. For the 
last several years, you have had your Herculeses 
working on process improvements. But the need to 
combat slowdown and go global means you are going to 
make them work overtime. Yee-hah! 


Pull Up R&D 


RODUCT INNOVATION AND DEVELOPMENT IS THE LONG- 
term game. You avoided playing that for a long 
time, but there's no escaping now. Therefore, it doesn't 
matter whether you are a pharmaceutical company or 

a garment exporter. You just have to invest in R&D to 
come up with better drugs and better ways of stitching 
that shirt button. 


Play Hard 


Е, NEWER TECHNOLOGIES АМО GROWING 
prosperity will mean that you not only work hard, 
but play harder. If you've been the oppressed salary man 
all these years, then you are going to be more 
adventurous in what you wear, what you drive, and how 
you spend your vacations. Why? Because your dreams 
have never been closer to reality. Good luck. 














When it has to be there on time, 
more companies trust us. 


Urgent shipment? Don't worry. Trust the company with 
three red lines in its logo to meet your deadlines. According 
to a recent independent study, DHL is rated the most 
reliable express delivery company in India. Which is probably 
why we're entrusted with more urgent shipments than 
anyone else. Our delivery lines are the arteries that keep 
trade flowing between one business and another, across 
the region and around the world. To find out how we 
can help move your business, call 1600 111 345 today 


WORLOWIDE EXPRESS 
THE PULSE OF BUSINESS 
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For more details about DHL Worldwide Express in Mumbai, New Delhi, Chennai, Kolkatta 
Bangalore, Ahmedabad, Pune and Jaipur call toll free on 1 600 111 345. Other cities 
Cochin 362834, Coimbatore 200622/3, Hyderabad 7905010 / 6936, Tirupur 241424 
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НЕ BEST OF BT: 2002 


Here’s a sampling of what your favourite magazine 
had to offer through the year. 
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The Year Had It All 


The comic book capers of India’s most creative agency 0&M. 
The pristine encylopedia-like quality of the tenth 
anniversary issue—our rendition of The Whole 

Earth Catalog. 

The requisite scam, this one involving G-secs and 
co-operative banks. 

The usual suspects: studies on best employers, most 
valuable companies, and just about anything readers 
like to see in a magazine. 


A @ HORT HISTORY OF 
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Banker, Broker, Trader, 


Where we've been; 
what lies 


Transformed 





January 20, 2002: All March 3, 2002: Who March 31, 2002: You June 9, 2002: The 
about Indian business you should work for read it here first year's regulation scam 
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When it has to be there on time, more companies trust us. 


Urgent shipment? Don't worry. Trust the company with more urgent shipments than anyone else. Our 
with three red lines in its logo to meet your deadlines. delivery lines are the arteries that keep trade flowing 
According to a recent independent study, DHLis between one business and another, across the 
rated the most reliable express delivery company region and around the world. To find out how we 
in India. Which is probably why we're entrusted can help move your business, call 1600 111 345 today. 








For more details about DHL Worldwide Express in Mumbai, New Delhi, Chennai, Kolkatta, Bangalore, Ahmedabad, Pune and Jaipur 
call tall free on 1 600 111 345. Other cities: Cochin 362834, Coimbatore 200622/3, Hyderabad 7905010 / 6936, Tirupur 241424. 
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A first-ever listing—to be an annual feature 
from this year—of India’s hottest young 
executives. 

(Pity we had to stretch the age-limit to 42 
to fit people in). 

An eye-popping story on the sexual 
harassment menace in Indian corporates. 
With an equally e-p cover that some 
thought scandalous. 

And a sexual harassment ready reckoner 
that now adorns the walls of several 
corporates. 

A wholly-business minded feature on CEO 
fitness—that's right, it's the one with Anil 
Ambani and the pigeons on the cover. 
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Are Our 
NDIAS MOS 
VALUABLI 
i COMPANIES 
June 23, 2002: The September 29, 2002: October 27, 2002: He's November 10, 2002: No 
sunflower changeth Were you part of it? a marathon man surprises here 


Our staple corporate features on 
Tata (he talked to us first), Wipro 
(we were the first to notice the 
electric fencing around its 
corporate office, a manifestation 
of ceo Azim Premji’s security cons- 
ciousness), HLL—the most recent 
told the company’s futile efforts to 
spur topline growth as it was. 

And an exclusive interview 
with the world’s richest man—if 
you read this magazine you surely 
know who it is. 

Now wait for 2003. 
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Akruti 
Business Port 


Rd No 7, MIDC, Andheri (E), Mumbai Area available 


Why Mumbai & Andheri? 


* 24/7 Professional working culture. Andheri The Dé sok hub of Mumbai. e Well 
connected by all means of transport. € Major MNCs in the vicinity. 


Infrastructure : 

отав floor plate area of 30,000* sq.ft.eWide column spacing.e OFC. 
* Uninterrupted power supply from dual feeder. EH edes stillen di + Air- 

conditioning. chalets parking Landscaped garden. rooms.* Food 

Accessibility : 
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» ЖЕТ» Many 3/5 star hotels. Shopping Nowe * Restaurants. € ATMs 


laa Ex 


СА EE T Baok Ойы. EU GANAS EN. Бан Ссора O Nirman Ltd. 


5 B TM 
antes’ ; Life - Time Value 


vens for future expansion. DA2 ISO лз» 


www akrutiestáto com 





Tel: 91-22-2409 9545) 2403 2325, M: 9821045879, 98690 23685 


—— 4 eee 


Бру irge r ee ee oe 


RIN THE MAKING INDIA A SUPERPOWER IN THE MAKING ee ea ЛЕЕ 

IER IN THE MAKING RAILS Collins Е А EVI A 3; 

THE MAKING 5 КЕР: SUPERPOWER IN THE MAKIN 
INDIA‘A SUPERPOWER 























RIN THE MAKING !NDIA A SUPERPOWER IN TH INDIA А SUPERPOWER IN THE М 
IER IN THE MAKING n < oa. NDIA A SUPERPOWER IN THE 
THE MAKING А SUPERPOWER IN THE MAKIN 
NOTAT: NDIA А SUPERPOWER IN | 
R IN THE MAKING | SUPERPOWER IN THE М 
IER IN THE MAKIN А A SUPERPOWER IN 
THE MAKING ay  — 
Ni EM TI 
R IN THE MAKING A: 0W, ] \ SUF ROM. ЧЕМ 
IER IN THE MAKING X RPO ups THE} 
THE MAKING E AKIN 
" 134 1 2. R IN 1 
IER IN THE MAKINI X RPO RPOV E 
R IN THE MAKING ay SOW! | Н "OWE ЕМ 
PIC PH E ЛАДЫ! W ЕРО! t 4 RPO! HE| 
THE MAKING ^. * RIN 1А Eh RIN AKIN 
POWER IN THE MAI 8i UPE! М KD TT RIN 
R IN THE MAKING i | SUL. А ЧЕМ 


IER IN THE MAKING INDIA A SUPERPOWER IN THE 
THE MAKING [А SUPERPOWER IM THE MAKIN 


R IN THE 
(ER IN THY 


Inthe 


NDIA A SUPERP 





JER IN THE MAKING DIA А SUPERFANS (COSI INDIA A SUPERPOWER IN THE 


THE MAKING TIT mbes SUPERPOWER IN THE MAKIN 









The country of sadhus and snake-charmers 


USED TO LIVE THERE,” SAID 
Mr Li, pointing to a plot 
where a clutch of cranes 
was taking out their col- 
lective cantilevered angst 


on the remnants of an apart- ` 


ment house. 

This was Shanghai, April 
2002, and Li was my first taxi 
driver who knew English—so 
much for hosanna-filled tour 
books that claimed every Li in 
the city spoke the language. A 
former steel worker who had 
been re-purposed into a taxi 
driver in a state-run taxi com- 
pany—part of the govern- 
ment's efforts to make the 
steel plant leaner and 
meaner—the Li family learnt, 
sometime in late 2001, that its 
contribution to the country’s 
progress wasn’t complete. 

The apartment house was 
‘being torn down to make way 
for something—a newer, big- 
ger building, a road, an over- 
pass, Li wasn't sure—and the 
family had to find a new home. 
A government worker took Li 
and his wife around three flats. 
They liked none of the three 
but had to pick one. 

The same worker also 


made a note of the number of. 


people in the household and 
the amount of furniture. À few 
weeks later, a truck that was 


just the right size arrived at the 


door to transport the family to 
its new home. 

The whole. process. had 
been efficient, painless (except 
for the family, and even it was- 
n’t put through any real physi- 
cal hardship), and progressive. 
“It happens all the time,” said 
Mr Li philosophically. 

You won't find that hap- 
pening very often in India. 
And when it does, there are 
enough people—right-mind- 
ed. individuals and bleeding 
heart liberals alike—to make 
something of it. 

'The visible lack of govern- 
ment sponsored urban rene- 
wal initiatives may lessen 
India’s attractiveness to for- 
eign investors some, but the 
various pulls and pressures of 
democracy ensure ат 
when—this could be this year, 
or next, or 10 years hence 
the country moves forward, it 
will do so as a whole. 

Balancing the need to 
grow and concern for the 


` has metamorphosed into one of code-jocks and 
T-bankers. Surely, global economic supremacy 
can't be far way? sy x. sucumar 





small man is not easy, not 
when you are a country of a 


billion individuals with roug- 
hly two billion ideas on the 


right way ahead. 


Itis easier when you are a 
Singapore or a Malaysia or a 


Chile or a. China, countries 


that are often held up as role 
models-of liberalisation. But 
these countries. are either 
small— Chile, for instance, has 
a population of 16 million—or 
non-demoecracies, or both. 
Popular democracy 15 no 
excuse for poor economics, 
but it does explain our over- 
whelming obsession with the 
right means—a fixation that 
has its ironical counterpoint in 
our culture of corruption. And 
so, India’s policy makers, 


` while being open to influence, 


fair and foul, will eventually 
tread the middle path. 
Anti-reformists may object 
to that sentence. It has long 
been their refrain that the 
Indian brand of liberalisation 


has only benefited a few and 
served to make the rich richer. 


The Chinese deal with this 
simply. It is enough for them 
that Chairman Deng said, “Let 


Popular democracy is is no excuse for poor economics, 


but it does explain our coun 
-with the right means 





ry's overwhelming obsession 
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some people get rich first." 
The Indian way has been 
different: The first 11 years of 
the reforms process have seen 
India's economic policy yo-yo 
between the complete open- 
ing up of the country's mar- 
kets and cautious protection- 
ism, between rich-friendly 
policies and concern for all. 
The result has been a 
wholly pedestrian rate of 
growth of a little over 5 per 
cent for the 11 years. Still, 
when the country does man- 
age to touch a rate of growth 


The first world, barring 
Japan, is grey; the Japanese, if 
they keep up their existing 
birth and death rates, will 
soon be eligible for the *end- 
angered species' status; even 
China, with its one-child 
norm, is ageing. That makes 
India the world's #1 source of 
warm bodies. 

The country is already one 
of the largest producers of 
English-speaking engineers 
and managers. By some esti- 
mates, between 25,000 and 
30,000 irr (Indian Institute of 





first, and then more, and 
then, still more, discovered 
that they could, by adopting 
the right approach to man- 
agement, transform individ- 
ual brilliance—the country 
had plenty of that—into 
organisational excellence. 

The result is a crop of 
Indian companies that match 
wits (not resources, we are still 
not there) with the best in the 
world and came out on top. 

The bottom-up journey— 
individual to organisational— 
ends there. 


The fundamental fallacy with the Indian style of 


governance has béen the mistaken 
assumption that merit has no place in a 
democratic system 





of 8 per cent, or more, it is 
likely to be far more perma- 
nent, far more sustainable, 
and far more equitable than 
anything China has achie- 
ved, or will do. 

This composition isn't part 
of a new year resolution on 
our part to view India through 
kinder eyes. The country has 
several things going for it: the 
right demographic balance is 
the first. India is a country of 
the young, and will remain so 
even 20 years from now. 
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Technology) engineers are 
now settled in the United 
States alone; in the late 1990s, 
some of the world’s finest 
companies discovered the IIMs 
(the six Indian Institutes of 
Management). 

In the 1980s, there were 
few Indians in the senior man- 
agement corps of global cor- 
porations. Today, there are a 
few hundred—some of them 
in corner rooms. 

That makes India also the 
world's #1 source of manage- 
rial talent. And as multina- 
tional companies such as 
General Electric, Unilever, 
and PepsiCo will no doubt 
vouch, their Indian operations 
boast some of the finest man- 
agers in their global network. 

India's single biggest ach- 
ievement in the 1990s wasn't 
the reforms process. 

Rather, it was a milestone 
that went unnoticed: some- 
time in the past decade, 
Indian companies, a few at 


If organisational excel- 
lence is to translate into sys- 
temic, and then economic 
superiority, the government 
will need to get its act 
together. 

The fundamental fallacy 
with the Indian style of gover- 
nance has been the mistaken 
assumption that merit has no 
place in a democratic system; 
that, the way to maintain our 
democratic status is through 
reservation and protection- 
ism, hand-outs and subsidies. 

Actually, meritocracy is 
the highest form of democ- 
racy. It involves the creation 
of an environment that pro- 
vides equal opportunities for 
all and then celebrates the 
winners. 

If India can do that, there 
is no force on earth that can 
stop it from becoming an 
economic superpower. 

Better still, we would have 
shown the world that it is possi- 
ble to do it the right way. E 
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THE PROMISE OF 
TOMORROW 


Five reasons why India could become the 
next economic powerhouse. 


HUMAN CAPITAL: No other country has 
cheap and intelligent workforce like India does, 
and that means the country can do everything 
from cheap assembly to high-tech research. 


MIDDLE CLASS: Its purchasing power may be 
limited, but there’s no denying that India’s 
middle class of 300 million could be the biggest 
consumer of everything from cereals to cars. 


NATURAL RESOURCES: With the exception 
of the US, few of the top economies can match 
the natural resources India has. If tapped 
effectively, this could be a crucial competitive 
advantage. 


DEMOCRACY: In the long run, foreign investors 
would prefer countries that have strong legal 
and democratic systems. With some clean up in 
bureaucracy, this can work to India’s advantage too. 


DIASPORA: Unlike China, India may not have 
a strong flowback from its non-resident 
population. But the diaspora serves as a role 
model for India’s aspiring millions. 


India's Century: The Making 


ОТ A Winner 
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Despite the pessimism, India has a lot going 
for itself in the new millennium. ву R. SRIDHARAN 


ROM ATOP SUKHJIT SINGH AULAKH’S FARMTRAC 60, LIFE LOOKS JUST 

as it should: beautiful. The winter sun is warm and golden, and his 52- 

acre farm in Adampur near Jalandhar is lush green with promise. The 

40-day-old potato crop is coming along nicely; a huge tract of sug- 

arcane has already been cut, and the rest will reach the market too in 
a few days. The 39-year-old Aulakh’s two children—a 11-year-old son and 
a four-year-younger daughter—go to a “convent” school (“It’s not top-class, 
but it’s good,” says the man), and his two brothers work in Canada, 
where Aulakh himself worked before returning to India to manage affairs 
after his father’s death. It’s been eight years since, but the trendy 
Aulakh—dressed in Levi’s sweatshirt and jeans, and Lotus Bawa sneak- 
ers—has “no plans of going back to Canada”. 
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Sukhjit Singh Aulakh at his 
farm near Jalandhar 





India is the world’s 
largest producer of farm 
commodities, and the 
second- largest producer 
of fruits and vegetables. 
Yet, less than 2 per cent 

of its fruits and vegetables - 


are processed. Simply 
organising the farm supply | 
chain can transform 
fortunes of the farmers. 


"" 
ШЙ 


Why should he? Since the early 
905, the Pepsi contract farmer's yields FRAN 
have soared. Earlier, his farm used to 
produce nine tonnes of potato per 
acre. Now—with help from Pepsi’s 
agri-scientists—it is 20 tonnes-plus. 
In the mid 90s, he'd be happy if he 
eked out 2.5 tonnes of red chilly per 
acre. Now he gets three times that, 
but believes his potential as a farmer is 
still not being tapped fully. *If we get 
marketing help, we can take on any 
country in potato and wheat in the 
global market," says Aulakh. 

Replace the name Sukhjit Singh 
Aulakh with India, and you might as 
well be looking at a metaphor for 
modern India. Despite the general 
pessimism around, things are getting 
better every day. Its $478 billion | 
(Rs 22.94 lakh crore) GDP may rank a CONSUMERISM 
distant twelfth, but it is the second- 
fastest growing among the top economies. It may have the world’s most poor, Consumers throng 
but every year the country graduates an estimated five lakh engineering and Mumbai’s Crossroads 
technical students—all potential global workforce. India’s 56-year-old 


HIGH FIVE FOR 10 


The last 10 years of reforms have transformed India much ит 
more dramatically than most realise. | 
THEN _ NOW# 1] uneg "Ten dli 


Rs6,92871crore« ШИНЕ Ваа (Со, 


GDP has been continuously growing. 


The percentage of poor is coming down. 
:51.6396^ EB ҮЧ ЭН AREE 
The rate of literacy has gone up. 
Озу, VED E 
176.4 mt^ Bas SE XM 
Food scarcity is no more a national fear. 
1858194" 
Per capita income has gone up significantly. 
314 million+ 402 million 
More people have jobs, courtesy a growing economy. 
Rs 44,041 crore* 
Global markets are consuming more of Indian products and services. 
^ 1990-91 «1991-92 *1993-94 #Latest available 
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d А Make the most of your data. Consolidate, share and protect it with an 
Find the right ІВМ TotalStorage” solution. Тһе success of your business depends ог 
how well you use your data. But if it can't be easily accessed, shared 
or protected, it's junk. Instead of being a valuable business tool, it just 


storage solution, eats up gigabytes of disk space 


However, IBM TotalStorage " solutions can make a useful corr 
asset out of your data. A combination of market-leading hardw 


or your data software and services, it's a complete, beginning-to-end answer t ) 


your storage needs. Helping you get the most out of your data 





And keeping you competitive in good times and in bad 


= = 
might find one Whatever stage of e-business your company is at, it pays to store its data 


on ІВМ, Visit www.ibm.com/in/estages, e-mail response@in.ib 
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democracy, despite its paralysing politics, is one of 
the strongest in the world. Its consuming middle class 
of 300 million is bigger than the UK, Germany, 
France and Italy combined. 

That’s not all. India has the highest arable land in 
terms of land-to-size ratio, it is the second-largest pro- 
ducer of fruits and vegetables, and it has the highest 
area under irrigation. Of natural resources, the 
country has everything from iron ore to gas. And 
over the last decade, the country has increasingly 
occupied a greater share of world consciousness. Be 
it the recognition of India's software talent, back-office 
operations, sourcing of manufactured products, or 
merely Aamir Khan's blockbuster Lagaan. Nobody 
can deny that India today is much stronger, a 
more forceful member of the world economy than 
it ever has been since the eighteenth century. There 
are more Indians than ever occupying important cor- 
porate, academic, and research posts globally. 

And now at least one man thinks it is possible to 
grow its $478 billion (Rs 22.94 lakh crore) GDP, 
which grew at 5.4 per cent last year, into a $9 
trillion (Rs 4.32 lakh crore) economic powerhouse 
by 2020. At FICCI's recent 75th AGM, the man, 
Mukesh Ambani, Chairman and Managing Director, 
Reliance Industries, spelt out how. “We can realise 
the vast untapped potential of our people if we 
clearly identify the decisive parameters of what 
we want to achieve,” he told his audience. 





Rays of Hope 

It’s easy to mock at Ambani’s or anybody else’s MANUFACTURING 
vision of greatness for India. After all, the economy’s ills are so 

painfully obvious. Indian companies pay one of the highest rates of in- A chemical plant: 

terest. Power is not only expensive, but its supply is poor and erratic. Latent potential 





National highways are potholed and congested, and the ports take for- 
ever to ship things out. Custom houses are dens of greed, and bu- 
reaucracy both apathetic and corrupt. On an average, labour is « heap, 
but its productivity—at least in the manufacturing sector—is one of the 
lowest in the world. The good news: all these issues are addressable, and 
some have been since the early 90s. Says Amit Mitra, Secretary General. 
FICCI: “Just look at the distance India has travelled since 1991.” 

Indeed. Since then, the Срр has grown from Rs 6.93 lakh crore to 
Rs 22.94 lakh crore. Exports have zoomed from Rs 44,000 crore to Rs 
2,09,017 crore; foodgrain production has jumped from 176.4 million 
tonnes to 211.3 million tonnes; poverty level has gone down from 37 
per cent in 1993-94 to 26 per cent today; power generation, despite 
its troubled history, has increased to 113,000 mw from 74,700 mw in 
1990-91; teledensity has quadrupled; and the stockmarket capitalisation 
on the Bombay Stock Exchange has risen to Rs 6,01,289 crore. from 
Rs 3,54,106 crore in 1991. 

All that has been possible because 12 years ago, India decided to end more 
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IF YOU AREN'T MANAGING RISKS, YOU SHOULD BE 


The issue of information security sees organisations of all sizes and’ 
from all sectors, with an identical problem - their inherent 
vulnerability. No matter how secure an organisation appears to be, 
sensitive information can be leaked without you even realising until 
it's too late. 


BSI India Private Limited, a Group Company of British Standards 
Institution, UK is organising the National Summit on Information 
Security Management Systems (ISO 17799/BS 7799) at New Delhi, 
Bangalore and Mumbai, in association with Indian Institute of 
Information Technology, Bangalore. The Summit will bring together 
leading Global & National experts from Government, Defence, 
Banking, Financial Services, Insurance, Telecom & IT industry and 
the Healthcare Sector. 


Summit Objectives 

e To focus Industry attention on the new Information Management 
System Standard (ISMS) - ISO 17799/BS 7799. 

eTo provide inputs for framing Information Security policies in the 
Government, Defence & Industry. 

@ To address gap areas in current ISMS practice and to draw a roadmap for 
the future. С 

ө То position BS 7799-2:2002 as the global standard for Independent 
Certification on Information Security Management. 


Key Speakers 

Information Security leaders and experts from Industry & Government will 
address at each of the locations. 

For further details, please contact 

BSI India Private Limited, 201 Ansal Bhawan, 16 Kasturba Gandhi Marg, New Delhi 110 001 


Phone: Delhi: + 91 11 2371 9002/3, Bangalore: + 91 80 2341 0127, Mumbai: + 91 22 2756 4377 
E-mail:summit@bsiindia.com URL: www.bsiindia.com/summit 


Summit Sponsored by: 


symantec. Microsoft 


Summit Supported by: 
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than 40 years of economic isolation and join the global mainstream by deli- 
censing industries and inviting foreign investment. That has helped Indian 
industry focus on improving its own competitiveness rather than chasing lic- 
ences and approvals as it did until then. Therefore, more companies than bef- 
ore are hiring consultants to deploy global best practices. Chambers of com- 
merce, especially Cit and FICCI, are on an overdrive on a range of is- 
sues—from plain networking within and outside to cluster development to 
policy-level changes. Newer opportunities in the knowledge industry have 
opened up—from BPO to engineering design to biotech. Says Surjit Bhalla, 
MD, Oxus Investments: “I am very bullish about Indian companies. Finally, 
they seem to have got their act together." 


The Knowledge Economy 
If China, over the last 20 years, has established itself as the factory to the 
world (it exported $266 billion, or Rs 12,76,800 crore, of goods and 
services last year), then India could become the back-office and laboratory 
to the world. Why? Because of its 
human capital. According to 
Nasscom, some 19 million students 
are enrolled every year in high 
schools and about 10 million in 
graduate courses across India. 
Another 2.1 million graduates and 
0.3 million graduates pass out of 
non-engineering colleges annually. 
Even at current rates, Nasscom es- 
timates, about 17 million potential 
employees will be available for the п 
industry alone by 2008. 

More importantly, the shift in 
IT-related work to India continues. 
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| omenal nal growth over the 
decades, thanks to the patronage of our 
customers. 


e Interest on Housing Loan 
brought down to the lowest 
rate of 8.5% p.a. 


e Education Loans at affordable rates 


e V-Rent cash to meet your rental 
needs 


e 892 Business outlets all over India 
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According to research outfits such as Giga Group and Forrester Research, 
the global slowdown and cost cutting will increase outsourcing and off- 
shoring in India’s favour, although there are new competitors on the 
market including China, Ireland and Israel. A Nasscom-McKinsey re- 
port projects revenues from IT services and rr-enabled services at $57 bil- 
lion (Rs 2,73,600 crore) by 2008, and employment at 4 million. At least two 
companies, Tata Consultancy Services and Wipro, are near the $1-billion 
(Rs 4,800 crore) revenue mark. What's significant also is the value-added 
work that Indian rr players have begun focusing on. The tier-one vendors, 
for example, are looking at business transformation work. There are 
smaller companies such as Pramati Technologies, Moschip Semiconductors 
and i-flex Solutions that have taken the product development route, 
which will lend a face to the largely anonymous work the industry does. 

Pharma and biotechnology are other industries where India could be- 
come a global force. According to another McKinsey estimate, the pharma 
industry has the potential to become $25 billion (Rs 1,20,000 crore) big by INF RASTRUCTURE 
2010, and $100 billion (Rs 4,80,000 crore) in 15 years thereafter. The opp- Golden Quadrilateral (bel 
ortunities lie not just in bulk drugs and generics, but in research and devel- v ^ ess story ics 
opment, especially in the area of bioinformatics, genomics and proteomics, 
and data management. Already, the Indian biotech industry is about $3 bil- їа needs about $2 
lion (Rs 14,400 crore) big, but most of the work is focused on low-end prod- 
ucts like vaccines and not the more value-added work in the areas of pro- 
teomics or genomics. Bioinformatics, which marries the power of comput- 
ing to biotechnology, alone promises to be a $20-billion (96,000 crore) global 
industry by 2005, and India could enjoy a significant share of it. 

A clutch of Indian companies, including Strand Genomics, Avestha 
Gengraine, and Kshema Technologies, has hopped on to the bioin- е good nev 
formatics bandwagon, and by all indications they are well positioned 
to win. India not only offers cheap qualified manpower (according to 
some estimates, at one-third the global cost), but also a wide array of uadrilateral pro 
research sample. Then, there are remote service opportunities in con- 
tact centres and remote detailing. McKinsey estimates that India can turn 
remote opportunities into a $275-million (Rs 1,320 crore) business by 
2010. Says Renuka Ramnath, CEO, iCICI Ventures, which has invested 
in a bevy of Indian biotech companies: “I think India has some clear ad- 
vantages in this industry, and we are very bullish about it." 
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That optimism could well be extended to the pharma industry, where generic drugs 
are prying open lucrative global markets. In fact, India’s first multinational may well 
come from this industry in the form of Ranbaxy Laboratories. But there are other 
equally aggressive players here, including Dr Reddy’s Labs and Cipla, who are using 
their years of expertise in reverse engineering to launch off-patent drugs, and even 
new molecules. The advantages here are, again, costs and manpower. 


Pay Dirt 

At this point, the knowledge-based industries may look more promising, but there 5 
is no reason to ignore the old economy sectors of manufacturing and agriculture. ^ggssegg | 
Rather, the objective should be to unlock the potential in both these sectors. And of нш: 
that, there’s plenty. Take agriculture, for example. India has the highest percentage 

of arable land, the highest area under irrigation, is the world’s largest producer of ТЕЗ" generation 

farm commodities, and the second-largest producer of fruits and vegetables. The irony, ШД 

however, is that it is a marginal player in the world agri-trade, with 1.2 per cent share 
of the $500-billion (Rs 24,00,000 crore) world trade. Similarly, less than 2 per cent 
of the fruit and vegetable production is commercially processed. 

If India invests in cold chains, and helps farmers with pre- and post-harvesting tech- 
nologies, this wastage can be turned into hard cash. Ambani of Reliance used a sim- 
ple calculation to drive home the potential. Israel, he pointed out, produces $4 bil- 
lion (Rs 19,800 crore) of agri commodities on just 1 million acres of land. By that 
measure, India’s agri-sector could churn out $1.9 trillion, or Rs 91,20,000 crore, 
(that’s four times our current GDP) in revenues. Fine, there are a number of issues rela- 
ting to pricing, distribution, and both tariff and non-tariff barriers. But these can be 
resolved—if the government decides to. 

A lot of people are beginning to write off manu- 
facturing. It would be a disaster to do so. For two rea- 
sons. One, three-fourths of India’s working population 
is still blue-collar, and will continue to remain so in the 
short term. The services sector does not have the po- 
tential to make up for whatever job losses a reduced focus on 
manufacturing could lead to. Two, not all manufacturing com- 
panies are globally uncompetitive. So what does it mean? That 
it is possible for companies to make up for disadvantages i in terms 
of capital or infrastructure costs through process improve- 
ments. Let us not forget that it took Japan more than 25 years 
to make its mark globally, and China about 20. India has invested 
less than 10 years in putting its manufacturing house in order, and 
the short learning curve of some of the companies could mean 
that they make it to the world stage sooner than most expect. 
Besides, India does not have to manufacture high-end products 
like semiconductors or aeroplanes. It can do a damn good job of 
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The explosion in 
telecommunications 
should hasten 
India’s integration 
with the world 
markets, and 
throw up new 
opportunities for 


remote work 
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The global Indians are 
now stuff of movies 


Since the Nineties, 
India has occupied 
a greater share of 

world consciousness 
and gradually the 

Made-In-India tag 
is becoming more 

acceptable 





manufacturing CDs, footwear, garments, chemicals, and com- 
ponents, and take shares away from existing rivals. After all, gov- 
ernment policies have little to do with things like reducing 
quality defects or improving design. That’s precisely why not all 
companies in Japan are Toyotas or Sonys. 

India enters the new millennium with a powerful advan- 
tage on its side: the realisation that it can and must become a 
global economic superpower. Still, should the first decades of the 
millennium see India regress into global economic irrelevance, 
it will be because it chose to. And not because it didn’t have the 
chance, or the wherewithal, to win. Ell 
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Infy’s Nasdaq listing, Sundaram Clayton’s Deming 


award... yes indeed, India has had a series of 
winning moments down the years. Here’s a look 
at 15 of the most memorable. «us 


Bhakra Dam: The Green Revolution's great enabler 


1903 


The Green Revolution 





The Bhakra Dam-enabled Green Revolution gave India 
food security and broke the back of Malthusian fatalism. 


to forget the thrill that 
gripped India on October 
22, 1963, when the Bhakra 
Dam was commissioned. It was 
a winning moment—a moment 
of conquest. Conquest of 


б: MANY YEARS ON, IT’S EASY 


hunger—or at least the fatal- 
ism with which India’s millions 
were thought to be at the mercy 
of this scourge. 

The Dam, built on the Sutlej 
river, was a key enabler of the 
Green Revolution led by the 


legendary M.S. Swaminathan. 
Back then, in 1967, India was 
nowhere close to food self-suf- 
ficiency, and poor agricultural 
performance was often brushed 
off as some kind of grim 
Malthusian inevitability. 
Population growth had to out- 
strip food output, and popu- 
lation was the variable that had 
to be controlled—fast. 

Today, of course, scientific 
farming has got the better of the 
Malthusian nightmare. From 
some 75 million tonnes of 
foodgrain output, India man- 
aged to hit 131 million tonnes 
in 1978-79—through waste- 
free irrigation, better yielding 
grain varieties and better farm- 
ing techniques. Today, the fig- 
ure nudges the 200-million 
mark. “In countries where more 
than 50 per cent of the popu- 
lation depends on agriculture,” 
notes Swaminathan, currently 
Chairman, M.S. Swaminathan 
Research Foundation, “agri- 
cultural progress is the safety- 
net against hunger and 
poverty.” 

His next great hope: an 
eco-friendly Evergreen 
Revolution. Today, the spirit 
of defying doomsayers con- 
tinues, and India can become a 
major food supplier to the 
world—if the WTO gives the 
country a fair chance. 
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1970 





Operation Flood 


A marvel of rural networking and supply-chain efficiency, it turned India milk sufficient. 





The National Milk Grid: 9.3 million dairy farmers strong by 


PERATION FLOOD WAS INDIA’S FIRST TRIUMPH 

of network management on such a 

vast scale. Launched in 1970 with the 
redoubtable Dr Verghese Kurien at the 
helm of the National Dairy Development 
Board (морв), the basic idea was to or- 
ganise Indian dairy farmers into self-man- 
aged village cooperatives, made commer- 
cially viable by a larger programme to ab- 
sorb excess milk into a National Milk 
Grid, created to service consumers in over 
700 towns and cities. 

Modern dairy methods, accompanied 
by efficient milk-flow management, Kurien 
knew, could reduce seasonal supply vari- 
ation, stabilise milk prices and also en- 
sure that the farmers got their due. 

The first challenge, as Dr Kurien recalls, 
was getting management talent. “In 1965,” 
he says, “I approached J.R.D. Tata to 
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the end of the programme 


supply me with six managers who could 
work with me for a year, because I said 
that industrial development can only pro- 
ceed in India if it rests on a solid agricul- 
tural base. But the Tatas fumbled the ball. 
So I had to set up the IRMA in 1979 in 
Anand, which produces 80 Kuriens a se- 
mester." 

It took a few years, but when the ball 
was set rolling, there was no looking back. 
As à direct result, India's per capita milk 
consumption rose from 111-gm per day in 
1973 to 202 gm per day in 1998. By 
1994, India had moved from milk-deficient 
status to milk surplus. 

By the end of the programme, in 
1996, the network had nearly 9.3 million 
dairy farmers registered with some 75,000 
local cooperatives, supplying milk to 170 
milksheds. 
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Bombay High 


This offshore rig struck oil just a few 
months after the 1973 oil shock. 
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country's Oil & Natural Gas Commission (ONGC) hit a ma- 

jor oil and gas field off the coast of Bombay. Take a look at 
the date again. This was just six months after the Oil Shock of 
1973, with crude oil prices trebling to bloat India's oil import 
bill. Bombay High was a grand relief, with Sagar Samrat 
spurting out India's own black gold. The rig has drilled125 
wells over the years. Till April 1998, the field had produced 
2.4 billion barrels of oil and 177 billion cubic metres of gas. 
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We work hard so you work easy. 
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passion with us. 
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: No wonder then, our client list boasts of companies used to the highest standards in the world 
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19708 
TCS Exports Software 


The business that was to change world perceptions of 
Indian technical competence, and kick off the race 
for software supremacy. 


F.C. Kohli: The visionary focussed on software exports in the 70s 


services, when Tata Consultancy Services (TCS) began operations 

in 1968 under the leadership of F.C. Kohli, a man aeons ahead 
of his time. In 1972, this low-profile unit of Tata Sons got its first 
overseas order, from the City of Detroit Police Department and then 
another...and another. Over the 1970s, TCS’ exports grew...and grew. 

Today, the world looks to India as a reliable source of highly- 
skilled software services. Not just for one-off task execution pro- 
grammes, but increasingly also end-to-end solutions—which require 
a conceptual level understanding of the client's competitive edge. 
The brand ‘Indian software’ has been sold, and TCS gets much of the 
credit for breaking perceptual barriers overseas. 

TCs, now on the verge of becoming a billion-dollar company, is 
busy extending itself across the globe. Says S. Ramadorai, Managing 
Director, “You need to have reach as a global company... reach to 
be close to the customers, reach to be visible, reach to deliver so- 
lutions, reach to leverage the offshore capabilities, reach to attract 
some talent within the local community.” It’s a vision that has cre- 
ated an entire industry. An industry that's ready to stand up and be 
counted as world-class. 


p KNEW LITTLE ABOUT COMPUTERS, LET ALONE SOFTWARE 
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1978 


Goin 
Global 


AV Birla Group's palm oil 
refinery in Malaysia topped 
world charts. 





ORPORATE INDIA WAS GLOBAL- 

ising before globalisation 

became a buzzword. In 
1978, the Aditya Vikram Birla 
group planted its flag in 
Malaysian soil—with the 
setting up of Pan Century 
Edible Oils. Since then, it has 
become the world's largest 
single-location palm oil refinery. 
The plant currently processes 
over 1 million tonnes of palm oil. 

Why Malaysia? Simple. The 

natural advantage of raw 
material availability. The group's 
current chief, Kumar Manga- 
lam Birla, should be proud. 





Pan Century Edible Oils: Building 
on a natural advantage 


You promised her the stars. 


Now at least take her closer to them. 





Delight her - with a New Home 


There cannot be a better time to take a home loan. State Bank of India offers the 
Interest rates at a glance 2 
interest rates. With so many other additional benefits * No processing fee * FREE SBI 
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India lifts the World Cup at Lord’s: Winning against impossible odds 
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Cricket World Cup 


No abstract victory this; it was a collective moment of 
obvious triumph. For millions together—live on TV. 


shortens, and the fist pounds 

the air. A reflex. A rush of 
blood. A victory. June 25, 1983. 
A collapse of the last West Indies 
wicket; and the World Cup in 
India's grasp. 


[? PULSE RACES, THE BREATH 





Deals on wheels: Cost-efficiency is everything 
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the Cup began—but a twist here, 
some magic there, and India won! 

Almost two decades later, the 
significance of that 1983 victory at 
Lord's is still to fully sink in. And 
we're not just talking about the 
mega-boost to the Indian morale. 
That goes without saying. 

“For the first time,” says team 
captain Kapil Dev, in retrospect, 
“cricket united the country.” It 
also gave the country a sense of 
global confidence. A certain 
bounce in the stride. 

Cricket used to be an 
Englishman’s game, also played by 
a few others as a colonial legacy in 
a few odd parts of the world. 
Today, cricket is an Indian game, 
also played by its originators on 
some cold faraway island. The 
game’s centre of gravity has 
shifted to India. Just look at the 
numbers. An overwhelming share 
of the money the game attracts 
globally, is from here. 

The 2003 World Cup, to be- 
gin soon in South Africa, has three 
of the four main sponsors (Pepsi, 
LG, Hero Honda and South 
African Airways) looking to the 
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Never had a team made the 
London bookies eat their hats 
(along with their odds—billed at 
66-to-1 against India) with such 
joyous abandon. West Indies was 
the terror team of the time, reign- 
ing World Champion ever since 


Indian market for returns on their 
investment. That's how it is. 
Create a Great Eyeball Trap, and 
the world beats a path to your 
door. Such is the game's appeal 
that marketers wouldn't know 
what to do without it. 
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Hero Becomes 
Number One 


Low costs gave Hero volumes, and volumes, low costs. 
| N 1986, HERO CYCLES BECAME THE WORLD'S LARGEST 





maker of bicycles. The formula? High volume, 

low costs. Today, it cranks out 19,000 cycles every 
day. The group's JV with Honda has repeated the 
model for motorcycles, selling over 1.5 million units 
a year. Pawan Munjal, Managing Director, Hero 
Honda Motors, attributes the success to *our cus- 
tomer-centric approach and efficient management of 
resources and skills". 
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At Hindalco, we have received laurels and recognition 
for the quality aluminium products we make. Quite a natural 
consequence of being the country’s front-runner player in this field. However, 
some of the products we are equally proud of have little to do with aluminium. 
Healthy babies, for one. A lowered mortality rate for infants and mothers. 
Control of various infectious diseases. 


All a result of the family welfare and rural health and hygiene programmes, 
we have initiated in the group of villages we have adopted. 
And that's not been all. Village schools. Self-reliance schemes. 
Land and water management initiatives. Women empowerment has also received 
special focus, through self-employment, widow remarriage and 
dowry less mass marriage schemes. Just some of the areas 
we have been steadily working in. 


Building one of the country's leading organisations has been 
rewarding, but making more than four and a half lakh villagers and their 
families happier has been equally satisfying. 
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Value-for-money: For 250 million customers 


1991 


Licence 
Raj Dies 

In a stroke, decades of 
misguided economy policy 


were abandoned to allow 
market forces in. 





HE EUPHORIA IN JEEJABHOY 
Towers, which houses the 
Bombay Stock Exchange, had 
to be experienced to be believed. 
People were literally being swept 
by waves of joyous heads throng- 
ing the building. The din was too 
uproarious to hear anything the 
man on the TV screen was saying. 
It didn’t matter anymore. The 
deed had been done. The Licence 
Raj had been pronounced dead. 
The day was July 24, 1991, 
and the man on TV was 
Manmohan Singh, the then 
Finance Minister. “India stands at 
the crossroads. The decisions we 
take and do not take, at this junc- 
ture, will determine the shape of 
things to come for quite some 
time,” the man had said, casting 
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SHARAD SAXENA 





The World’s Largest-Selling Soap 


Nirmas yellow powder—a mass-market phenomenon. 


N 1969, WHEN KARSANBHAI PATEL LAUNCHED NIRMA, HE 

couldn’t have imagined it would become the world’s high- 

est-tonnage (500,000 tonnes in 1987-88) detergent in 
just under 20 years. And it gave him, in his own words, “a 
deep sense of satisfaction from the fact that value-for-money 
offerings from Nirma could convert luxuries into necessities 
for the Indian Common Consumer.” Nirma still sells over 
800,000 tonnes of detergent every year. 





Manmohan Singh: Defining India’s new tryst with destiny 


aside decades of misplaced faith in 
the mixed economy, short-hand 
for a command economy with a 
handful of privileged licence-hold- 
ers. At long last, competition had 
been allowed in, and the Iron 
Hand of the state had been rep- 
laced as resource allocator-in- 


chief by the Invisible Hand of the 
market. 

Yet, reforms remain incom- 
plete. As one observer put it, the 
early reforms were sneaked past 
the Indian electorate, but now, 
the free market idea must be sold 
to the people. 


1982 


Reliance Raises 
Global Money 


Reliance's GDR opened up the 
promise of foreign capital for 
Indian business. 
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Dhirubhai Ambani: Global dreams realised 


N THE ISOLATED OLD DAYS, INVESTORS IN 

Manhattan skyscrapers wouldn't have both- 

ered betting on an Indian business to save 
their nuts. India was simply off their map. So 
it was a momentous occasion when, in May 
1992, Reliance Industries raised funds—in 
hard dollars, no less—from the international 
capital market. 

And these were not some foreign investors 
trying to take control of a *third world' bsui- 
ness, but actual investors counting on the 
Ambanis to enrich them. A global $150 mil- 
lion vote of confidence, so to speak, in 
Reliance's quest for world-scale capacities 
(in polypropylene, for example). 

The instrument was the Global Depository 
Receipt (GDR), which represents the dollar 
value of the firm's underlying equity. Since 
then, some 60 Indian companies had raised 
over $6.5 billion via GDR issues. Foreign cap- 
ital is now within reach—at last. The RIL polypropylene plant: Building world-scale capacity 
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1996 


India As A 
BPO Centre 


GE picks India as its Business 
Process Outsourcing (BPO) centre. 








The world's back-office: Near you 


T HAS BECOME A WAVE 

already. It was in 1996 that GE, 

scouting for a low-cost base 
to source its back-office business 
processes to, zeroed in on Gur- 
gaon, a suburb of Delhi just South 
of the capital in Haryana. Recalls 
Pramod Bhasin, President, GECIS: 
*When we started, we had no 
set business models to follow, 
no prior experience... all we 
had was a vision and a huge 
amount of enthusiasm and ene- 
rgy to make it work." 

From an employee base of 
600, GE's call centre now has 
more than 12,000 today, and 
the company's intense training 
systems have spread far and 
wide—as more and more busi- 
ness process outsourcing cen- 
tres mushroom by the month. 
India is becoming the world's 
back office. 
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1998 


Sundaram Clayton 
Wins Deming Medal 


The first-ever Indian firm to win the world's most 
prestigious award for quality. 


reputation, with the ‘it’s OK’ attitude as their prime suspect. And 

then, along came Sundaram Clayton, and won the Deming Prize 
for quality. On November 14, 1998, the company’s CEO Venu 
Srinivasan received the prize instituted in 1951 by the Union of 
Japanese Science and Engineering (JUSE) in honour of the quality 
guru W. Edwards Deming. And from then on, the country has 
been whinging less, and working more—towards quality. 

Sundaram Clayton, part of the Chennai-based Tvs Group, 
makes air and vacuum braking products for vehicles, among 
other things. Thanks to the rigour with which its brakes division 
had applied systems of company-wide quality control (CWQC), it 
became the first Indian company ever to bag the award. And the 
company hasn’t rested on its laurels. “Excellence is a moving tar- 
get,” says Srinivasan, “and when we received the Deming prize in 
1998, we moved on—as this was the start of the TQM journey and 
not the end... the prize is just a ticket to the journey.” For the 
record, in 2002, Sundaram Clayton won the Japan Quality 
Medal, a honour reserved for the best of Deming awardees. 


F YEARS, ANALYSTS WOULD GROAN ABOUT INDIA’S POOR QUALITY 
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Total quality: Means, not an end at TVS Group's Sundaram Clayton 





Infosys’ now CEO Nandan Nilekani (top, right) at NASDAQ: Infy goes down the wire 


1999 





Infy Lists On Nasdaq 


For Infosys, raising foreign capital was not the idea. By listing on Nasdaq, it got 
itself a currency (stocl) to hire top talent and make acquisitions across the world. 


T WAS ANOTHER DAY IN CYBERSPACE, WITH 

zillions of Os and 1s zipping up and down the 

information superhighway. But for India, 
March 11, 1999, was not just another day in cy- 
berspace. It was the day that somebody sitting in 
some remote corner of the world could log on to 
his computer, hit a few keys, and buy himself a 
part of India's premier software exporter, 
Infosys Technologies. 

That was the day that Infosys' share began 
trading on America's premier online stock 
exchange, Nasdaq. The event was beamed live 
from New York to giant video-screens on a bas- 
ketball court at the Infosys' Bangalore cam- 
pus. *This is a small step for Nasdaq but a giant 
leap for Infosys and the Indian software indus- 
try," said Chairman N.R. Narayana Murthy 
from New York. It was a rare moment of exul- 
tation for a man who is otherwise given to 
understatement as his style. 

Within two hours of active trading, the US- 
listed Infy share touched $50, up $12.88 from 
the listing price of $34. The share closed the 


trading day (!) at a healthy $46.88. The com- 
pany was pleased. But not for the reasons you 
might imagine. 

At last, it had a ‘currency’ to recruit global tal- 
ent (via dollar stock ops) and make overseas ac- 
quisitions (via all-stock deals). Just accessing 
funds, in itself, was not the idea. Explains 
Nandan Nilekani, СЕО, Infosys Technologies, “Our 
decision to list on Nasdaq was based on the bel- 
ief that it would help us build a strong global 
brand and attract a wider pool of investors as well 
as the best employees from all over the world.” 

Indeed, the Infosys brand has got a boost. 
Customers prefer doing business with firms 
that they know are subject to the rigours of 
GAAP—standard financial disclosure, not to 
mention the intense scrutiny of global investment 
analysts. Even otherwise, for a company started 
in 1981 with just $250 as capital, it was quite 
some moment. Infosys now commands a mar- 
ket value of more than $2 billion, and sym- 
bolises the aspirations of Indian firms that are 
thinking global. 
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Tata Tea Buys Tetley of UK 


Big fish swallow small fish. But again, not always. India's own Tata Tea took 
over the UK's Tetley, to become the world's second largest tea marketer. 


USINESS HAS A CERTAIN 

Darwinian logic to it. A 

logic that kept Indian busi- 
ness fearful of the Big Bad 
World overseas, where large 
corporations with multi-bil- 
lion dollar outlays could 
crunch anything of Indian ori- 
gin out of existence. 

Well, here’s some news. 
Sometimes, the small get to swal- 
low the big. On February 27, 
2000, humble little home- 
grown Tata Tea snapped up Tet- 
ley of UK, a company thrice its 
size, for a tidy sum of £274 
million (Rs 2,117.05 crore). 

Says Homi R. Khusrokhan, 
Managing Director, Tata Tea, 
“The acquisition of Tetley has 
catapulted Tata Tea into the lea- 
gue of a new emerging breed 
of Indian Transnational Com- 
panies who realise that, sooner 
rather than later, the world 
has to be their marketplace.” 

It was a lot of money, and 
the deal involved the setting 
up of a fully-owned special 
purpose vehicle (spv) in the 
UK—with £70 million (Rs 
540.85 crore) of equity, and an 
unbelievable £200 million-odd 
(Rs 1,545.3 crore) in debt. 
Some analysts even think that 
the Tata group got carried 
away by the glory of the moment, and overpaid 
(rival bids were lower). The Tatas even had to 
inject an additional £30 million (Rs 231.8 crore) 
into the sPv in 2001. 

But in pure factual terms—of an acquisition 
made—it was certainly a winning moment. 
The largest cross-border acquisition made by an 
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Global market play: For people 
who need adrenalin 


Indian company, ever. And i 
move that turned Tata Te: 
into a global marketer of te: 
overnight, and the world’; 
No. 2, after Unilever. In on 
shot, Tata Tea’s consolidate 
turnover stands at Rs 3,07: 
crore for 2001-02. 

Moreover, the company no 
only has access to a globa 
market (that Tetley addresses) 
but also a global tea-leaf pro: 
curement system perfectec 
over the years and a vast port: 
folio of innovative products 
including dripless teabags 
herbal teas and flavoured tea: 
(with flavours as exotic as black 
currant, strawberry, apple anc 
cinnamon). The challenge now 
is to show that Indian market- 
ing minds are as good as any, 
in addressing the bewildering 
diversities of the world. 

To be sure, Tata Tea’s move 
hasn’t sent Unilever into a cold 
sweat. Tata is at best a distant 
contender for global leader- 
ship. Its worldwide market- 
share stands at around 4 per 
cent, against Unilever’s 10 per 
cent. But the company has an 
aggressive plan to shake up the 
tea business worldwide, and 
stack up the volumes. But de- 
veloping markets overseas, or 
even shifting them in any significant way to fav- 
our the company, can cost huge sums of money. 

The big question is whether the Tata group 
has the resources to play a global game. The out- 
come of this test case could determine how 
ambitious Indian companies want to be—as 
global marketers. 
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2001 


Lagaan Takes Bollywood Abroad 


Lagaan's overseas run could mark the beginning of Bollywood's grab for global eyeballs. 


y 





The Lagaan ХІ: Oscar or not, the Ashutosh Gowarikar movie succeeded in putting Bollywood on the global map 


HAT WOULD BE THE 
winning moment for this 
one? The day— March 24, 
2001—that Ashutosh Gowarikar's 
cricket tale ‘Lagaan’ was nomi- 
nated for the Best Foreign Film 
award at the Oscars? The Friday 
it opened to packed theatres in 
India? Or the moment the audi- 
ence erupted at the cinematic cli- 
max? A bloodless Indian victory. 
Against impossible odds (11 clue- 
less dhoti-clad villagers, against 
11 accomplished Anglo-Saxons). 
And do-or-die stakes (thrice the 
tax on losing, no tax on winning). 
The nail-chewing went all the 
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way to LA, for an Oscar. Alas, 
Bollywood couldn’t pull off a last- 
minute stunt this time round. 
Oscar or no Oscar, what the 
Lagaan victory symbolises is 
Bollywood’s ambition to go glo- 
bal, and play on the same celluloid 
field as Hollywood. For the same 
eyeballs. If a rustic fantasy could 
impress American critics, and even 
draw some $2 million (Rs 9.6 
crore) at the US and UK box off- 
ices, why not other films? 

“A nation is poor when it stops 
dreaming,” says Mahesh Bhatt, film- 
maker, “and Lagaan has rekin- 
dled dreams.” The Indian film 


industry actually sells more tickets 
than the American industry (3.6 
billion, to 2.6 billion), but its value 
realisation remains pathetically 
low. Targeting the world mar- 
ket could change all that. The 
Indian market is estimated at only 
$850 million (Rs 4,096 crore), 
while the world market is placed at 
over $50 billion (Rs 24,09,500 crore). 
Convergence won't be easy, though. 
To enchant global audiences 
with its unique idiom, Bollywood 
will have to retain its local essence 
while adapting itself to the pulse 
of LA. The watchword will be 
universalisation, [fl 


POET ee ee TET TN 


Jet Airways becomes the first airline in India to win the TTG Travel Award for the Best Domestic Airline. 


The readers of TTG-Asia — one of the best-read travel newspapers in the Asia Pacific region 

— and TTG-China have voted us the best domestic airline. And all the credit goes to our 

passengers. Whether it's the Air Transport World Award 2001, the H&FS Award 2001, БА 

or this latest accolade, they've constantly encouraged us to soar higher. Today, we are 

proud to dedicate this honour to every Indian who has ever experienced the joy of fying THE JOY OF FLYING 
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To succeed in the knowledge era, India must make a creative 
break from the debilitating colonial hangovers of the past. 


M ukesh 
Ambani 


Chairman & Managing 
Director, Reliance 
Industries 


HE CONCEPT OF THE UNIVERSE AS ONE 

family (Vasudaiva Kutumbakam) is not 

something new to the Indian mind. It 

has been expounded in the Vedas and 

Upanishads by our sages and seers. It 

is this breadth of vision that enabled India to re- 

alise its vast creative potential in an entire 

range of areas: astronomy, architecture, botany, 

medicine, metallurgy, meteorology, philoso- 

phy, and political science in addition to in- 

dustry and trade. India began to decline only 

when we began to look inwards, India's resur- 

gence during the last century owes itself to 
the reassertion of those universal impulses. 

Mahatma Gandhi visualised independent India 

as a home with its windows wide open, letting in 

the refreshing breath of stimulating ideas from all 


JANUARY 19 2003 


directions. Gurudev Rabindranath Tagore dreamt 
of an India where everyone could hold his and her 
head high without a shadow of fear. This is the 
mindset that flows from quiet self-confidence 
and a high sense of self-esteem. Why, then, are 
some of us afraid of competition and why this 
apprehension that others will swamp us? 

I believe that we must deal with this issue 
courageously if India has to win in the age of 
globalisation and competition that is unfolding 
before us. 

We are in a world where the prerequisite of 
progress is changing. In fact, even the parameters 
of survival have become fundamentally differ- 
ent. The pervasive impact of technology and a 
movement towards a barrier-free global market are 
giving a new meaning to the rules of the game. 


The concept of survival now transcends from 
the biological to the intellectual. The aphorism— 
survival of the fittest—applies not just to citizens 
but also to companies, communities and countries. 

This is not only an era of globalisation and 
competition. We have entered the age of knowl- 
edge. These two elements—globalisation and com- 
petition—give to knowledge a new and sharp focus. 
Citizens have to relate to an explosion of new 
knowledge that incessantly challenges their ability. 
Metaphysically, they must run faster in order to 
remain where they are. They must continuously 
improve individually and organisationally to add 
economic value to enterprises. This demands con- 
stant efforts to enthusiastically embrace a process of 
perpetual renewal and creativity. 

Companies have to factor market dynamics 
founded on a new paradigm of constant change. 
This calls for an ability to deal with continuous un- 
certainty by maintaining a ceaseless state of trans- 
formation driven by market dictates. 

Communities have to provide room to new 
forms of social organisations based on knowl- 
edge networks. This necessitates placing knowledge 
and technology at the core of social values as 
well as an accommodation of borderless virtual so- 
cieties bonded by shared professional, recre- 
ational, ethnic, religious, political, environmental 
and moral values. 

And countries have to wake 
up to new challenges brought 
about by full and ubiquitous 
connectivity. This requires an 
acceptance of new norms of cit- 
izenship, cross border employ- 
ment and trade and inclusive 
political models. All of them 
demand a creative break from 
the now-outmoded political and 
economic concepts. 

Adapting to an explosion in 
knowledge, living with continuous uncertainty, re- 
lating to knowledge networks and dealing with tal- 
ent requires nurturing one resource: the human 
brain. In an age where knowledge is the funda- 
mental source of wealth, power and progress, 
success will come to those who have the capacity 
to conceptualise, the competence to implement 
and the competitiveness to stay ahead. 

This is the war that the Indian mind must 
win. And for us Indians, the importance of tun- 
ing our mind to the new challenges should not be 


The Indian mind 
must refuse to 
accept things as 
given. The social 
ethos must give up 
trekking beaten 
paths 


BHASKAR PAUL 


difficult to comprehend. For 
ancient Indian wisdom reminds 
us that the *mind is the key to 
freedom as well as progress’ 
(Man eva manusbyanam karan 
bandha mokshoyo). To be able 
to win the battle for freedom 
and progress in the knowledge 
age, we must rid the Indian 
mind of the enfeebling hang- 
over of the colonial past. We 
must go back to the roots of wisdom that lie deep 
in our culture and world outlook. 

Our capacity to conceptualise on a large ‘beat 
the world’ format must not be limited by incre- 
mental thinking. We must discard the tendency to 
think in a linear manner. We must regain the in- 
tellectual power to look beyond the constellation 
of stars and galaxies and discover new vistas to lead 
humanity in the domain of knowledge. We can no 
longer be content with year-on-year improve- 
ment in growth and development matrix, banking 
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on conventional reference points and taking refuge 
in precedents. We cannot afford to remain 
prisoners of conventional thinking. 

In the knowledge age, individuals, commu- 
nities and the society have the opportunity to 
leapfrog and create entirely new and large vis- 
tas for advancement. The Indian intellect must 
break free from an evolutionary mindset and 
conceptualise initiatives in all spheres in a rev- 
olutionary manner. 

In the knowledge age, competence to imple- 
ment is constrained only by self-imposed limits to 
creativity. The Indian mind must refuse to accept 
things as given. The social ethos must give up 
trekking beaten paths. As individuals, we must 
be ready to venture out. Like the Indians of the past 
who carried both the message and materials from 
this country to the West and the East, we must 
gather the courage to sail in 
uncharted seas with courage 
and confidence. 

The new world will unre- 
lentingly question the con- 
ventional in virtually every dis- 
cipline. Indian polity and so- 
ciety must move beyond. the 
sanctuary of these comfort 
zones to support a new intel- 
lectual edifice builr around 
quest, experimentation, cre- 
ativity, adventure and research. 

Our ability to stay ahead by competing is im- 
paired by the lack of a sense of common purpose. 
We must inculcate the ability to convert indi- 
vidual creativity into collective brilliance. 

Enterprising Indians must assimilate a spirit of 
a common sense of purpose to succeed in such an 
environment. Not doing so would be untenable 
in an age where new knowledge is created at the 
interface of disciplines and new initiatives are 
governed by a framework of technological and 
market risk-sharing. 

The Indian psyche must be recast to working 
in a collaborative framework. A common dispo- 
sition among Indians to overvalue oneself comes 
in the way of productive partnerships. Such part- 
nerships are an essential prerequisite of a net- 
worked society. From outsourcing and strategic al- 
liances in business to fighting communicable dis- 
eases and terrorism across borders, partnerships 
will be a way of life in a globally networked soc- 
iety. Individuals and organisations in India have to 
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We must discard the 
tendency to think in 
a linear manner. We 
cannot afford to 
remain prisoners of 
conventional 
thinking any more 


downsize self-opinionated behaviour to succeed in 
an environment of sharing resources and mutually 
reinforcing skills. 

India will win, no doubt. But winning should not 
be seen as а fortuitous event. . It is a product of moti- 
vation, discipline, rigorous training and killer insti- 
nct. What matters is not just how you played the 
game, but also whether you won or lost. Indians 
must ingrain the winner-takes-all mindset and reco- 
gnise that the new. world is unforgiving to losers. 

Translating this frame of mind in the real 
world of polity, economy, industry and society 
boils down to an agenda made up of several 
path-breaking initiatives. At the top of this agenda 
is the goal of global leadership in every sphere of 
economic and competitive activity. Then comes a 
radical overhaul of systems in governance, edu- 
cation, health, population control and social wel- 
fare. Following this, is a con- 
certed effort in managing crit- 
ical resources such as food, 
energy and water. Finally, 
there is the unfinished task of 
fully unshackling economic ac- 
tivity from the chains of ex- 
cessive regulation. 

Universal outlook and 
creative destruction are at 
the core of this mental out- 
look. We must not lament if 
inappropriate initiatives and 
inefficient enterprises are destroyed in order to 
allow for new ones that are contemporary and 
globally competitive. 

These concepts are not alien to the Indian 
society. The spirit of creative destruction is 
imbibed in our epics. The trinity of Brahma, the 
creator, Vishnu, the preserver and Shiva, the de- 
stroyer, epitomise this. We see the process of 
universal creation and destruction in a com- 
plementary cyclical relationship, as day and 
night or inhalation and exhalation. 

In the final analysis, the character and contours 
of progress in the new era will be shaped by the 
way our mindset, as citizens, as corporates, as 
communities, and as the country itself, is trained 
to break free from the debilitating hangover of the 
colonial past, and encouraged to innovate, create 
and collaborate. The pursuit of success in a rapidly 
evolving digital economy will depend on stretch- 
ing sights and extending enterprise to attain global 
leadership in all spheres of life. 
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Te Urge TO Win 





Governance is at the root of most hurdles India faces 
in emerging a major global competitor. sv r. «ous 





HY DO SOME NATIONS SUCCEED AND 

others fail in international competition?" 

asked Harvard Business School's Michael 

Porter 13 years ago in his pathbreak- 

ing book The Competitive Advantage of 
Nations, and thus crystallised a question that 
economists had vaguely been asking until then. 
The coming of the Internet and the dotcoms 
in the mid-90s made competitive strategy as 
fashionable as tailcoats. Now that the best of 
economies are grappling with issues like double- 
dip recession and deflation, the Internet has been 
recognised for what it always was-—an informa- 
tion superhighway—and the world's future looks 
less certain, most nations and corporations are 
back to asking themselves the Porterian question. 
For India, the question of competitiveness 
assumes greater significance. The subcontinent 
is not only home to almost a fifth of the world's pop- 
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ulation, but is also its largest democracy. With a 
workforce of 402 million, it is fast becoming the 
world's back office, but it also has 460 million 
people who cannot read or write. Its middle class of 
more than 300 million is a potential trigger for 
global revival, but there are 261 million others who 
barely manage a subsistence. The country has a strong 
legal system, but its bureaucracy is crippling. It has an 
economy that's fastest growing after China's, but its per 
capita income (providing for purchasing power parity) 
is lower than those of Honduras and Lesotho. 
However, the Great Indian Dream being nur- 
tured since the Independence, but more actively 
since the Nineties, presupposes global domi- 
nance based merely on the preceding positives, 
never mind that India ranked No. 48 on the 
World Economic Forum's Competitiveness Index 
for 2002. Estonia, Botswana, and Costa Rica 
rate better. This tells a disturbing story. That 





the size of a country or its population, availabil- 
ity of cheap labour, or a robust judicial system are 
no guarantors of competitiveness. In fact, even 
macro-economic enablers like industry-friendly 
monetary policies, superlative education system, 
higher penetration of information technology 
does not automatically translate into unique, re- 
cession-proof competitiveness. Japan, Germany 
and the US bear that out. 

The question, then, is: What is competitiveness, 
and how does one achieve it? One of the definitions 
offered by the Concise Oxford dictionary of the 
adjective competitive is (of a person) “a strong urge 
to win”. Economies are a little more complex than 
enthusiastic individuals or firms, so how does one 
create this urge to win? The answer to this question 
goes beyond economics into the more obscure ar- 
eas of sociology and psychology, and is explored 
elsewhere in the issue. For the purposes of this col- 
umn, we'll limit competitiveness to more tangible 
factors that can be shaped by government policies. 

By now, most of us are familiar with India’s 
competitive constraints. Red tape, high cost of 
capital, poor infrastructure and inadequate social 


to obtain clearances, and corruption is epidemic. 
While labour is cheap, the direct and indirect costs 
of infrastructure—power, water, transportation, 
telecommunications—are simply too high. An 
estimated $200 billion is needed to raise India’s 
infrastructure to acceptable quality levels. Money 
is an issue, but a bigger issue is governance. As the 
Golden Quadrilateral example illustrates, polit- 
ical will can overcome even financial constraints. 
But to implement more such projects, India needs 
a stable government—one with a clear mandate 
and vision. At the moment, both seem equally im- 
possible to come by. 

The enormity of it all is driven home with gre- 
ater force when one realises that a robust socio- 
economic base is only a precondition and a not 
a guarantor of competitiveness at industry or firm 
level. The two are inextricably linked, but it is 
possible for a firm’s overall competitiveness to be 
delinked from that of a nation—for the simple 
reason that one country cannot be competitive at 
everything. A US may be a great place for inno- 
vation, but not necessarily for manufacture. It 
may be home to the best brands, but servicing 


A nation’s competitiveness will be determined 


by its ability to draw corporations that are individually competitive 


development. But all of these stem from one 
basic issue, which is governance. India may have 
an exemplary democracy, but it has had poor 
governments. Since a democratic set up places so 
much power in the hands of its people, gov- 
ernments often undertake populist measures 
(such as taxes and subsidies) without effecting any 
deeper and longer-lasting structural changes. 
That’s a reason why while a so-called Communist 
China’s one-step-at-a-time move towards an 
open market system over 30 long years starting 
in the 1950s is paying so handsomely, India’s 
sudden tryst with globalisation is floundering. 
The groundwork that should have preceded 
such a liberalisation still remains to be done, 
although we are more than a decade into it. 
Investment, foreign or domestic, will chase 
the most friendly and efficient markets. 
Therefore, if the Indian government is won- 
dering why despite opening up its industries, it 
receives a few billion dollars in foreign investment, 
it’s because the business environment isn’t com- 
petitive enough. It takes too long for an investor 


their consumers may be somebody else’s com- 
petence. In fact, that’s why globalisation—despite 
the rise of xenophobia—will continue to be un- 
stoppable, and also why corporations that tap 
into varying competitive strengths of different na- 
tions will remain more successful than others. By 
that logic is it possible for a Ranbaxy or a Wipro 
to one day become global leaders? I think so, the 
reasons of which are explored in a separate essay 
elsewhere in the issue. 

A nation’s competitiveness will, then, be det- 
ermined by its ability to draw corporations that 
are individually competitive (don’t forget Japan’s 
growing disillusionment with its interlinked 
keiretsu system). China is already deploying 
that strategy by welcoming high-tech industries 
from Taiwan and Hong Kong to the mainland. 
Can India lure the best of industries from 
Bangladesh and Sri Lanka? If it grows its business 
environment much better than the two countries, 
why not? But that’s a big if. In the final analysis, 
competitiveness may depend on a basic human 
instinct. The urge to win. W 
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How competitive are we? We threw the issue open to more than 1,000 
Indian citizens of varying levels of responsibility. д st-orc-marc SURVEY 


ISSECTING STATISTICS, BURROWING THROUGH 

the library, wracking the brain and pontificat- 

ing for the record are all very good. But for 

clues on what Indians at large think about 

our business competitiveness, there's no 
better device—short of mass-telepathy—than a 
sample survey. 

There are two particularly alluring aspects of 
such an exercise. One, the respondents are picked 
randomly, so their opinions could be taken to 
represent those of the larger population, at least 
within a fairly acceptable bracket of accuracy. 
And two, the responses are anonymous, which al- 
lows people to voice their minds freely. 

To get a good cross-section of opinion, the 
sample of 1,053 respondents includes a diverse set 
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of thinkers, from CEOs, executives, bureaucrats and 
economists to housewives, students, ordinary cit- 
izens and politicians. The questions concern such 
issues as Competitiveness, protectionism, success 
factors and even the attitude of current super- 
powers towards India’s own quest for super- 
power status. 

One may think that respondents would require a 
high level of business awareness, but the point is that 
almost everyone has an opinion on these matters. 
Which is good. More interestingly, the responses do 
not vary all that much from one respondent category 
(say, executives) to another (say, students). In fact, the 
only category that stands out for its exceptionalism 
is that of politicians, Interesting, is it not? Go 
ahead—read on. 
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Dr Surjit Bhalla 


All Respondents (1,053) 


No 59% 


41% 


% saying ‘yes’, by respondent category 48 


Intellectuals (50) 


Housewives (205) 
General Public (211) 
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Will Indian companies close as ї 
economy opens up? 






7 


Isn't it ironic that the people who lead us, our politicians some of 
who write economic policy, are the ones who have the least faith in 
the competitivess of our businesses? For the people in the know, 
CEOs, bureaucrats and economists, it was kind of a non-issue. 
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Degree to which entry of 
international companies will 
affect various sectors 2 
A mixture of fact, fear and paranoia. The respondents believe 
cosmetics to be the most threatened sector; cement to be 
the least. 

Base: All Respondents (1,053) М: Mean out of 
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All figures in % 
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The plates collided. The Earth trembled. The foreste drowned. 
The mountains eroded. The sadiments flowed. 


Millions of years paceed. 
14th August, 1956. ONGC was born. The first onshore discovery 
сате in 1958. Offshore, the first discovery was in 1974. 


ONGC Day, 2002. Reserve Басе of 6 Billion Tonnes of Oil & 
Oil-equivalent Gas in India. Daily production of 1 Million barrels. 
Discovering, producing, transporting, processing and now, refining and 
marketing mote and more hydrocarbons. 

Wherever you ate in India, chances are that the warmth of your 
satisfaction comes from the producte that ONGC made from the Oil & 
Cas that ONGC produced ftom the reservoirs that ONGC discovered. 


ONGC. Touching the Indian Life. 


making 


omorrow 
brighter 





Oil and Natural Gas Corporation Limited 
hittp://www.ongcindia.com 
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Soumitra Choudhary, Economic Adv 


Base: All Respondents (1,0534 
Policies should Indians are not in favour of a level playing field. Well, this would 
favour Indian be true of any nation, at any point of time, for questions like these 
companies & 4 О / inevitably get understood and hence responded to on the nationalistic 
0 level. Period. On the contrary, the mere fact that nearly 36 per cent 


favour neutral policies, means India has travelled quite a bit down 
the free-market road. 













ig Policies should favour Policies should 
Indian companies be equal for all 


By Respondent Category 







“Our government is 
still not proactive 
ا‎ soe in = 
ліпа, co-opt a 
build a successful 









economic model” 2 
“China has been able Should the policies of the Indian 
to attract huge FDI. Government continue to favour Indian 


Sara a et companies in an open economy? 


| and low wages, has Ignore everything else, just look at the response of CEOs. Clearly, Indian 
* un a aein CEOs have managed to acquire the maturity and the global vision of 


"i е" their open-market peers. As for ће rest, and 
that includes economists and experts, the 
less said the better. 


Numbers do not add up to 100 because of 
missing responses. 





In reality, will the government's policies 
continue to favour Indian companies? 
Even when nationalistic tendencies force us to believe the government should 
favour Indian companies, the inevitability of globalisation adds a dash of reality— 
we know that commitments such as those to WTO will have to be honoured. 
All Respondents (1,053 ) 
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Indians believe that China's policies are a direct 
reflection of its politics, and being a totalitarian _ 
regime helps. Even then, the scale of their bias _ 
(towards Chinese companies) may be f 
exaggerated—most people haven't forgotten 1962. 
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Ў intellectuals (50) 


| aa CHA p in FDI SOO TET India 
narrowing? 


Pate people who are in the know believe India lags 
behind China in terms of FDI. As for the rest, fools 
abound. But to the politicos’ credit they're doing a 
` Will PERE a рой coim good job of convincing the public that the gap is indeed 
to favour Indian companies? narrowing fast. 
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Actually, the question shouldn't have been asked, or answered: not when the 
difference is in the magnitude of tens. 


All Respondents (1,053) 
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No two customers are alike. Every business transaction today future-proof systems that are feature 


is an opportunity to build, nurture and grow a relationship. It's no rich, grow as your business grows 
wonder then that every time your customer is made to wait, it's providing a total, cost-effective solution 
calling for a final good bye sooner or later for all your communication needs 
In such a competitive business while pushing you to greater limits 
environment where customer service and of excellence 
satisfaction are paramount to success 
and technology improves business Key Aria features 


* Future-proof IP ready System 
* ISDN (PRI / BRI) Interface 


performance, a reliable communication 
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Our Superpower ambitions flow directly 
from Mr. Bharat's optimism born out of the 
conviction that things are changing and 
for the better. Well, if China could do it, 
why not us? 


by linking it to 
тшси К 


Base: All Respondents (1,053) 


73 
67 65 
58 59 57 
56 51 32 
~ 
= g 
c ~ — 
siSisisisisz 88 
о в — 0 
2121512112191 8179 
= æ c > a Fs 
Ssisaisgisisisizt= Z 
= ue 6i = = = = © ES 
= РА 5 S 2 е 2 o == 
=~ i SizZzistaeisizsigiss 
zl! di Oo = o ut 







` Will India become a significant economic 
power in the next five years? % saying ‘yes’ 
Economists are the party-poopers, insisting that India needs to grow by at 


least 9 per cent a year for the next 10 years to double per capita income 
and come within striking distance of being a superpower-wannabe. 
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Will the superpowers pw India to become an 
economic superpower 








The superpowers did not want China to become an economic superpower. Did 

that stop the country? The predominant negative response stems less from any 
actual act by first world countries and more from our inclination to portray 
ourselves and the country as victims. 






ise: All Respondents (1,053) 


Will the superpowers permit 


India to become an economic 
superpower? 


Nearly one out of two economists, those eternal 
naysayers, believe the superpowers can't do a 
thing. But most politicians and bureaucrats 
believe otherwise. And given that they're the 
ones who will be fighting most of the global 
MR battles, this does not augur 


All (1053) 39 





CEOs (51) 45 
Politicians (73) 25 

Bureaucrats (50) 22 

Executives (107) 30 

Students (306) 41 
Housewives (205) 42 
General public (211) 42 
Economists/ Experts/ Intellectuals (50) 48 
% saying ‘yes’ by respondent category 


| | Base: All Respondents (1 053) 
In which sectors will Indian companies excel in the global marke 


Forget herbal products, we should be focusing on businesses like textiles software, and 
are tomorrow's winners. 
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What To Make Of It All 


HE MESSAGE IS CLEAR. 
Indians have gotten over 
their initial fears related to 
the opening up of the Indian 
economy. In fact, the survey's 
results display a reasonably 
healthy degree of self-confi- 
dence in facing global busi- 
ness—though it is also amply 
clear that most people would 
also like the Indian govern- 
ment to continue with some 
form of support for Indian 
business. This sounds contra- 
dictory, but sentiments are not 
always rationally consistent. 
Interestingly, the competitive- 
ness perceptions of politicians are 
at variance with those of people in 
the actual hurly-burly of business. 
While the politicians haven't quite 
abandoned their paternalistic ins- 
tincts, businessmen seem content 
to be left to do their own thing, 
even though they know only too 
well that they cannot escape the 
inevitable churn that results from 
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exposure to world competition— 
with the weak dying and the 
strong surviving. This suggests 
that it is time that Indian policy- 
makers take their cues from busi- 
ness—for the latter have become 
the country's true opinion leaders, 
at least for those aiming to be 
globally competitive. 

The one area where the res- 
pondents appear rather unrealis- 
tic in their assessment, is their 


opinions on China. It appears 
that Indians, by and large, are 
quite clueless about the real 
reasons behind China's grow- 
ing economic strength, pre- 
ferring to view that country 
only through political lenses. 

That stands out in con- 
trast to the realism displayed 
in picking business sectors 
where respondents detect a 
clear competitive edge (herbal 
products, software and gar- 
ments, for example), and in 
identifying the key resource 
enablers for global success. Most 
of these enablers are the result 
of private pursuits, and if the gov- 
ernment were to remove the last 
remaining artificial constraints on 
Indian business, self-confidence 
would go up further. 

It would also help if we could 
put the *victimhood syndrome' 
behind us, once and for all, and 
stop whining about a world alle- 
gedly ganging up against the 
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country. That shouldn’t even be an 
issue. No superpower wants to see its- 
elf eclipsed, but no force can stop a nat- 
ion that is determined to make a suc- 
cess of itself. 

For that, goal-orientation is a must. 
And for that, a sense of global real- 
ism. “In engineering and lot of other 
manufactured goods, India, much like 
China, won’t be the technology or R&D 
base, but just sourcing and manufac- 
turing one,” says Raj Jain, Managing 
Director, Whirlpool Of India. 
However, for actual competitiveness 
in manufacturing, says Bijou Kurien, 
Chief Operating Officer, Titan 
Industries, some more policy hurdles 
will have to be cleared, and the requi- 
site infrastructure put in place. 

The sectors where regulatory poli- 
cies and infrastructure have only been 
minor hindrances, and where compe- 
tition has been a fact of life, Indian 
business has done remarkably well. 
Computer software is the best example 
of this, and it is best placed to spear- 
head India's shot at superpowerhood. 
"Agriculture and manufacturing should 
keep pace at the same time, for the 
dream of becoming a superpower to 
become a reality," adds Rajiv Kaul, 
Managing Director, Microsoft India. 

Agriculture offers some natural 
advantages, and value-addition possi- 
bilities are aplenty, but the fight for a 
level-playing field worldwide will have 
to be strong and sustained. While 
crushing costs, India will also have to 
work at differentiating its produce—all 
the serious money is in uniquely bran- 
ded stuff, not commodities. “We must 
think big, and build a mental attitude to 
market uniquely Indian stuff on a glo- 
bal basis," says Sorab Mistry, Chairman 
and CEO, McCann-Erickson India. It is 
possible, of course, to give a unique dim- 
ension to any product or service. But 
before all that, Indian business must get 
under the skin of the global consumer. 
Understanding the overt (and more 
importantly, latent) needs of this unf- 
amiliar creature could make the diffe- 
rence. Do we know anything about the 
Chinese video-game jock? 
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(Ph: 2320853); VADODARA: ICFAI, F1/124, Kashi Vishweswar Flats, Tower No.5, Chikuvadi. (Ph: 341780); 
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ALLING TARIFF BARRIERS, CHANGING CONSUMER NEEDS, AND 
new trade regulations are rewriting the rules of the game 
across sectors. The underlying need for companies, how- 
ever, is to “value add". For pharma companies to move 
from bulks to basic research, for auto components manu- 
facturers from parts to ‘systems’, and for chemicals firms to make 
speciality chemicals. But every industry faces varying chal- 
lenges in doing so. We look at the 10 most important sectors 
and rate their competitiveness against a changing global industry. 





VIVAN MEHRA 


: rige و ر‎ 
OEE EC Po See 
ete d Mee , Ялы 


"UNO xp 37 - ` > 4 [ж * 3 ; 

; is vac ido. Y, - f? - eA ^ 
oi SES Ga RS Sagan quio aang een war agp n (CS ES Ае АН PIRA ЫЫ ч MR 
| | терм =. 


» ^ io KV 





AUTO COMPONENTS 


A New 
Drive 


Quantum improvements in 
quality are helping Indian 
vendors find global buyers. 


HIS SHOULD HAVE BEEN THE 

hardest industry to take 
global. Until 20 years ago, the 
Rs 20,000-crore auto compo- 
nents industry churned out parts 
for outdated vehicles. Pricing 
was on cost-plus, and there was 
virtually no R&D or exports. 
Still, the industry has rapidly 
brought itself to a position 
where it can see itself exporting 
$1 billion (Rs 4,800 crore) worth 
of components by 2004-05. 

For instance, Bharat Forge, 
India’s largest exporter of auto 
components, has bagged a Rs 
60-crore order for forgings 
from China. Foreign collabora- 
tors of the Delhi-based Anand 


Group are relocating 
some of their units to 
Anand's factories. “India 
is highly competitive in 
metal parts, electricals, 
forgings, castings, plastics 
and tyres," points out 
Vishnu Mathur, Executive 
Director, ACMA. 

What has helped is the 
entry of foreign car majors. 
With their modern vehicles, 
they brought in knowhow that 
has helped Indian vendors go 
up the learning curve. Some key 
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components for Ford's 
Ikon were designed in 
India. Hyundai and Toy 

ota have also helped dev- 
elop vendors. And now, 
most of them have plans 
of sourcing components 
from India. Indian ven- 
dors may never become 
tier 1, but there are trem- 
endous opportunities nevert- 
heless. Says Amit Kalyani of 
Bharat Forge: “We are ready to 
grab that opportunity." 

SWATI PRASAI 


Exports 
Wi Projected exports 
by 2004-05 


Figures in Rs crore 


AGRO-BASED PRODUCTS 


A Victim Of 
Wastage 


Fix the supply chain, and India’s agro- 
sector can turn into a big export earner. 


rp Aha rire исо» 
the second-largest producer of fruits, vegetables, 
and wheat, but its exports were a mere Rs 28,162 
crore last year. Reason? The absence of an effective 
supply chain from the farmer to the consumer. 
There are multiple intermediaries but few cold 
chains, leading to wastage. India processes less than 


2 per cent of its fruits and vegetables 
compared to Thailand's 30 per cent 
and Brazil's 80 per cent. Similarly, 
India has the largest cattle stock but 
just 1 per cent of the meat is pro- 
cessed into value-added products. 
The industry, however, is growing. 
According to estimates, the processed 
foods industry, comprising farm pro- 
ducts and consumer foods, will grow 
by 2006 to Rs 2,50,000 crore from Rs 1,44,000 crore 
today. APEDA, the industry's apex association, is lobby- 
ing for removal of some export restrictions, especially 
on wheat and wheat products. Investment in pro- 
cessing and supply chain, however, can unleash the 
sector's competitiveness over the long term. 
SWATI PRASAD 
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CHEMICALS 


Specialities Play 


Cost-effective R&D is opening up a lucrative niche 
for Indian manufacturers. 


HE INDIAN CHEMICALS INDUSTRY IS A MINNOW IN THE 
global market, but it just might find a profitable niche to 
grow in—speciality chemicals. Take Jubilant Organosys, for 
example. It is the largest manufacturer of speciality and fine 
chemicals in the country, and is the world’s second-largest man- 
ufacturer of pyridine (used in agrochemical 
and pharma industries) and its derivatives. 
It is also one of the top manufacturers of 
acetaldehyde, acetic anhydride, ethyl ac- 
etate, and latex. A fifth of Jubilant’s rev- 
enues comes from exporting 25 such prod- 
ucts to 50 countries, Says Shyam S. Bhartia, 
CMD, Jubilant (formerly Vam Organics): 
“Indian companies may not be global lead- 
ers overall, but they do lead in select cate- 
gories." India currently accounts for 2-3 per 
cent of world specialties production, which 
is concentrated in US, Europe, and Japan. India’s advantages are 
lower costs (Jubilant, for instance, uses agro-based acetalde- 
hyde and not the more expensive petroleum-based acetalde- 
hyde) and the ability to not just develop speciality chemicals, 
but do so cheaply. In fact, most analysts expect global play- 
ers to tie up with Indian manufacturers for cost advantage. For 

companies such as Jubilant, that’s good news. 
VANDANA GOMBAR 
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A Lumbering 
Giant 


A number of hurdles stand in the 
way of steel becoming competitive. 


I IS THE 10TH LARGEST PRODUCER OF 
steel in the world, but the industry is 
plagued by overcapacity, high cost of cap- 
ital, inefficiency, and labour problems. And 
last year, it posted a combined loss of Rs 
4,000 crore. The only profit-making ex- 
ception: Tata Steel. But things should look 
up in the coming fiscal. 
Prices this year have been 
revised seven times and 
currently quote at about 
Rs 6,500 per tonne. In 
the global arena, Indian 
steelmakers face a tough 
battle. Congestion and 
lack of handling facilities 
at Indian ports along with 
anti-dumping duties and 
litigation in the US, threaten exports. Des- 
pite those issues, India's exports this year to 
the Far East, China and EU have ропе up. 
The domestic market, however, continues 
to lag. India's per capita consumption of 24 
kg compares poorly with China's 87 kg. 
Since steel is largely a domestic industry, un- 
less companies find ways of increasing local 
consumption, there is little chance of them 
becoming globally competitive. 

SWATI PRASAD 









HEALTHCARE 


Needed: More Corporates 


India has the skills, what it needs now is big-ticket investments. 


HE RS 103,000-CRORE INDIAN HEALTHCARE INDUSTRY HAS INHERENT COST 
advantages. A bypass surgery in India costs only around Rs 40,000, while 
in the US, it could cost anything upwards of Rs 6 lakh. 
Yet, the industry is too fragmented and unorganised to cap- 
italise on it. Says Analjit Singh, Chairman and СЕО, Мах 
competency levels drop sharply when it comes to primary and 
secondary healthcare." According to a Cil-McKinsey re- 
to grow to over Rs 2 lakh crore 
хоби by 2012, but more than Rs 1 lakh crore in investment is 
needed. The solution: More corporate investment. 

SWATI PRASAD 
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IT SERVICES 


The Reigning Star 


Unbeatable skills, competitive costs and a huge brand 
equity will keep India the world’s preferred IT vendor. 





Buy just what you need. 


The next generation business desktops 
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Te IS THE INDUSTRY THAT PROVED TO 
the world that India could compete 
globally and win. Since 1981, revenues 
in the sector have soared from Rs 4.4 
crore to Rs 48,000 crore last year. 
According to a Nasscom-McKinsey study, 
revenues from IT and IT- 
enabled services could 
touch $57 billion (Rs 2.79 
lakh crore) by 2008. 
Why? Three big reasons. 
One, India is still the 
cheapest provider of 11 
services. Two, it has the 
most manpower available. 
And three, companies the 
world over will continue 
to focus on their core businesses and seek 





ways to cut costs. That means—despite 
competition from Ireland and Israel, 
among others—Indian IT and rr-enabled 
services will continue to prevail. 

VINOD MAHANTA 


invent 





um are trademarks or registered trademarks of Intel Corporation or its subsidiarie 





PHARMACEUTICALS 


Strong Contender 


The move from bulk drugs to generics and value-added new 
drugs augurs well for India’s pharma industry. 


р RANKS 13TH AMONG DRUG PRODUCING COUNTRIES IN VALUE 
terms, and fourth in terms of volume, with an 8 per cent 
share of the global pharmaceuticals market. Does that make it a 
global player? Yes and no. Yes, because exports have been rising 
steadily over the years and in 2001-02 were valued at Rs 8,730 
crore, and also because years of reverse engineering have given the 
industry enough competence to be able to quickly develop drugs 
that go off patent, and make significant strides in basic research. 
So much so that India’s first multinational 
(Ranbaxy) may well come from this sector. 

The short-term strategy of the bigger pharma 
companies entails licensing molecules (they have an 80 
to 90 per cent cost advantage), focusing on novel drug 
delivery system (making a patentable change in an ex- 
isting molecule; mostly in terms of dosage), and tar- 
geting drugs whose patents are expiring (called gener- 
ics). The American market for generics is estimated to 
be worth $80-90 billion (Rs 38,400-43,200 crore) 
over the next five years, and Indian drug-makers 
could get an increasing share of it. Money from li- 
censing and generics will help them invest more in basic research, which 
will be crucial post 2006 when reverse-engineering of patented drugs 
will no longer be allowed. 

Already, most companies have stepped up their R&D expenditure 
Dr Reddy's spends 8 per cent of turnover on R&D, up from just 3.3 
per cent two years ago. Ranbaxy spends Rs 100 crore, and Dabur Rs 
40 crore. Others such as Wockhardt, Cipla, and Sun Pharma invest 
between 5 and 8 per cent of sales on research. Says Dilip G. Shah, a 
pharma consultant: “Serious efforts at molecular research started only 
around 1995, so breakthroughs should happen over the next few 
years." The industry is keeping its fingers crossed. 
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MANPOWER 


The World 
Needs You 


Be it cooks, teachers, 
nurses, or engineers. 


Е VERYBODY KNOWS THAT FOR 
decades now, the semi- 
skilled Indians have headed to 
the Middle East. But did you 
know that Indian railway engi- 
neers are in demand in the UK? 
Or that oil and gas professionals 
are witnessing a surge in de- 
mand? Ditto with teachers and 
nurses, where the US and the 
UK can’t seem to get enough of 
them. Here, the low cost of 
labour is proving to be India’s ad- 
vantage. Sensing the opportu- 
nity, states like Himachal Pradesh 
have set up what is literally called 
a “Foreign Employment and 
Manpower Export Bureau”, 
aimed at securing employment 
for not only professionally 
trained persons, but also the 
skilled and semi-skilled work- 
ers. The bureau has over 1,400 
candidates—all ready with pass- 
ports. They span 160 trades 
ranging from driver to cooks, 
and, of course, the ubiquitous 
computer programmer. The face 
of onshore BPO? 


VANDANA GOMBAR 





TEXTILES 


ooking 
Good 


Fear not the coming end of 
the quota regime. 
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markets under the 

multi-fibre agreement (MFA), 


which currently account for 80 
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per cent of exports, hangs as a 
Damocles’ sword over the indus- 
try, think again. 2005 will emerge 
as an opportunity for those com- 
panies that are readying to tap 
the larger orders that can come 
their way post-MFA. That is when 


SMALL SCALE INDUSTRY 


MEHRA 


the country can add on to its in- 
herent cost advantages and play 
the economies of scale card. That is 
the trigger that would allow it to 
proceed to its $50-billion (Rs 24,000 
crore) export target of 2010 
VANDANA GOMBAR 


Not A Lost Case 


Despite dereservations, the industry is in fine fettle. 


HEY ACCOUNT FOR ALMOST HALF OF INDIA'S EXPORTS, AND THEY HAVE 5 
| up surprisingly well to the easing of imports. That's the story so far 
the Rs 6,90,396 crore small scale industry. The epilogue will definitel 


be a happily ever after, but it will not be a tragedy either. Even with to 


t 


dereservation of the 749 items reserved for the ssi, there are niche strength: 


in some vertical sectors that will ensure that they continue to contribut 


the economy. “Knowledge-based (SMEs) are likely to acquire prominence, 


says the economic advisor at the ssi Ministry, C.S. Prasad. They would be the 


units tapping a part of the emerging global outsourcing opportunity. BB 
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МҮЖНҮЯ LVIVY 


India Inc. must make the leap from cost to innovation 
if it is to realise its global ambitions. sv x. sronaran 


OMPETITIVENESS AS A NOTION IS BARELY A 

decade old in India. For more than 40 

years post Independence, Jawaharlal 

Nehru’s Soviet-inspired central planning 

system ensured that Indian businesses had 
a captive market. Capacity was the only mar- 
keting constraint, and competitiveness meant the 
ability to swing licences from a highly political 
and corrupt bureaucracy. A cost-plus pricing 
system encouraged companies to build assets 
and overheads, without worrying about effi- 
ciencies. Small wonder, then, that the sins of 
those 40 years are proving so hard to wash іп a 
bare 10. But atone, India Inc. must. By not be- 
ing remorseful, but resourceful. 

Most of the local industries such as auto- 
motive, chemicals, and foods are still protected 
by tariffs. However, the duty rates are coming 
down every year and all the World Trade 
Organisation (WTO) signatories are committed to 


BUSINESS TODAY JANUARY 19 2003 


lowering them to zero, although no time frame has 
been set (the US has suggested 2015 as the deadline 
for developed countries). Can Indian industry 
withstand an unrestrained global onslaught? No 
way. Over the past 10 years, industry has been 
preparing for global competition by addressing 
structural issues. That has meant reducing workforce, 
improving manufacturing processes, selling or clos- 
ing down unviable plants or businesses, restructuring 
expensive debt, decentralising decision-making and 
developing a conscious strategy for markets overseas, 

For instance, the country’s oldest conglom- 
erate, the Tata group, has sold lots of different 
businesses and entered newer ones. Reliance, the 
largest business group today, has not only con- 
solidated its core business of petrochemicals, 
but made big bets on sunrise industries of tele- 
com and biotech. The A.V. Birla Group is fo- 
cusing on its commodity businesses for scale 
and efficiency, while some other family-man- 
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aged groups like the Tvs Group have spent the past 
decade addressing fundamental issues such as 
manufacturing. Yet others, especially Ranbaxy, 
have systematically built their marketing networks 
abroad to capitalise on new opportunities. 

None of them, however, is anywhere close to 
global leadership, which is what true competi- 
tiveness should finally afford. Ве it rr services, IT- 
enabled services (BPO), garments, auto compo- 
nents, or drugs, cost is the single-biggest selling 
point for India Inc. While price competitiveness 
does give a definite edge, it is not the ideal— 
and far less, sustainable—advantage. As any mar- 
keter will tell you, buyers have a way of knocking 
prices down year after year. Besides, prices are the 
first thing to be targeted every time there is a 
demand slump. That's why India's tT services 
companies are looking at consulting work, and 
that's also why Ranbaxy—despite its clear advan- 
tage in making off-patent drugs—will necessarily 
have to play the basic research game. 

The other components of the winning equation 
are quality, service, image, and innovation. But how 
is India Inc. to make the leap from cost to innovation? 


succeeding. Besides, there is a reasonably abundant 
annual supply of white-collar workforce from 
India's educational institutions. Industry must 
use this not only to enter new knowledge indus- 
tries, but to upgrade research and development in 
its existing businesses. That may be the only way 
of accelerating India' s. growth. A Nasscom- 
McKinsey study, for i instance, puts the opportunity `- 
in Ir and rr-enabled services at a staggering. $5 i bil- - 
lion by 2008—that’s only five years away. p 
But the development of knowledge-based i in 
dustries must not come at the cost of, say, agri- 


culture or manufacturing. Can you imagine living — 


in a country that imports everything? Rather the _ 


idea should be to offer a competitive platform . 


from which « every industry can launch its own 
global strategies. In auto components, for example, — 
a handful of companies are beginning to claw 
up into the international aftermarkets. Some oth- 
ers like Bharat Forge are building up capacities in 
niche areas like castings, and already have some 
top-of-the-line Oks as customers. In chemicals—a 
market dominated by China—a company such as 
Jubilant Organosys is beating Chinese manufac- 


Each Company must find its own winning formula, 


work on it, and hope that it succeeds 


The answer: slowly and steadily. Indian companies 
enter the world market with such crippling disad- 
vantages that any significant change in strategy 
overnight is impossible. It is impossible for Ranbaxy 
to invest $3 billion(Rs 14,400 crore) in developing 
a new drug even if it comes up with an innovative 
molecule. Similarly, Tata Engineering cannot afford 
to wager a billion dollars on a revolutionary luxury 
car even if it could make one. It must first be- 
come a Hyundai before it can aspire to be a Toyota. 
Until then, it must find profitable niches in which 
it can survive and grow. The point: there is no one 
answer for India Inc.'s competitiveness. Each com- 
pany must find its own winning formula, work on 
it, and hope that it succeeds. 

The prevailing wisdom suggests that Indian 
companies should focus on knowledge- based in- 
dustries such as software, engineering design, 
and biotechnology. For good reason. The infra- 
structure constraints are so severe and the cost of 
capital so high that only skill-based industries 
that do not demand intensive capital investment 
or physical transfer of goods have any chance of 
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turers in speciality chemicals. Just imagine how 
much more competitive these companies could be 
if only larger macro issues were addressed. 

Just like all countries cannot be competitive in all 
things, all companies in corporate India will not |. 
become globally competitive. The stronger ones 
will need to grow out of India and tap different. 
countries for disparate competitive advantages. 
China is emerging as a manufacturing base for some 
companies. They must use this not just to cater to the 
local markets, but as a springboard to other markets. 
Could the government draw up a policy that favours 

a “Winners Inc.”, by removing bureaucratic has- 
de developing roads and power generation | ona pri- 
ority basis at places where these companies are lo- 
cated? A portion of their profits could then be 
pooled to help the next tier of winners. It’s acon- 
troversial proposition, but one worth exploring, — 

The last 10 years have been profound for the 
changes they have effected in industry, and 
understandably there’s lots it must do. But 
ironically for India Inc., the promise is pre- 
cisely due to the little it has done: m 
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Greviti Vitrified Tiles combine the aesthetic appeal of natural stone with a collective concern 
for environment, functionality and structural requirement. The result is a non porous, easy to lay 
high strength, abrasion resistant tile : attributes not available in marble and natural granite 
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These tiles are used both for elegance & longevity and find multifarious usage, indoors and outdoors 
Today this segment is the best option available for the needs of modern day flooring. Available in an From 
exciting comprehensive range in 400x400mm and 450x450mm sizes. Also available now OMAN 
for the first time in India, Greviti Skirtings and Spots, to complete your flooring requirements 
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E ARE, ALL OF US, GOOD 

losers. It shouldi’t be so 

in a culture seemingly 

obsessed with winning 

and winners. Schools 
start early, putting class Î stu- 
dents through competitive mul- 
tiple-choice examinations. 
Parents prematurely celebrate, 
treating every minor achieve- 
ment of their children as the 
run-up to a future Nobel or 
Olympic medal. Sabeer Bhatia, 
Sachin Tendulkar, Vishwanat- 
han Anand, Anil and Mukesh 
Ambani, N.R. Narayanamu- 
rthy, Vinod Dham, Muktesh 
Pant and Amartya Sen are our 
role models, and they are, all 
of them, winners. But we still 
end up losers. 

Is it because India didn’t 
have a wild west, a Protestant 
work ethic or a generation of 
baby boomers? Is it because 
the Independence Movement 
failed to create a surge of long- 
lasting nationalism the same 
way Little Boy and Fat Man 


did for Japan? Is it because the 
Indian state never veered far 
enough left off centre to instill 


in us an obsession for winning? 


It could be any of these. Just 
as it could be the prevalent cul- 
ture of mediocrity that makes us 
tolerate imperfection, the emp- 
hasis on quantity, not quality, 
even sheer lethargy. “Compared 
to the west, we are definitely 
more tolerant of shoddy work,” 
says Pradeep Gidwani, Mana- 
ging Director, Foster’s India. 
Adds Alex Kuruvilla, Managing 
Director, MTV India, “Our peble 
aap (after you, please) culture 
means we end up watching the 
world race past us.” 

Then, there’s our fabled 
sense of fatalism. From the 
classroom to the boardroom 
there's an almost universal be- 
lief in fate; that what will be 
will be. To most Indians, vic- 
tory and defeat are not mutu- 
ally exclusive outcomes in a 
game of skill but pre-ordained 
ends that no amount of human 





endeavour can alter. Expectedly, 
no one tries hard. Result: emo- 
tions, empty rhetoric, and sen- 
timentalism triumph over rea- 
son and logic every time. “Man- 
agers in the west are mercenary 
about achieving their goals," says 
Gidwani. *Emotions do not 
come into business decisions." 
And when we win we hold 
back. “There is something soc- 
ially conditioned in us over the 
years that teaches us to be self- 
effacing,” says Santrupt Mishra, 
Director, Birla Management Cor- 
poration and the head of human 
resources at the A.V. Birla Group. 
“Being aggressive and driven is 
frowned upon; if we try to push 
ourselves and our achievements 
we are called power hungry.” 
If Indian success stories— 
there are several-—aren't inspi- 
rational, blame it on this culture 
of self-effacement. “I do not 
think Indians know how to cel- 
ebrate or merchandise their suc- 
cess,” says Piyush Pandey, Group 
President & National Creative 


From the classroom to the boardroom there’s an 


almost universal belief in fate; that what will be will be 
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... unfortunately, 
winning isn't 
in the Indian 
psyche. But 

there's nothing 
to stop that 

from changing. 


BY ABIR PAL 
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Director, Ogilvy & Mather. 
"There is a need to make a song 
and dance every time a 
Vishwanathan Anand wins a 
chess tournament or an ad age- 
ncy wins an award at Cannes; 
the more you celebrate, the 
more it inspires others to win." 

There is, as anyone familiar 
with India must be aware, no 
such thing as a singular Indian 
psyche. There is a multitude, 
combinations of variables such 
as religion, region, caste, lan- 
guage, income and education. 
Still, there are common traits 


Gordon Gekko woutdn’t have liked 





across this multitude of psy- 
ches. One such is negativity. 
The four major religions that 
have originated in India, 
Hinduism, Buddhism, Jainism, 
and Sikhism preach tolerance 
and spirituality. Religious texts 
such as The Bhagwad Gita exh- 
ort believers to strive on self- 
lessly without any expectation 
of a payback. And Gandhian 
thought—still sold, shrinkwrap- 
ped and all in schools across the 
country—espouses a moderate 
outlook towards life and mate- 
rial success. Gordon Gekko woul- 
dn’t have liked it here: greed isn’t 
good. “The ‘little is much’ concept 
is ingrained in our psyche,” 
says Sujaya Banerjee, Vice Pre- 
sident (HR), Lowe. There’s not- 
hing wrong with austerity; only, 
it gets in the way of single- 
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minded pursuit of success, mat- 
erial or otherwise. 

A couple of centuries of 
colonial rule have also left their 
mark on the Indian psyche. “Col- 
onialism bred a certain sense of 
inferiority and some diffi- 
dence,” says Rahul Bajaj, Chair- 
man, Bajaj Auto, who swears 
things haven’t changed much 
since independence. “Diffidence 
makes winning difficult.” Worse, 
it means we'd prefer to wait 
for the West to acknowledge an 
Indian achievement before we 
start taking it seriously. 


Increasingly, though, that envi- 
ronment can be found in India, 
if only in pockets. Software is 
everyone's favourite case in 
point. *This is an industry 
where the key input, almost the 
only one, is skilled manpower," 
says Bajaj. *The infrastructural 
requirements and government 
interference is minimal." 

It would be easy to dismiss 
our success in software as just 
that, a freak occurrence built 
around our natural fluency in 
English and the government's 
chance omission of software 


it here: greed isn't considered good 


The Indian psyche also shows 
a predilection for conventionalism. 
Individualism is frowned upon 
in India: as psychoanalyst 
Sudhir Kakkar writes in a 
monograph titled Analysing 
Why Indian and Western Minds 
Differ, “the yearning for rela- 
tionships, for the confirming 
presence of loved ones and the 
psychological oxygen they pro- 
vide is the dominant modality 
of social relations in India, espe- 
cially within the extended fam- 
ily. Individuality and inde- 
pendence are not values that 
are cherished.” And so we live 
on, losers still, but normal ones. 

None of these constraints 
matter out of the country. And 
so, Indians have done very well 
for themselves out of India—in 
medicine, nuclear physics, cor- 
porate finance, banking, tech- 
nology, even marketing. 
“Indians have all that is requi- 
red to succeed,” says Ashok 
Chhabra, Executive Director, 
P&G. “If they are provided an 
environment to succeed, 
Indians are second to none.” 


when it was looking around 
for sectors to regulate. But it still 
took some doing: while most 
people saw a blinkered edu- 
cation system whose output 
was as brilliant as it was lacking 
in communication skills, India's 
software pioneers saw a reser- 
voir of analytical and technical 
skills that could be put to work 
creating code economically. 
Other similar opportuni- 
ties exist but they go abeg- 
ging. Managament maven 
Peter Drucker once described 
an organisation as something 
that enabled ordinary people 
do extraordinary things. 
Creating winners, then, is the 
responsibility of the system. 
“You need support systems 
for ordinary talent to blossom 
(into extraordinary one)," says 
K. Ramkumar, the head of 
human resources at ICICI Bank. 
Those organisations that man- 
age to create these support 
systems succeed beyond their 
wildest imagination. Those 
that don't have a ready ex- 
cuse: the Indian pysche. Im 
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The biggest challenge facing India today is that of creating 
a culture conducive to economic progress. 


BY 
N.R. Narayana 
Murthy 


Chairman & Chief Mentor, 
Infosys Technologies 
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CCORDING TO MY GOOD FRIEND, 

Prof. C.K. Prahalad of Core 
Competence fame, the Third World 

“is just a state of mind rather than 

any lack of resource. I could not 

agree more with him. As a "Weberian', І am con- 
vinced that economic development in a society 
is closely linked to its social ethos and culture. 
Today, countries like Singapore, South Korea 
and Hong Kong have clearly and definitively 
proved that the only raw materials required 
for economic progress are: leadership, aspira- 
tions, imagination, meritocracy, openness to 
learn from others, focus on benchmarking on a 
global scale, hard work and discipline. Thus, our 
biggest challenge, today, is to create a culture 
that is conducive to economic development. In 
fact, both my wife and I—who are engineers by 
training—are convinced that the toughest science 
to learn is not automata theory, astrophysics or 
rocket science but development economics. We 
had a fleeting sense of victory when our daugh- 
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ter, Akshata, agreed to. study economics for 
her undergraduate degree, but, eventually lost 
the war when she became a valuation analyst! 
Every nation that has brought about a big 
change has had a visionary leader leading this 
change from the front. Mahatma Gandhi, 
Winston Churchill, Lee Luan Yew, Martin Luther 
King Jr. and Nelson Mandela are a few names 
that come to my mind. In sports, we have had ex- 
amples like Mike Brearley, the famous English 
cricket captain, In the corporate world, we have 
had the likes of Akio Morita of Sony and Jack 
Welch of GE. What is common among all these 
people? They turned a set of average people 
into an extraordinary force, thus, creating а bet- 
ter future for their country, their teams and their 
companies. The only resource they had was the 
human mind. The main fuel they used in order to 
ignite these minds was aspiration. They raised the 
aspirations of their people and made them coura- 
geous to dream the impossible, and work hard 
and smart to convert that dream into reality. 


SE ара ааа АЫ 


Who would have thought that thousands of 
young men and women would sacrifice their 
lives to lead India to freedom? Who would have 
thought that a tired, African-American house- 
maid called Rosa Parks would have the courage 
to refuse to vacate her seat in a bus? These coura- 
geous acts were the result of the high aspira- 
tions created by leaders like Mahatma Gandhi and 
Martin Luther King Jr. Aspirations build civili- 
sations; they make people more confident; they 
make people achieve the impossible. The dif- 
ference between a great country and an ordi- 
nary one is the quality of its leaders. Almost 
without exception, every country that has 
achieved great economic progress in the last cen- 
tury has had great leaders. The reverse is also true. 

The first and the foremost attribute for a suc- 
cessful leader is courage—courage to dream 
big; courage to expect the impossible from 
colleagues; courage to take tough decisions; 
and to make sacrifices and ask others to make 
sacrifices. Whether it is Bill Gates of Microsoft 
or Lee Kuan Yew of Singapore, the pattern is 
the same—one of courage, conviction, deter- 
mination, sacrifice and discipline. Robert 
Kennedy summed up the leadership challenge 
when he said: most people see things as they are 
and wonder why; І dream of things that never 
were and say why not? 

Let me recount an incident from Infosys. In 
1992, when IBM and several MNCs set up shop at 
Bangalore, many of my friends told me that 
Infosys would soon wind up operations since our 
staff would leave us and join these great MNCs. 
We had three options: one, get 
the government to keep these 
MNCs out of India. This was 
an easy option since I was the 
Chairman of NASSCOM during 
1992-1994 and creating xeno- 
phobia was not difficult. 
However, that was against my 
philosophy of free market and 
competition. Two, we could 
accept this as our fate and give 
up the fight without resistance. 
This, again, was against my 
philosophy. Three, we could 
open up our minds, and analyse why our staff 
might want to leave us and join these great 
MNCs. I am glad that we took the third option. 
We realised that our people wanted competitive 





Leaders should not 
necessarily be guided 
by the majority’s 
whims. They must take 
to heart the dictum 
that all progress 
depends on the 
unreasonable man 


DEEPAK G. PAWAR 


compensation, a high-quality 
workplace and contemporary 
technology. 

This is how the idea of set- 
ting up India's first software 
campus came about. It meant 
spending Rs 20 crore on a new 
campus when our revenue was 
hardly Rs 10 crore. It also 
meant moving about 12 km 
away from the centre of the 
city. Many of my colleagues 
were against it. They felt that it 
was not wise to spend so much money on an ini- 
tiative, which was unlikely to succeed. However, 
some of us realised that we had to take a coura- 
geous decision; else, we would jeopardise the fu- 
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ture of the company. 

Leaders have to transform the context. In 
every community, most people tend to see the 
context as.a constraint and give up the effort to 
make progress. My view is that it is only weak 
minds that see the context as a debilitating force. 
Such people take comfort in apathy. Change 
brings uncertainties that a large section of average 
people is afraid to face. On the other hand, lead- 
ers see the context as an opportunity for change. 
This is where leaders should not succumb to the 
voice of the majority. They have to lead from the 
front and raise the aspirations of their people to 
take up the challenge of transforming the context. 


In 1965, Singapore was very similar to any Indian’ 


metro—bad roads, an apology for an airport and 
very poor buildings, etc. Had their leaders not 
dared to change the context, today, they would 
not have the world's fourth 
highest per capita gross do- 
mestic product; the world's 
best airport; the best airline— 
the list goes on. 

Thus, leaders have to be 
quick, decisive and not be 
guided just by the voice of the 
large majority of people who 
want to maintain the status 
quo. They have to be unrea- 
sonable, since, as George 
Bernard Shaw once said: “All 
progress depends on the un- 
reasonable man." 

Leaders have to lead from the front and set 
examples. In my opinion, there is no instru- 
ment more powerful than leadership by exam- 
ple. This is particularly true in a feudal society 
like ours where every action of the leader is 
watched carefully and is imitated. Every his- 
tory book on India tells us how our leaders— 
kings, emperors and noblemen—-over the last 
1,200 years, were involved in betrayal, cheating 
and intrigue, and sold out the country. 

The same story goes for the current crop of 
corporate leaders, politicians and bureaucrats. 
Barring a few exceptions, most of us are corrupt, 
jealous and use any method to bring down our 
well-performing competitors. In this regard, 
my hero is Mahatma Gandhi, because, he epit- 
omises leadership by example. 

Leaders have to create an environment of 


meritocracy. If you want to make fast progress, 
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Leaders have to create 
an environment of 
meritocracy. If you 
want to make fast 
progress, you need 
intelligent people to 

design and implement tions. 

good policies 


you need intelligent people to design and im- 
plement good policies. In fact, the single most 
impressive attribute of the Singaporean ministers 
or bureaucrats I have met is that every one of 
them, without exception, is bright, dreamy, 
confident, open-minded, enthusiastic and en- 
ergetic. That Singapore has made tremendous 
progress, then, is no wonder. 

Every attribute for success, of which I talked 
about so far, is of the mind. Thus, if you want 
progress, you need a mindset that understands 
the value of that progress and adapts itself to 
making all the commitments needed for the 
required change to happen. | 

Can India make this change in mindset? Yes, of ` 
course, as long as our leaders set examples. 
Whenever I see a young, enthusiastic TAS officer, a 
bright, young IIT student, a Naina Lal Kidwai, a 
Rajdeep Sardesai, an Omar 
Abdullah, an Arun Shourie, а 


IAS officer like Vinod Dhall or ° 
an Ashok Jhunjhunwala, my 
confidence in the country in- 
creases. At such times, I feel 
that we have the ability to 

make this country a better ` 
place for the future genera- 


However, when, as the 
Chairman of пм Ahmedabad 
board, I see a junior. official 
of Human Resources Development Ministry de- 


. creeing that a board that includes eminent acad- 


emicians like Prof. Dholakia and a corporate 
leader like Vindi Banga cannot decide on writing 
off a 14-year-old Maruti van, I lose hope about 
making progress. 

In every area of activity in India, we need 
leaders who will decentralise and empower peo- 
ple to enthusiastically contribute to nation build- 
ing. We have seen many such examples of vi- 


sionary leadership in the past. There are по bet- _ 


ter examples than Nehru's initiatives in higher ed- 
ucation; Narasimha Rao's and Manmohan Singh's 
initiatives in bringing about economic reforms; 
Vittal's and Sheshagiri's initiatives in bringing 
decentralisation in governmental decision-making; 
and Seshan's and Lyngdoh's courage in taking 
bold decisions regarding elections. Progress in 
this country has come about because of these cou- 
rageous minds. It is all in the mind, stupid! @ 


most progressive and seasoned 7 


| 
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Attribute it to cultural variables, a fallout of India’s colonial 
past, a function of our burgeoning population, or pure dumb 
luck, but Indians are increasingly becoming exec-fodder 
material for global Corporations. «v secu SHUKLA & ABHA Bakaya 


HERE'S ASOK THE INTERN, 
obviously a corruption 
of Ashok, and hence 
an Indian in comic 
strip Dilbert. 

There's McKinsey СЕО 
Rajat Gupta, the first non- 
white, non-American to hold 
down that position in a firm 
renowned for its East coast 
hauteur. 

There’s Anup Gupta, Bill 
Gates’ Man Friday on mat- 
ters technological. 

And there is the newest of 
them all, Arun Sarin, who has 
just been named Chris Gent’s 
successor to the СЕО? post at 
Vodafone, the world’s largest 
mobile phone company. 

The accelerating trend of 
Indians becoming chief exec- 
utives or holding down senior 
positions in global corporations 
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shouldn't surprise anyone. 
Beginning the 1960s, the 
best and brightest from India's 
finest engineering schools— 
notably the Indian Institutes of 
Technology—have headed for 
the United States to study, 
work, and often enough, stay 
back, sometimes entire batches 
of them. “I was part of the class 


of 1968 at itr Kanpur,” rec- 
ollects Saurabh Srivastava, 
Executive Chairman, Xansa 
Systems and President of the 
New Delhi chapter of The 
Indus Entrepreneurs, TiE, a 
technology mentoring net- 
work founded by some 
Silicon Valley Indians. *Out 
of the total class strength of 
200, 150 went abroad." 
McKinsey's and Microsoft's 
Guptas are from tr Delhi. 
Arun Sarin, from HT 
Kharagpur; Rono Dutta, the 
ex-President of United Airlines, 
from irr Kanpur. It takes be- 
tween 15 years—people who 
achieve this are very very good, 
or very very lucky, or both— 
and 25 years for an entry level 
manager to make cEo. The first 
wave of Indian techies who 
went to the United States to 











study got into research or aca- 


demia, or came back after a . 


few years. It was only in the 
1970s and the 1980s that 
Indians entered the global cor- 
porate mainstream. Expectedly, 
it was in the second half of the 
1990s that a clutch of Indian 
execs was named CEOs of global 
corporations. “As ПТ graduates 
progressed," explains IHT- 
Kanpur, HLL, PepsiCo India, 
and Reebok India alum and 
now Reebok International's 
brand head Muktesh Pant, 
"there was a beneficial rub-off 
on all Indians." *Today, as a 
single ethnic group, I think 
Indians are the most respected 
professional managers." 





over 60 managers who have 
moved from Hindustan Lever 
Limited; and GE's, over 100 
managers who started off with 
one of the several GE sub- 
sidiaries that operate in the 
country. There's Reebok's 
Pant. And Reckitt Benckiser’s 
operations in the UK and 
Ireland are headed by an 
Indian, Rakesh Kapoor, who 
joined the Indian operations as 
a Regional Manager (North) 
in 1987. Every Indian who 
enters the global network of 
his or her company and perfo- 
rms well increases the chances 
of those coming later; *I was 
the first Indian manager in 
our bank," says Aman Mehta, 
CEO, HSBC Corpora- 
tion. Now, there are 
around 75 Indian ex- 
ecutives in HSBC's 
global operations. 


At Home Abroad 

Some credit for the 
globalisation of the 
Indian exec should go 
to the culture of meri- 
tocracy (recent, still) in 
most global corpora- 
tions where the best 
person, irrespective of 
colour, caste, religious 


more at home at other coun- 
tries than other immigrants." 
A study of ethnic minorities in 
Silicon Valley shows that 
Indians are far ahead of 
Chinese and Taiwanese in 
terms of managerial and exec- 
utive positions occupied: 67.5 
per cent of the Indians sur- 
veyed were in such positions 
as compared to 55 per cent of 
the Taiwanese and 22.9 per 
cent of the Chinese surveyed. 
"Despite their relatively short 
stay in the United States this 
indicates that Indians may have 
advanced relatively rapidly up 
the corporate ladder," says the 
study's author Rafiq Dossani, a 
senior research scholar at 
Stanford's Asia/Pacific Research 
Centre. *Though both Indians 
and Taiwanese work primarily 
in managerial positions, Indians 
appeared to have risen higher; 
this may reflect language diffi- 
culties for the Taiwanese, or 
their relative lack of MBA deg- 
rees.” Umang Gupta, the Chair- 
man and CEO of Keynote 
Systems, a Silicon Valley-based 
internet performance manage- 
ment systems hotshop agrees 
with that analysis. *Our tech- 
nical expertise, command over 
the English language, hard- 


Technical expertise, command over the English language, 


and a hardworking nature make Indians successful globally 


Post 1991, when India took 
its first tentative steps towards 
an open market, and, to some 
extent, even before that, multi- 
national companies operating in 
India had realised that there 
was a motherlode of executive 
talent waiting to be mined in 
India. Today, PepsiCo's global 
` system has close to 15 man- 
agers who have moved from 
its Indian subsidiary; Unilever's, 

8 
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affiliations, or social networks, 
gets the job. But the Indian ex- 
ecutive comes armed with sev- 
eral traits that guarantee accept- 
ance and success in a larger, 
global context. “The cultural 
outlook of India bestows 
Indians with a liberal outlook of 
life,” says L.M. Singhvi, who 
served as India’s High Commi- 
ssioner to the UK between 
1991 and 1997, “They are 


working nature, and the fact 
that we were difficult to dis- 
courage made a big difference.” 
Some credit for this should 
surely go to the Ts and the 
Joint Entrance Examination 
(JEE) they conduct that ensures 
that, on an average, one in 
every 52 applicants gets in. 
There are other factors that 
make Indians ideal global exec 
material: the ability to learn 


Foundin 


^d 


a COMPANY was seen as the only way for 


Indian techies to break through the glass ceiling 


and adapt; the capacity to deal 
with uncertainty; and the fac- 
ility to work in teams. The 
Chinese, for instance, make 
poor team-members. Nurtured 
in a command and control cul- 
ture they’d rather take orders 
(or give them). 


The Techpreneurs 

It is safe to describe a people as 
having arrived when a signifi- 
cant number make the difficult 
shift from executive to entre- 
preneur in an alien culture. 
. There have always been the 
UK Indians, traders, essentially, 
whose sons and daughters went 
on to build professional careers 
for themselves. There have also 
been the rare trading con- 
glomerates such as the one run 
by the Hinduja brothers. But 
Indians were not really consid- 
ered entrepreneur-material un- 
til the emergence of a large 
(and still growing) population 
of technology entrepreneurs in 
the United States. 

The techies did it because 
they saw founding a company 
as the only way to break 
through the glass ceiling. As 
Kanwal Rekhi, Chairman, The 
Indus Entrepreneurs, a serial 
entrepreneur himself and now 
CEO of Ensim, a California- 
based web hosting automation 
software company puts it, 
“Indians were seen only as 
good techies and it was very 
clear that they would not be 
promoted to top manage- 
ment.” “I would not call it 
racism; it is just that there was 
no precedent.” 

People like Rekhi and Vinod 
Khosla, one of the co-founders 


of Sun Microsystems 
and now a partner at 
venture capital firm 
Kleiner Perkins 
Caufield & Byers— 
some 40 per cent of its 
portfolio is made up 
by Indian-led or 
founded businesses— 
were the pioneers. 
Those who came later 
benefited from their 
experience, and their 
networks. 

Indians are not 
known for their net- 
work-mindedness, but the 
Silicon Valley branch seems to 
have transcended this genetic 
shortcoming. As University of 
California researcher Anna-Lee 
Saxenian wrote in a study titled 
Silicon Valley’s New Immigrant 
Entrepreneurs, “These net- 
works are not simply local. 
Silicon Valley’s new immigrant 
entrepreneurs are building far- 
reaching professional and busi- 
ness ties to regions in Asia. 
They are uniquely positioned 
because their language skills 
and technical and cultural 
know-how allow them to func- 
tion effectively in the business 
culture of their home coun- 
tries as well as in Silicon 
Valley.... Silicon Valley’s 
Indian-born engineers have 
played a more arm’s-length 
role, linking technology busi- 
nesses in Silicon Valley with 
India’s highly skilled software 
programming and design tal- 
ent. These long-distance so- 
cial networks enhance eco- 
nomic opportunities for 
California and for emerging 
regions in Asia.” 





The great tech meltdown 
may have spoiled the Indian- 
entrepreneur-in-the-Valley 
dream some, and several of 
the names that made the head- 
lines as high profile Indian 
CEOs of global corporations— 
Rana Talwar at Standard 
Chartered, Rakesh Gangwal 
at US Airways, Shailesh Mehta 
at Providian Financial, and Jim 
Wadia at Arthur Andersen— 
may no longer be around, but 
the great Indian dream lives 
on. It hasn’t been a fairy-tale 
ending for most: as London 
Business School academic and 
renowned management guru 
Sumantra Ghoshal puts it, “the 
record of those who made it to 
the CEO’s post isn’t very good.” 
And several Indians have 
achieved global entrepreneur- 
ial success out of India, pri- 
marily in the area of technol- 
ogy. Still, there’s nothing like a 
Indian СЕО of a global corpo- 
ration like PepsiCo—Chief 
Financial Officer Indra Nooyi 
may have a shot at that post— 
or McKinsey when it comes 
to good pr. @ 
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Б ТО The Worl 


Some Indians who have made their mark on the global scene 


as heads of mega-corporations. sy SEEMA SHUKLA & ABHA BAKAYA 


Arun Sarin, Vodalone 


He's been called "the big shots’ big shot”. 


prayed to God and asked him how I could 

have more than 24 hours a day.... And God 
brought me Arun.” 
InfoSpace Founder Naveen Jain after getting 
Arun Sarin to sign on as CEO, as quoted in 
The Street.com 
That didn’t last. So, in July 2001, Sarin signed on 
as CEO of Accel-KKR Telecom. But the Vodafone 
connection remained: he continued to serve as a 
non-executive director of the company—he is 
also on the board of Charles Schwab, Cisco, 
and Gap. Come summer 2003, though, and 48- 
year old Sarin, an irr-Kharagpur alumnus. will 
take over as the chief executive of the only mo- 
bile telephone company in the world that has 
over 100 million users across 29 countries. 
Clearly, the search committee had not forgotten 
the man who built AirTouch Communications 
from a small wireless company into a global 





player prior to its acquisition by Vodafone. Sarin 
takes over the hot seat at Vodafone (in London) 
at a time when the company is struggling to 
earn a return on the $90 billion it invested in 3G 
(third generation) licences. That's some task. 


Rajat Gupta, Mckinsey 


Heading McKinsey is no mean achievement. 


“Rajat is the future of the Firm” 
Former McKinsey consultant and one-man Му Тот Реќегѕ іп а 
1994 interview to Business Today 


N 1973, WHEN RAJAT K. GUPTA, THEN A 25-YEAR-OLD FRESH OUT OF 


Harvard Business School was interviewed by McKinsey, the firm 
rejected him because he lacked work experience. It was only after 
one of his professors, Walter Salmon wrote to Ron Daniel, then the 
manager of McKinsey’s New York office and the man who had con- 

` ducted the interview, asking him to reconsider his decision that 
Gupta got a look in. In 1994, Gupta was elected to the top post. 
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The other Gupta, he heads a $6-billion 
speciality chemicals company. 


“While few consumers know us, 
few industries don’t.” 
Excerpt from Rohm & Hass’ website 


OU COULD SAY THAT ABOUT RAJ GUPTA TOO. WHEN 

Gupta moved from Scott Paper Co to Rohm & 
Haas in 1971 he did so because the company 
had an office in India: the ir Mumbai alum be- 
lieved that the move would one day help him re- 
turn to India. That didn't happen—he did become 
director of the company's Asia Pacific operations 
in 1993, as close as he would get to India—but in 
1999, he was named chairman and ceo. Gupta's 
election as chairman was indication of the growing 
importance of the division he headed, electronic 
materials—these go into creating components 
for cellular phones, computers, and other elec- 
tronic devices. The year that was, 2002, was 
hard on Thorm And Haas—it involved a $200 
million cost reduction—but surely, electronic 
devices aren’t going to go away. 


The 11T-Delhi alum has been re-elected twice 
since, in 1997 and 2000. 

Today, as he nears the end of his third and, 
probably, last term at the head of the world’s pre- 
mier consulting firm, Gupta is often described as 
one of the most powerful managing directors 
McKinsey has ever seen. In the eight years he has 


been in charge, the Firm has doubled in size and 
expanded into emerging markets such as China, 
India, and South Korea. A die-hard Indophile 
Gupta had to live down the firm's association with 
Enron and the dotcom bust (the firm had hired in 
anticipation of a continuing boom), but then, no 
СЕО has had it easy these past years. 


Ramani Ayer, The Hartiord 


Ayer may well be the first Indian 
to have made it big in the upper- 
crust world of American insurance. 


ie LIFER, AYER BELONGS TO A SMALL 
people of non-American origin who head a 
large insurance company—The Hartford was one 
of the United States’ largest insurance and finan- 
cial services company in 2001 with total rev- 
enues of $15.2 billion. Like Gupta, Ayer is a 
product of the Indian Institute of Technology, 
Mumbai. 


Aman Mehta, HSBC 


The first Indian manager at HSBC has 
carried things to their logical denouement. 


E THIRD LIFER IN THIS SECTION, MEHTA IS THE 
only one of the six executives profiled here 
who is not from an IIT. An economics graduate 
from Delhi U, he began his career at the 
Mumbai office of Mercantile Bank, a wholly 
owned subsidiary of HSBC in 1967. “А multi- 
cultural workforce has become something most 
MNCs see as an advantage these days," says 
Mehta who worked his way up, rung by cor- 
porate rung until he was named CEO of HSBC Ltd 
in 1999, The secret of his success: the Indian ed- 
ucation system, proficiency in English, and old- 
world family values, common in India, that 
provide a support system. 
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Past Glory 


CEOs who were trail-blazers 
on the global scene. 


BY SEEMA SHUKLA & ABHA BAKAYA 





Shailesh d. Mehta, Chairman and CEO, risk credit profiles. On the strength of this strategy, 

Providian Financial Corporation Providian became the fifth largest issuer of credit 

cards in the US. Pressure from consumer groups that 

Oz OF THE 20 MOST HIGHLY PAID AMERICAN believed the company charged them too much inte- 

execs in his time, Mehta, an ит Mumbai alum rest may have had a hand in Mehta's resignation in 

made the headlines with his strategy of building a October 2001. He is now President and СЕО of 
business by issuing credit cards to people with high Granite Hill Capital Ventures. 








Jamshed Jim Wadia, 


Managing Partner, Arthur Andersen 










\ LAWYER AND ACCOUNTANT BY TRAINING, WADIA 
headed premier accounting firm Arthur 
Andersen until internal disillusionment over his 
handling of the split with Andersen Consulting 
caused him to leave in 2000. The man who 
must be relieved he departed long before Enron 
happened now works for law firm Linklaters. 


ШШ 1010 Dutta President, United Airlines 


YET ANOTHER IIT PRODUCT (FROM KHARAGPUR), FORTUNE 

magazine once called him “the company’s principal blue-sky 

thinker”. But Dutta could never see eye to eye with the 54 
per cent employee-owned company’s union. He quit in 
September 2002. 
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Rakesh Gad, President and CEO, US Airways Fea erectae ck 5 IN om WHERE 


A MECHANICAL ENGINEER FROM IIT-KANPUR, GANGWAL $ However, he may have displayed 
was one of the airline industry’s most re- Citi brand of aggressiveness a 
spected execs: he grew US Airways from a “mite too soon in Standard Chartered, 
$800 million also-ran to a $8-billion pow- Деш Ша: Др le) NT 
erhouse. But events following 9-11 com- left in а and will earn a reported 
pounded its woes—a long-anticipated merger £3 million for remaining unemployed 
with United Airlines had fallen through ear- ЩЕ EIS 20 
lier—and he quit in November 2001. He is 
now a venture capitalist. 





Get the best of 





uaranteed 










































GEOS In The Making 


The men and women most likely to occupy corner rooms 
in global corporations. SOON. BY SEEMA SHUKLA &ABHA BAKAYA 


Indra Nooyi 


PepsiCo may essentially be a coloured water company, but 
an Indian woman is its President and CFO. 


к THE LUSH TAMBARAM CAMPUS OF MADRAS CHRISTIAN COLLEGE— 
she was part of the college band and used to belt out popular hits 
such as Jailhouse Rock—to the town of Purchase, New York, may be a 
long strange trip, but Indra Nooyi has done the distance, and done it in 
style. Now 47, the Indian Institute of Management, Calcutta, and Yale 
School of Management alum is responsible for all corporate functions at 
the $26-billion PepsiCo, the world’s fifth-largest beverage company. 
From the spin-off of Tricon Global Restaurants and the iro of Pepsi 
Bottling to the acquisition of brand Tropicana and Quaker Oats, 
Nooyi has played a major role in shaping PepsiCo's future. That is why 
many expect the diminutive mother of two to one day head the company. 








Muktesh Pani 


From HLL, to PepsiCo to Reebok 
Mickey Pant keeps running. 


Jayshree Ullal 


Go-go Cisco’s optical business is 
headed by Ullal. 


SHE HAS WORKED FOR CRESCENDO, AMD, 
and Fairchild Semiconductor, heads 
one of Cisco’s most important busi- 
nesses, and was named by Newsweek 
as one of the 20 women to watch in 
2001—surely, a cv can’t get better. 


THE MARATHON MAN— HE STILL RUNS ABOUT 
42 kms a week—and one-time poster boy of 
India Inc, Pant is now setting the streets on 
fire in Boston, where the $3-billion footwear 
major Reebok is based. The irr-Kanpur 
alum—he refused an offer from ПМ-А to join 
HLL (he calls it *the best 
training school in the 
world")—who has had 
stints at PepsiCo India 
and Reebok India, is in 
charge of marketing at 
the company he could 
one day head. 





Padmasree Warrior 


Warrior was the first woman Chief 
Technology Officer in the US. 


THE REQUISITE ITT DELHI QUALIFICATION 
is there in Warrior’s resume as is an im- 
pressive stint as CTO of Motorola’s 
Semiconductor Products Sector—it is 
the world’s largest embedded electronics 
producer. Now a Corporate Vice Presi- 
dent at Motorola and in charge of an 
emerging business, Energy Systems 
Group, Warrior actually manages to find 
time for painting and pottery. 
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Arun Netravali 


The man himself attributes it all to luck, but don’t be 
fooled by that; Netravali is an ace scientific mind. 


ASK NETRAVALI ABOUT HIS EDUCATION AT IIT-MUMBAI, OR HIS STINT AT 
Bell Labs and Lucent's Chief Scientist passes it off as "luck". "It's 
all about being in the right place at the right time,” he says. So, it is 
not easy to get him to talk about his achievements. Of those, the 
Padma Bhushan recipients has several: 70 patents, partial 
responsibility for high-definition rv, and the man whose work 
forms the basis for everything from streaming video on the Net 
to video compression techniques. And he calls that luck? 





He generates half Unilever’s 
revenues. 


HINDUSTAN LEVER LIMITED MAY 
contribute just around 10 per 
cent to Unilever’s revenues of 
$46.7 billion, but there’s no deny- 
ing its standing as one of the jew- 2 v 
els in the Anglo-Dutch consumer Е: 0 
product giant’s crown. Much of ч 
that stems from its ability to feed ў ? 
the Unilever system with supe- 
rior managerial talent. Like Keki 

Dadiseth. In 2000, the former HLL chairman moved to London, 
first as head of personnel and then as the man in charge of 
Unilever’s home and personal care businesses, which accounts 
for half of Unilever’s revenues. 


Victor Menezes 


Menezes is still in the race for 
Citigroup’s leadership. 


AFTER BLOWING HOT AND BLOWING COLD 
for well nigh to three years, Menezes, 
now Chairman and СЕО, Citibank, 
seems to have lost out in the race to 
become CEO of Citigroup. Still the 
53-year-old irr-Mumbai, Sloan School 
product has managed to survive Citi's 
merger with Travellers, and thrived. 
Don't count the quiet, diplomatic 
Mr Menezes out yet. 









Uyomesh Joshi 


Joshi heads HP's most 
profitable business. 





A TECHIE AT HEART——HI 

joined HP in 1980 and spent his first four 
years “inventing”—Joshi is the keeper of 
HP's digital imaging strategy (his card 
reads Executive VP, Imaging and Printing 
Group), key to the success of the new 
HP. Business isn't just about people and in 
novation, believes the fuelled-by-passion 


Joshi. It is about learning. 


Rakesh Kapoor 


Little-known Kapoor is a star in the 
Reckitt Benckiser system. 


HEAD OF RECKITT’S OPERATIONS IN THE UK 
and Ireland, Kapoor attributes his success 
to “the ability to change, and to get the 
business to change”. In his present post 
since 2001, Kapoor believes it is too ear ly 
to consider a move back. “I have unfin 
ished business,” he says. We understand. 


Somasegar Sivaramakichenane 


Just think of Microsoft’s 
Soma as Windows’ keeper. 


HIS DESIGNATION MAY LOOK INNOCUOUS 
(Corporate Vice President of Microsoft's 
Windows Engineering Services Group), and 
he may be just one of the approximately 
17,700 Microsoft employees (the software 
monolith has 50,621 employees on its rolls) 


who are Indian, but Soma is—we are not 


kidding here—Windows' keeper. Ё 
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Oiishore Enterprise 


Twenty five Global Indian entrepreneurial 
SUCCESS Storles.ev SEEMA SHUKLA & ABHA BAKAYA 


Laxmi N. Mittal 


Laxmi N. Mittal, Ispat 
International: 

With an empire spanning five 
continents and valued at £900 
million, the UK-based steel sultan 
is the richest Indian abroad. 


The Brothers Hinduja, Srichand, 
Gopichand, Prakash, Ashok: 

With a $15-billion business, the 
controversy ridden Hindujas rem- 
ain one of the most influential 
business families. They have in- 
terests in oil, finance and telecom. 


Hinduja Brothers 


$ 











Jasminder Singh, Edwardian 
Group Hotels: Even as his up- 
market chain of hotels across eight 
countries suffers the 9-11 effect, its 
value stays high at £400 million. 


Vijay & Bhiku Patel, Waymade 
Healthcare: 

In less than three decades, the Patel 
brothers have transformed a lone 
store in Basildon, UK into a £298- 
million pharma retail business. 


Lord Swaraj Paul, Caparo 
Group: 

The Lord Paul 
of Marylebone 
is one of the 
most respected 
NRIs in the UK. 
The turnover 
of his nine 
listed compa- 
nies with interests in steel and en- 
gineering exceeds £525 million. 


Lord Swaraj Paul 


Anil Chandaria, Comcraft: 
He has interests in steel, chemicals 
and plastics. His UK-based flagship 
company Comcraft’s turnover 
alone is £200 million. 


Tom Singh, New Look Clothing: 
Founded in 1969, Singh’s cloth- 
ing retail chain has over 500 
stores in UK with a turnover of 
$650 million. 


Sir G.K. Noon, WT Foods: 
Noon’s wT Foods is one of 
Europe’s leading suppliers of 
ethnic food with sales of £150 
million, 








Lord Bagri 





Lord Raj Kumar Bagri, Metdist: 
The first non-Briton to head the 
prestigious London Metal 
Exchange, Lord Bagri runs one of 
the largest non-ferrous metals busi- 
nesses in the UK. His net worth is 
close to £80 million. 


Gururaj ‘Desh’ Deshpande, 
Sycamore Networks: 
A student of t1t-Madras, Desh- 
pande founded the Massa- 
chusetts-based $14.5-billion 
Sycamore Networks 

i Garuraj 

Deshpande 


Reuben Singh, RS Group: 

The 26-year-old runs an inter- 
net company RS International, 
and is the UK’s youngest mil- 
lionaire with a personal fortune 
of £35 million. 


Sanjiv Sidhu, i2 Technologies: 
Sidhu and i2 were once Wall 
Street favourites. But the tech 
meltdown saw his fortune plum- 
met from a high of $9.6 billion in 
1999 to $400 million today. 


Naveen Jain, Infospace: 

Jain quit Microsoft in 1996 to 
found Infospace. The NASDAQ 
listed company has more than 
700 employees and a turnover of 
$162 million. 


Vivek Wadhwa, Relativity 
Technologies Inc: 

Forbes called him a “Leader 
of Tomorrow” while Fortune 
thinks his $118 million com- 
pany Relativity, belongs in the 
list of 25 “coolest” companies 
in the world. 


Vinod Gupta, infoUSA Inc.: 
The irr Kharagpur grad’s $300 
million infoUSA Inc. sells data- 
bases of 12 million businesses and 
200 million households across 


the US. 


Vinod Gupta 
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Sabeer 


Bhatia 


Sabeer Bhatia: From the heady 
days of Hotmail to Page 3, it’s 
been one helluva ride for the 
BITS Pilani alumnus. After his lat- 
est venture Arzoo's failure, Bhatia 
has chosen to play angel. 


Lata Krishnan, SMART modular: 
Kerala-born Krishnan's SMART 
Modular, a memory modules 
manufacturer, netted more than 
$700 million last year and, ac- 
cording to Fortune, is one of the 50 
fastest growing tech companies. 


Ranjan Marwah, Executive 
Access : 

He came to Hong Kong on a hol- 
iday 28 years ago with $300 rolled 
in his socks and started a search 
firm whose annual income today is 
in excess of $200 million. 





TA 
Marware 


Vinod Khosla: 

His investments in a handful of 
now-hot telcos like Infinera, Asera 
and Centrata shows why Khosla, a 
co-founder of Sun Microsystems, 
is the greatest vc of all time. His 
net worth is estimated to be 
around $550 million. 
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Rajendra Singh, Telecom 
Ventures: 

He grew up in a small Rajasthan 
village and now runs a company 
that's into wireless and long-dis- 
tance telephony. His net worth is 
close to $ 1.1 billion. 


P. Mohammed Ali, Galfar: 
Ali landed in the Gulf as a 22- 
year-old with a diploma in civil 
engineering. Today his $250 mil- 
lion company has interests in oil 
drilling and infrastructure. 


Amar Gopal Bose : 
Bose launched his 
first product in 
1968. Today Bose 
Corporation has 
a turnover of 
$600 million and 
is synonymous 
with premier au- 
dio products. 





Amar Gopal Bose 


Nav Sooch, Silicon Labs: 
Sooch runs a chip design com- 
pany and with a networth of 
$186 million he is the highest- 
ranked Indian American on 
Fortune's list of the richest 
Americans below 40. 


Rakesh Mathur: Mathur made 
$180 million in a stock deal 
when Amazon decided to buy 
his net startup Junglee Corp. He 
now runs a data management 
company. 
RITESH SHARMA 

Kanwal Rekhi: 
The son of 
Sikh refugees 
who landed in 
the US in 
1967, Rekhi 
became a pio- 
neering VC. 
He funded 
Exodus Com- 
munications; 
today, the com- 
pany is worth 


$15 billion. fn 


3 Kanwal Rekh 
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Tamil Nadu has made a winning proposition out 
of supplying warm bodies to the IT revolution. 


BY NITYA VARADARAJAN 


HE MEN WEAR KHAKIS OR JEANS AND CLASSIC 
tees; the women wear starched cotton saris: 
and both wear walking shoes so clean and 
new it hurts the eye to look. Adidas, 
Reebok, Nike, New Balance, and Converse, 
these are the real things, not Rs 300-a-pair 
Pondy Bazaar rip-offs. That’s a Chennai shop- 
ping district, and this is pre-dawn Chennai 
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when the grey hairs come out for their morning 
constitutionals. The walkway by either of the 
city’s two popular beaches (yes you poor inland 
types, it has T-W-O) is a popular spot, as is 
the tropical forest like campus of the 
Theosophical Society in Adyar, and the cen- 
tral-yet-exclusive Boat Club Road. Everyone 
seems to know everyone else and when classic 
New Balance meets pink Reebok or white Nike 
meets Red Converse the usual small talk follows. 
Only, in addition to words such as lumbago, 
stroke, cholesterol, doctor, and heart that are 
traded anywhere in the world where greys con- 
gregate, a passer-by would hear seemingly out 
of place words such as visa, Niagara (not 
Viagra), H1B, routing, Seoul, and mortgage. 
Welcome to the world of the software parent. 
Every city has its share of this globe-trotting, 
Pacific Standard Time calibrated community of 
retirees; Chennai—the US consulate in the city 
issues the maximum visas any US embassy office 
in India does, over 100,000—has, arguably, 


in Chennai issues the maximum visas 


es 
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the preferred 


more than any other. 

Referring to the phenomenon, the late R.K. 
Narayan, a resident, remarked that Chennai 
would soon be a “city of parents”. And there 
are pockets of San Francisco, Dallas, Houston, 
Atlanta, and New Jersey, swears A.P. Shivaram, 
a software pro at iNautix Technologies in 
Chennai who spent six years in the US, that re- 
mind him of West Mambalam, a predomi- 
nantly middle-class Chennai borough. “A soft- 
ware professional knows three languages,” 
says Vivek Harinarain, IT Secretary to the 
Government of Tamil Nadu, proferring the 
latest version of a chestnut. “XML, C++, and 
Tamil." He guffaws. 


Coding In The Genes 
The average Tamil's coding abilities have been 
ascribed to several things, from spicy Tamilian 
cuisine to genes that just seem more equipped to 
handle numbers and analytics. The actual answer 
may lie more in the direction of Tamil Nadu's 
education system and some simple demand- 
supply inequities. 

Seven years ago, Tamil Nadu had 65 engi- 
neering colleges. Today, it has 245 that turn out 


destination 
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for software companies 


a little over 75,000 engineers each year, more 
than the US does. The four hot specialisations in 
any college, in order of their appeal, are IT, 
Computer Science, Electronics and Communi- 
cations Engineering (sweetly shortened to ECE), 
and Electrical Engineering. Then there are the 
180-odd training companies that run IT schools 
in the state—from national players Nirr, Aptech, 
and 551 to one-neighbourhood shows such as Cs 
Computer Education. *Tamil Nadu has the 
numbers," explains Harinarain. *It is purely 
driven by demand and supply." For the record, 
Karnataka, with 115 engineering colleges, grad 
uates 35,000 engineers each year; Andhra 
Pradesh, with 174, does 46,090. *The Tamils, 
especially the middle classes, have always placed a 
great emphasis on education," says V. Jacob John, 
a sociologist with Madras Institute of Develo 
pment Studies. Nor are they happy with a grad 
uate degree; almost every Tamil engineer has 
eyes set on a masters, even a doctoral degree, ei- 
ther from an Indian university or a US one. 
Ergo, Tamils constitute a significant propor- 
tion of the admits into the various IITs, RECS 
(Regional Engineering Colleges), government 
and private colleges in other states, and institutes 
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of higher education in India and the US. 

The technical education boom in Tamil Nadu 
closely mirrors the great Indian software story. 
“The state realised the value of engineering 
education and decided to allow privatisation 
in the early 1980s,” says K.S. Lakshminarayanan, 
Chief Technical Advisor & General Manager, 
Electronics Corporation of Tamil Nadu. That 
saw the creation of private engineering col- 
leges—today there are 237 of the kind. In con- 





on matters financial. Then, says S. Mahalingam, 
Executive Vice President, TCS, there's the net- 
work effect. “If a classmate of mine goes aboard, 
he will try to help me get there too.” That’s what 
V. Varadarajan, now 28 and a software engineer 
at a Chennai-based product development com- 
pany, did. Post graduation (from Bharat 
Engineering College in Chennai) he picked up 
some Java-skills, found an agent who sent him 
abroad, stayed there three years, switched as 
many jobs, got benched and re- 
turned. Along the way he also 
helped three friends he met in a 
Yahoo! chat room find jobs in the 
US. All three are still there. 

The Tamil-in-the-US, West 
Mambalam-in-New Jersey phe- 
nomenon has fed off itself, a self- 
perpetuating wave that has only 
got bigger and more powerful 
with time. A student of class VII 
sees his neighbour, a fresh gradu- 
ate from an engineering college in 


E t] [6 || training companies that 


run IT schools in the ме нот national players NIIT, Aptech, and SSI 
to one-neighbourhood shows such as CSC Computer Education 


trast, Andhra Pradesh allowed the creation of 
private engineering colleges in 1996, Karnataka 
in the early 1990s, and Kerala in 2000. By 
1990, colleges such as Sree Venkateshwara 
College of Engineering in Chennai, Mepco 
Schlenk Engineering College in firework-town 
Sivakasi, and psG College of Technology in 
Coimbatore acquired the reputation of sending 
out entire batches to the US. Then the network 
and cluster effects took over. 


West Mambalam In New Jersey 

Almost every engineering college in Tamil 
Nadu boasts an unofficial equivalent of the 
USEFI, the United States Education Foundation 
in India, which counsels students who wish to 
study in that country. 

The underground versions are run by alumni 
that has made it to the US and the help it pro- 
vides ranges from tips on cracking graduate 
record examination (GRE) to practical instructions 
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Coimbatore head for the Illinois Institute of 
Technology for a Ms degree in computer sci- 
ence. A year later, he sees him again, a TA at the 
institute down for the summer with a newly ac- 
quired accent and wondrous tales of the US. 
Four years later he sees him again, now an 
analyst at Computer Sciences Corp who plans 
to fly his parents—the farthest west they’ve 
been before this is Jaipur—down to Boston 
where he is based for a holiday and decides be- 
ing a code-jock isn’t so bad after all. Egged on 
by his parents—“See how well Ram has done 
for himself in Boston?"—he manages to se- 
cure admission to a halfway decent engineering 
college in Chennai. And his life is made. *With 
so many software success stories around in 
Tamil Nadu, there's no shortage of role mod- 
els for people in search of them," says sociol- 
ogist Jacob John. “It’s almost as if the city's 
young have been brainwashed into believing rr 
is the thing." In Tamil Nadu it really is. Œ 
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We started out 83 years ago with only the trust of our 
customers. As it grew, so did we. And how! Today, we're 
the largest general insurance company in Afro-Asia 
(excluding Japan) and the first Indian company to cross 
Rs. 4000 crore premium income. 

With 1111 offices in India, 3296 market share and a 






field well behind. | 





presence in 23 countries. Along the way, we became 
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Shedding the fear of failure will make 
a big difference. 


BY 





K.B. 
Chandrasekhar 


Chairman and CEO, 
dameracker Inc. 


OULD I HAVE MADE IT BIG IF I HAD stayed 

on in India? No. My answer stems 

partly from my personal experiences 

and my middle-class upbringing. If I 

had stayed i in India, I possibly would- 
nt "t have ninsered the courage to take the entre- 
preneutial leap. There were no role models for us 
to emulate. The fear of failure in India is just 
. too high. But in the US nobody knew me, so 
failure was not a problem. 

Mine was a little different from the other 
Indian success stories in the US as I hadn’t gone 
there to study. I had worked in India for Wipro 
from 1983 to 1990 for a full seven years and 
knew the environment quite well. Also, I didn't 
have the financial strength to start a business 
while I was in India. But none of these reasons 
came into play in the US. 

I landed there in 1990 to set up the US oper- 
ations of Rolta and decided to stay on. I started a 
company in 1992 with just $5,000 in my pocket. 
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The whole ecosystem of the US is conducive for ! E 


entrepreneurship. People in the US, especially in. 


Silicon Valley, do not care about nationalities 


and aren't wary of working with startups. | got my — 
first contract from an Iranian-American. All they 
are concerned about is: can you deliver? The 
willingness to take risks is also built-in. However, 
I have witnessed that culture grow in India in 
the last few years. | 

In India, till the 1990s, nobody knew how the 
rest of the world worked. Nobody had heard 
about the internet or cable Tv. Today the Country 
is just an e-mail away. 

I don't think people understood too much 
about the export market. The Reserve Bank of 
India and others too did not give it much thought. 
If you took a machine abroad and left it with a 
prospective customer for trials, you could not 
enter India without the machine. That would be 
a FERA violation. The thinking was that people trav- 
elled abroad more for pleasure than for business. 
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Starting a company in India was a sin. You had 
to grease scores of palms for something as trivial 
as getting a phone connection. I headed a com- 
mittee on venture capital with an aim to cut red 
tape for entrepreneurs. We had to grapple with is- 
sues that were till then taboo in corporate India 
such as winding down of companies. Things have 
changed somewhat since then. Unnecessary pa- 
perwork and delays frustrate entrepreneurs even 
today. Money is global today. It could be in 
Euro, Dollar or Yen. For investors there is still a lot 
of ambiguity on how to take their money out— 
something which is of great importance for them. 
And issues like convertibility add to their woes. 

In the US, there’s no dearth of role models. We 
have had examples like Kanwal Rekhi, who was a 
techie but excelled in managerial roles and setting 
up companies. 

I was brought up in Chennai. I did my BSc. in 
physics from Madras University and BE from 
Madras Institute of Technology. I joined Wipro 
and spent seven years in the company in cus- 
tomer service, sales, and as a marketing manager 
in Europe. Wipro was a great training ground and 
I still put into practice what I learnt there. The fact 
that several ex-Wiproites work with me now has 
also helped in a big way. 

The other big attitudinal difference among 
Indian-Americans is that they go out of their way 
to help each other. It's a huge network. I dis- 
tinctly remember a cold December evening in 
1995 when I met Kanwal Rekhi virtually empty- 
handed. He said, “I like you 
because I see the brilliance of a 
Madrasi with the bold attitude 
of a Punjabi." He gave me 
$250,000 and ever since has 
been my friend, philosopher 
and guide. I have also invested 
in companies with Indian 
parentage like Aztec, e4e and 
have been actively involved in 
garnering investments for India. 

In 1991, the first wave of 
liberalisation took place and gave our economy a 
big push. Since 1997, the biggest growth engine of 
our economy has been technology. Now there is 
a “broad-based” momentum towards wealth cre- 
ation. But being a democratic nation, we tend to 
pull in opposite directions. Even today we have 
labour problems. The next 10 years will see a 
faster rate of growth as the positive results of the first 


The positive results 
of the first phase 
of reforms will 
force us to 
globalise with 
greater vigour in 
the next 10 years 


DEEPAK С. PAWAR 


phase of reforms will force us 
to globalise with greater vigour. 

Intellectual property will be 
the cornerstone of the next big 
wave. We not only have the 
mindshare but also the wallet- 
share in rr. So the fundamentals 
are getting set now for a higher 
rate of value creation. We 
should have a three-pronged 
growth strategy. Improve basic 
infrastructure, reduce wastage of government 
money where private sector can be involved and 
liberalise forex policy. 

We Indians are used to making the most of 
limited resources and that is the key for successful 
entrepreneurship. We also believe earning money 
before spending it. With all the necessary con- 
stituents in place, the stage is set for India. W 
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The United Colours Of 
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The country’s least known, yet best school of 








entrepreneurship has its headquarters in an 
idyllic campus in Sarjapur near Bangalore. 
Hint: it’s a software company. sy veukaresuA Basu 


UICK, WHATS COMMON TO 


companies such as Mind- . 


Tree Consulting, Kshe- 
ma Technologies, TvA 
Infotech, e4e Labs, Aztec 
Software, Fabmart, Tufan Inc, 
Pramati Technologies, and 
some 80 others? Answer: They 
were all founded by people 
who, at some time or the other, 
worked for Wipro. Hindustan 
Lever may be the preferred 
hunting ground for poachers 
in search of CEOs, but Wipro's 
track record in creating entre- 
preneurs is unique. 
Wipro's serene corporate 
office at Sarjapur in Bangalore 
belies the entrepreneurial heart 
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beating beneath. The company's 
low-profile Chairman Azim 
Premji isn't known for making 
a song and dance about things 
but he is (justifiably) proud of 
what his former employees—he 
calls them Wipro's best brand 
ambassadors—have achieved. 
"Wipro leaders get early gen- 
eral managerial responsibility 
to get a good rounding. This 
helps them develop the ability 
to see the big picture early in 
their career," says Premji. 

So, what is it about Wipro 
that fosters the spirit of en- 
trepreneurship? Anant Koppar, 
the 42-year-old СЕО of the five- 
year old start-up Kshema 


Technologies—one of India's 
first VC-funded software services 
company—believes it is simply 
the multi-hued sunflower's cul- 
ture. “Wipro empowers peo- 
ple young," he says. “It was 
this untrammeled freedom that 
helped me become a first gen- . 
eration entrepreneur." Another 


. Wipro alum, K. Vaitheeswaran, 


the co-founder of online retai- 
ler Fabmart, believes it's the 
company's willingness to tol- 
erate failure that engenders ent- 
repreneurs. "This allows Wip- 
roites make choices that they 
wouldn't dream of in a con- 
ventional organisation." Not 


. all feedback is positive. “Wipro 





M.S. Sidhu, CEO, Apara Enterprise: 


One of Wipro's lost leaders 


did not have a culture of shar- 
ing wealth,” complains one 
alum, who now heads a 
Bangalore-based networking 
company. “Several senior exe- 
cutives left because they were 
not being given their due; no 
wonder so many entrepreneurs 
have come out of Wipro.” 
Wipro’s head of corporate 
HR, Pratik Kumar, pooh-poohs 
this claim by pointing out that 
Wipro was among the first 
companies in the country to 
institute a stock option plan 
for its senior execs (it did, in 
1984). “No enterprise has suc- 
ceeded if its sole motive is per- 
sonal enrichment; it has to add- 
ress the needs of customers and 
stakeholders jointly if it is to 
succeed,” he adds. Kumar’s 
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argument is reinforced by the 
fact that several of Wipro’s sen- 
ior managers—CFO Suresh 
Senapathy, head of Azim 
Premji Foundation, Dileep 
Ranjekar, head of the consumer 
business, Vineet Agarwal, and 
head of the enterprise business, 
Sudip Banerjee, to name a 
few— have been with the com- 
pany for some time now. 

In an effort to leverage this 
entrepreneurship to further 
organisational goals, Wipro has 
a structured innovation initiative 
in place. Headed by Anurag 
Behar, Vice President (Brand 
Innovation), this provides 
would-be entrepreneurs with 
the option of becoming int- 
rapreneurs. Sometimes, that isn’t 
enough to stop people from 
going out and doing their own 
thing. “There are some indi- 
viduals who want to prove to 
themselves that they can suc- 
ceed without the Wipro org- 
anisation; we wish them well.” 

If Behar, or anyone else in 
Wipro, isn’t perturbed by this 
constant erosion, it is because of 
what Gautam Sinha, the foun- 
der of TVA Infotech, an rr indus- 
try-focused HR consulting firm 
and a former Wipro employee 
himself, terms *depth of lead- 
ership”. “Wipro has systems in 
place,” he says, “that build lead- 
ers; and the processes are such 
that these leaders can be seamles- 
sly replaced if such a need arises.” 
Another alum, M.S. Sidhu, the 
CEO of Apara Enterprise Solu- 
tions—an IT infrastructure solu- 
tions provider—agrees. “Wipro,” 
he says, “has never suffered 
from a dearth of talent.” Maybe 
entrepreneurship presents a 
winning exit option not just 
for those who leave Wipro, but 
a great staying on one for those 
who stay behind. @ 


Formerly Wiproites, 
Now CEOs & Founders 
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MindTree Consulting 


ANANT R. KOPPAR 
Kshema Technologies 
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Tarang Technologies 
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Hindustan Lever managers have gone on to make it big not 
just in consumer-oriented industries but also in sectors like 
manufacturing, infotech and media. sy srian carvatHo 


to take for granted about 

Hindustan Lever Ltd (ни), 
the Indian operations of Anglo- 
Dutch foods and consumer pro- 
ducts giant Unilever. One, that 
HLL is actually a multinational 
corporation, although for all 
practical purposes, it’s more 
Indian a company than many sw- 
deshi posers. Two, that the entire 
management is Indian. When you 
consider that most Indian subsid- 
iaries of MNCs have a sprinkling 
of foreigners on their boards— 
if not firang CEOs heading them— 
HLL’s attempt at *Indianisation' 
is laudable. What’s even more 
commendable is that this process 
of developing Indian managers at 
this soaps marketer began way 
back in 1942. By 1951, Prakash 
Tandon had become the first 
Indian Director and, 10 years 
later, the first Indian Chairman. 

The short point of high- 
lighting the Indianisation-of- 


fe: ARE TWO THINGS WE TEND 
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HLL-endeavour is that the fast- 
moving consumer goods (FMCG) 
major has over the years become 
a hothouse of luminous talent, 
as a result of which its managers 
have gone on to occupy key posi- 
tions in Unilever's global vista. 
At last count, 65 HLL managers 
had graduated to key respon- 
sibilities at various Unilever bases 
across the globe. You'll surely rec- 
ollect one of those names: former 
HLL Chairman K.B. Dadiseth, 
now Director (Home & Perso- 
nal Care) on the Unilever Board. 

Then again, some of that hu- 
man wealth seeps out into other 
companies on domestic shores. 
Not in ones and twos and. 10s, 
but in hundreds. There тау be 
no ready statistics, but estimates 
indicate that well over 200 ex-HLL 
managers have gone on to crank 
up vital growth engines in Indian 
companies, ranging from FMCG 
to financial services to consumer 
electronics to manufacturing to 




























































































media. And remember, we 
aren't taking into account the 
board positions occupied by 
former HLL brass, which would 
easily number over 400. 

Let's put Muktesh Pant on 
top of our list of ex-Leverites, 
arguably ні? most prominent 
export. Pant, who did a stint with 


` Pepsi after his HLL tenure, joined 


Reebok seven years ago. In 2001, 
Reebok embarked on a world- 
wide search for a marketing head. 
The company zeroed in on Pant 
as Chief Marketing Officer of the 
Reebok brand last November. 
Pant may be the most high- 
profile global ex-HLL manager, 
but back home two of the 
biggest industrial groups, the 
Tatas and the Birlas; have for- 
mer Leverites at key positions in 
their management committees. 
In the August of 1998, after 31 
years'at Lever, R; Gopalakrishnan 
hung up his HLL boots (by which 
time he had risen to Vice 


Chairman) and headed toward 
Bombay House, the headquar- 
ters of the Tata Group, where 
he is Executive Director. Gopala- 
krishnan is also one of the elite 
four who comprise the Group 
Executive Office, which is an 
extension of Ratan Tata’s office 
and responsible for key strategic 
decisions and investments being 
made by the group. Then 
there’s Debu Bhattacharya, 
Managing Director at A.V. Birla 
Group metals company, Indo- 
Gulf Corporation. 
Gopalakrishnan and Bhatta- 
charya are the best examples of 
HLL-ites who've successfully made 
the transition from the FMCG 
sphere to the manufacturing 
sector. In newer businesses too, 
Lever managers have made a 
mark—there’s Rajiv Vij heading 
Franklin Templeton’s Indian mu- 
tual funds business, Aniruddha 
Lahiri, CEO of the Kolkata-based 
media major ABP, and Saurav 
Adhikari, Chief at HCL Infinet, 


cms Adhikari, CEO, HCL Infinet 
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Sanjiv Gupta, Deputy President, Coca-Cola India 


An ex-Lever alum, Gupta’s made it to the 
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in the soft drinks major Coca-Cola India 


the Internet services arm of HCL 
Infosystems. 

Of course, the bulk of the ex- 
Lever bandwagon has hitched its- 
elf to consumer goods businesses, 


durables and non-durables. 





One of many Lever managers who have made their 


mark in sectors other than 


i or nnne 
consumer goods 


Here's a random sample: Utpal 
Sengupta at Conagra, Raj Jain at 
Whirlpool, Sanjiv Gupta at Coke, 
and Ram S. Ramasunder, till re- 
cently CEO of Electrolux. 

There are many more—too 
many to fit in this space— 
which has resulted in HLL beco- 
ming famous for attracting and 
moulding some of the finest 
talent in India and abroad. The 
guiding HR principle at Lever is 
simple, at least on paper: Busi- 
ness growth can only take place 
if people grow. Conversely, 
the more HLL is able to leverage 
the potential of its people, the 
faster it will grow. And the 
faster HLL grows—that this isn’t 
quite happening currently is 
another story—the easier it 
will be to retain talent. 

The biggest success of HLL, 
however, is that it has gone 
about the task of collecting 
consumer insight and under- 
standing needs and aspirations 
by grooming people who are 
best placed to perform those 
tasks—local managers. W 
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Jerry Rao, CEO, Mphasis: An ex-Citibanker turned IT and 
IT-enabled services entrepreneur 
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Not only will Citibank's 
Indians—they contribute 
its second largest 
employee group after 
Americans—go on to 
greater things within, 
those who choose to 
leave find greater 

glory as CEOs and 
entrepreneurs. 

BY BRIAN CARVALHO 


SK ANY FORMER CITIBANK HONCHO 
whether he's ever been to a for- 
mal renuion with others of his 
tribe of ex-Citibankers, and he'd 
probably reply that there's no 
need to. For, whether it's Citibank in 
the US or in Japan or in the Philippines 
or in India, the odds of a champagne 
cork at a bankers' banquet landing on 
a Citi alumnus are high. In the 
Philippines, for instance, each meeting 
of the Board of the Bankers Association 
is a "mini-reunion of sorts” of 
Citibankers, in the words of the 
Governor of Bangko Sentral (the cen- 
tral bank of that country), Rafael 
Buenaventura. That's because at least a 
dozen of Philippines’ private banks 
have ex-Citibankers as CEOs. And, yes, 
the governor of the central bank too is 
one from the tribe. That's why for- 
mer Citibankers of the Philippines are 
in jest dubbed the “Citibank mafia". 
Back home, the *mafia" may not 
include a Reserve Bank Governor but 
the mob is very much out there, with 
all guns blazing. They're strutting their 
stuff at some of India's finest private 
banks, investment banks, global banks 
and are even breaking new ground in 
non-banking territory. Here's a quick 
run through some names of ex- 
Citibankers who occupy prominent 
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and prestigious positions in Indian industry: 
Aditya Puri, Head of HDFC Bank, is an ex- 
Citibanker; as are Deepak Satwalekar (СЕО, HDFC 
Standard Life), Gunit Chadha (Head honcho of 
IDBI Bank), Ravi Parthasarathy (Chairman & 
Managing Director, IL&FS) and Jerry Rao (CEO, 
Mphasis). That’s just a fleeting glimpse of ex- 
Citibankers at the top—the guys who occupy 
the corner room and the headlines. Don’t forget 
the thousands who staff many of these organisa- 
tions. For instance, HDFC Bank was started up by 
Puri with a clutch of ex-Citibankers. Similarly, 
Jerry Rao’s top brass at Mphasis comprises 
former Citi personnel. “It’s a huge family,” 
says Sanjay Nayar, CEO, Citibank India. 

Nayar will also tell you that this huge network ex- 
tends globally. It has to, if you consider the large 
number of Citi-slickers who’ve made it big on the 
global stage. The most celebrated name is Rana 
Talwar, Citicorp’s former head of retail banking in 
North America and Europe who went on to be- 
come CEO of Britain’s Standard Chartered Bank Plc. 

So what is it about Citi that makes its bankers 
tick? You could sum it up in a line: A rigorous sel- 
ection procedure, and multi-functional, multi-loc- 
ational, multi-cultural training along the way. Citi 
is one of the top brands at the country’s premier in- 
stitutes, and every year 25-30 of the finest minds 
are recruited, after thorough bouts of grilling and 
debating. Then for a period ranging from two to 
four years, these recruits are put through the mill 
and, as Nayar puts it, “humbled down.” It’s tough 





Rana Talwar, CEO, Standard Chartered Bank 


The most celebrated among the Citi- 
slickers who have made it big globally 
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SANJAY PANDYA 


Deepak Satwalekar, CEO, HDFC Standard Life 


One of the many Citi alum to have 
made it to the top slot in India Inc 


going initially, but the fruits of that labour come in 
the guise of early responsibilities. Citibankers get to 
manage and head departments early, once that 
crucial four-year test is done. 

But the most exciting part about being a 
Citibanker is that you’re never in one place for too 
long. Consider the example of the current CEO of the 
India operations (who is also Managing Director of 
Citibank for the South Asian region), who’s worn 
eight different hats in his 17 years at the bank, and 
who has always been on the move. Starting with 
training stints in different parts of India, Nayar 
was soon off to London, then New York, and Latin 
America some time in between. He’s been across 
functions, ranging from operations and technol- 
ogy to cash management, product management 
and marketing, relationship management, emerging 
market equities and fixed income and derivates. 
Phew, it can’t get more diverse than that. Clearly, if 
travelling doesn’t turn you on, Citi’s not for you. 

As is evident from the Jerry Rao experience, 
the early accountability factor at Citi helps in 
the honing of the entrepreneurial instinct, as 
most Citibankers are given the mandate of creat- 
ing and managing businesses of their own, be it 
ATMs or credit cards or 24-hour banking or auto 
loans, activities in which Citibank India enjoys pio- 
neer status. And if you’re a Citibanker, delivering 
at par isn’t enough. For this highly self-moti- 
vated lot, over-delivery is the buzzword. Expec- 
tations have to be exceeded. That’s what separates 
Citi from the rest of the pack. And with so many 
Citibankers moving on into newer pastures on the 
Indian banking landscape, that can only augur 
well for the sector. Of course, many Citibankers 
will go on to assume greater responsibilities in 
Citi’s global scheme of things. After all, of Citi’s 
international staff, Indians are the second-largest 
group, after the Americans. Ifl 
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India has a good chance of making - 
it big globally. 


BY 
Vinod 
Dham 





Co-Founder & Managing 
Member, NewPath Ventures 





HESE ARE THE EARLY YEARS OF THE NEW 

millennium still, and Ї am convinced 

that India can win, and win big in 

the future, but only if our govern- 

ment makes winning its #1 priority. 
Life in the United States has taught me that 
winning requires intense desire, relentless focus, 
and flawless execution. This is true for compa- 
nies as well as for countries although the job is 
much tougher i in the case of countries. Winning 
big requires dreaming big and taking bold steps 
to fulfill these dreams. Sometimes, most times 
these steps are not very popular. 

What India lacks when it comes to making it 
big is serious commitment to carry out its bold 
mission, without compromise. We are not want- 
ing in good ideas—we are weak in execution. 
Our political and business leaders need the will 
to do what has to be done; they have to learn to 
sacrifice their personal agendas for the larger 
good. For example, our country has to focus on 
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upgrading its rapidly deteriorating infrastructure 
on a war footing. This is long overdue: our. 
infrastructure just has not been able to keep | 
pace with growing urbanisation, ^. ` 

We have the people, raw materials and 
capital to do so; unfortunately, we lack the 
foresight. We need to rebuild our nation’s high- 
ways, railways, airports, hospitals, and housing 
infrastructure. We need to provide adequate 
electricity, telecom, water... the list i is endless. 
And we need to do all this no: do 
this, the inadequacies of this country’s 
infrastructure will begin to have an adverse ef- 
fect on our growing IT and service businesses. An 
efficient infrastructure will also help generate bil- 
lions of dollars of additional revenues through 
increased tourism. 

Similarly, we must take bigs steps to become 
the world’s preferred manufacturing destina- 
tion, No nation can bet its future on just the 
service industry. The foundation of a develop- 
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ing nation must be grounded in its manufac- 
turing sector. We have the lowest labour cost in 
the world but unless our infrastructure is up- 
graded we will not be cost competitive in in- 
ternational markets. 

We should, as a nation, focus on manu- 
facturing, just as we have done on information 
technology and telecom. Our goal should be to 
supply 30 per cent of world’s basic goods: 
toasters, irons, microwaves, cooktops, refrigera- 
tors, airconditioners, washers and dryers, etc. 
This will provide employment to our masses and 
help ease India’s transition from an agricul- 
tural economy to an industrial one. This will lift 
the standard of living of the bottom two-thirds 
of our people. It will increase the disposable in- 
come at hand for a large section of our society. 
And that will, in turn, create demand for local 
goods and services, providing the economy 
with a much-needed boost. 

I am often asked whether I would have suc- 
ceeded had I stayed in India. The answer is 
*No". Despite the great strides we have made in 
the information technology services business, 
India still does not have companies that can 
make the required capital investments or the 
necessary infrastructure for creating a product 
like Pentium. However, today, with the entry of 
Intel, Texas Instruments and a bunch of other 
multinationals, pulled to India by the availabil- 
ity of a highly talented lower cost engineering 
talent pool, India's engineers can look forward 
to opportunities for developing new genera- 
tions of Pentiums. 

India has shown to the 
world that it is a developing 
nation with the intellectual 
power of a developed one. 
The decade-long liberalisa- 
tion effort has shown good 
results. India is poised to win 
big—but it needs to quickly 
capitalise on its new-found 
momentum. The absence of a 
stable majority in ruling gov- 
ernments is preventing bold 
moves; in trying to appease 
all, we are watering down 
the critical mandates. The bureaucratic system is 
outdated and needs a major overhaul. And 
there is a pressing need for domain experts to 
guide government policies, not generalists. 
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We must take big 
steps to become the 
world’s preferred 
manufacturing 
destination. No 
nation can bet its 
future on just the 
service industry 
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Bureaucracy, corruption and 
tax evasion costs India bil- 
lions of dollars in capital 
badly needed to rebuild the 
nation’s infrastructure. We 
must be united as a nation. 
The interest of the nation 
should come before the inter- 
est of the individual—in in- 
dustry we call this teamwork. 
As a nation, we have to learn 
to “disagree and commit” for 
the sake of the larger good. 
We must not get complacent with some success; 
we can be the greatest nation on this planet in 
every respect if we want to be that. And nothing 
short of it should beacceptable. Im 
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9.00.AM: Dabbawala 
starts pick-up rounds 





Food Chain Dynamics 


Mumbhai’s amazing dabbawala lunch delivery 
network proves a simple thing: Indians can be 
super-efficient when they set themselves to it. 


BY DIPAYAN BAISHYA 


ET YOUR ERROR RATE 

down to one in every 16 

million transactions, and 

maybe even you'd be 

feted much the same 
way. Management guru C.K. 
Prahalad would term you *an 
incredible success story". The 
Confederation of Indian 
Industry (Cit) would invite you 
to be a special speaker at its 
Leadership Summit. The Indian 
Institute of Management (IIM), 
Ahmedabad, would invite you 
to make a presentation on your 
success to its students. And 
Forbes magazine would glow- 
ingly describe yours as a Six- 
Sigma operation. 
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9.15 AM: Housewife hands 
over hubby's tiffin lunch 


But to be called the “soul 
of Mumbaikers”, as Mumbai’s 
dabbawala system was called 
by the late columnist Behram 
Contractor (to add to all the 
other honours), you would 
have to be more than just a 
logistical success of clockwork 
efficiency. You'd have to com- 
mand awe. You'd have to 
push the pace of the city's 
pulse. You'd have to demon- 
strate what could be done 
with no resources other than 
precision planning, a few hun- 
dred handcarts, 4,500 dedi- 
cated workmen (dabbawalas) 
and some 1,75,000 lunch 
boxes (the actual dabbas). 





10.00 AM: Dabbas gathered, 
the destination sorting starts 


Network Buzz 
What this network does, in a 
nutshell, is simple. It delivers 
fresh home-cooked lunch from 
each of those 1.75 lakh homes 
to each of the intended 1.75 
lakh people’s office desks— 
with individualised accuracy, 
never a lunch switched for an- 
other. The service charge: a 
mere Rs 150-300 per month. 
Today, there are some 120 
registered dabbawala groups 
in operation, drawing an esti- 
mated Rs 50 crore in revenue. 
But the quality of service rem- 
ains consistent—a sign of how 
institutionalised the system has 
become. The system, after all, 


10.20 AM: Crate 
by crate, all sorted 
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has been around for 120 years. 
And if Raghunath Medge, 47, 
President of the Dabbawala 
Association, is to be believed, 
it’s nowhere near the end of 
its lifecycle. The service will 
stop, he says, if and only if 
Mumbai’s trains stop. 

Of course, the city’s geo- 
graphical pattern helps. Most of 
Mumbai’s office-goers live in 
the suburbs and work down- 
town, and there are local trains 
connecting the two points— 
which form hubs for hub-and- 
spoke sub-networks. 

Work starts in the morn- 
ing, with dabbawalas going 
door-to-door in the suburbs, 
collecting the lunch packs, 
grouping them in stages and 
strapping them into crates to be 
handcarted to the local station. 
Here, the sorting process takes 
about 20 minutes, before the 
consignments are loaded onto 
trains headed downtown. On 
arrival, the consignments are 
sorted again and carted off in 
different directions for stage-by- 
stage disaggregation and even- 
tual delivery office-to-office. 
By 12.30, your lunch pack is 
right there on your desk for 
you to dig in. Once you're 
done, the pack is sent back in a 
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ALL IN A BOX 


e Delivers 1,75,000 
mea Is/day' 


€ Covers over 60-70 km 
on Mumbai's 
suburban trains 


€ Cost of service: 
Rs 150- 300/month 


poe mpioyon: 
(a bout 4,500 


e e Dabbawala gi groups 
Registered:120 


@ Annual turnover: 
about Rs 50 crore 


@ Error level: One 
mistake in every 16 
million transactions 





precise reversal of the process. 

The entire system works on 
a military discipline based on a 
shared agenda and a common 
protocol. The workforce, re- 
member, is not even educated 
to the secondary level. Each 
dabba bears a unique code (like 
‘VLP E 3 9£12’)—enough for 
any dabbawala to decipher. It is 
a highly information-rich net- 
work, don’t forget. 





Corporate Role Model 
No wonder the dabbawala 
system is a favourite among 
Indian academics. Mangesh 
Korgaonker, Head of SJM 
School of Management, Indian 
Institute of Technology (irr), 
Mumbai, describes it as an 
error-free solution to “a com- 
plex delivery problem”, 
According to Pankaj Chandra, 
Professor of Operations and 
Technology Management, ИМ 
Ahmedabad, it works on the 
principle of “centralised plan- 
ning and decentralised imple- 
mentation", and owes its suc- 
cess to breaking “complexities 
into small manageable entities 
that are linked together". 

To Dhondi Sorgey, a dab- 
bawala, however, it's a primary 
duty he's doing—bringing 
'anna' (rice) to people, for 
around Rs 4,500 a month. 

The whole system operates 
as a loose cooperative, and with 
customer satisfaction levels so 
high, there's little need for a 
rigid operating structure. Bonus 
revenue is always welcome, 
though. A digestive brand once 
used the dabbas as an advertis- 
ing medium. That's innovation 
enough for the system. A clas- 
sic is a classic, you see. Il 
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11.45 AM: Carted off to the 
disaggregation points 


12.25 PM: On its 
way to your desk 


10.30 AM: Loaded in 
bulk on local trains 


11.30 AM: Unload and re-sort, 
on arrival downtown 


ss TODAY 193 


JANUARY 19 2003 BUSINE 


The world’s toughest quality assessment for software companies 
is Carnegie Mellon's SEI CMM5. Guess which country has 
the most of it? India, of course. 


MAGINE IF 70 PER CENT OF ALL THE NOBEL 
Prizes ever won belonged to India. 
Impossible? Damn right. But what do you say 
to this: Of the 78 companies assessed world- 
WM wide at sei CMM Level 5—considered the 
ultimate test of quality for IT services compa- 
nies-—54 of them are either Indian compa- 
‘nies or Indian operations of тт multinationals. 
Some prominent assessees include TCs, Wipro, 
Infosys, Cognizant, i-flex and Polaris Software. 
In contrast, only 19 US companies have the 
same level of certification. 
For a country known as a 
traditional laggard in quality 
this is a rare achievement. What 
does this certification mean? 
Does it provide a competitive 
advantage to companies that 


























have these certifications? Says 
Navyug Mohnot, Managing 
Director, Qal India, which 
handholds Indian companies 
during the CMM assessment: 
“It is taken for granted that 
companies bidding for large 
software services projects will 
have this certification. That is 
why Indian companies have a distinct advantage 
in the international marketplace." 

But what is SEI CMM? SEI refers to Carnegie 
Mellon University's Software Engineering Institute, 
which started work on a “capability maturity 
model” (CMM) beginning the mid-80s on request 
from the US defence to review its software 
problems. Since then, different levels of CMM 
have been developed, ranging from—in in- 
creasing order of complexity—1 to 5. 

Motorola India Electronics was the first 
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BY VENKATESHA BABU 


company in India to get a SEI CMM certification 
in 1994. Since then, a number of Indian com- 
panies, starting with Infosys, Wipro, and more 
recently Kshema Technologies, have put them- 
selves through the assessment. 

How does а CMM5 company differ from a 


CMM4 or no CMM company? The difference 


will essentially be in the two companies' ability 
to manage complex processes, change with. new 
technology, and prevent defects. Says Anand 
Mutalik, Chief Technology Officer of Kshema 
Technologies: *Indian companies that were 
struggling with enhanced com- 
plexity found SEI CMM to be a 
robust model, which would 
help them in continued process 
quality improvement.” 

Not all think CMM is a 
good measure of a company's 
process capabilities. But that. 
population is a minority. After 
all, software is procedural 
knowledge. Therefore, all 
knowledge-enabled or knowl- 
edge-intensive firms have to 
inevitably *induct" software 
systems to meet changing 

business requirements without losing customers. 
Says К. Subrahmaniam, CEO, Covansys India: 
“омм is for everybody—for doing business. 
better if they depend extensively on software." 
At the Nasscom-Gartner summit in Mumbai 
in September last year, when the topic of CMMS 
assessment came up, one of the tech CEOs ex- 
plained how it helps. “When you tell customers 
that you are a Level 5 company,” he said, “they 
shut up and listen.” Now, you know why Indian 
techies don't get asked a lot of questions. 
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Mind Games 


The emergence of the brash, aggressive and self-confident 
Indian holds out our biggest hope. 


BY 
Kiran 


Karnik 


President, NASSCOM 


ARS ARE 

won in 

the minds 

of men. 

This aph- 
orism, articulated over the 
ages in various ways—from 
Sun Tzu to the UNESCO 
charter—emphasises the im- 
portance of the intellectual 
and emotional aspects of 
winning. Victory is achieved 
on the battlefield, but 
crafted in the cranium. 
Mind over matter is not 
merely a mantra for military men: it is of even gre- 
ater relevance in the world of crafty corporate 
competition, where intellectual capital is now 
well-recognised as a resource of greater impor- 
tance than financial capital or equipment. 

Yet, it is not knowledge per se that con- 
tributes to victory. Equally, and, arguably more 
importantly, it is the attitude: in some sense, the 
mind rather than the brain. A positive mindset 
is as essential to winning as are physical, fiscal 
and intellectual resources. 

For many years—probably a few centuries— 
we, as a nation, had developed a defeatist mind- 
set. This is not to say that everyone suffered from 
negative thinking. There have definitely been in- 
dividuals, who were refreshingly upbeat and 
positive. But, as a collective, we undoubtedly ex- 
hibited signs of diffidence, defensiveness and in- 








feriority complex. From 
the exuberance of creativ- 
ity, joy and outward focus 
seen in the first millennium 
and the early part of the 
second, we became a de- 
feated people some cen- 
turies ago. And the ulti- 
mate defeat was not on the 
battlefield, but in the mind. 

It has taken us half a 
century to get over the 
colonial and feudal mind- 
sets. The the young Indians 
of today, are brash, aggres- 
sive and often self-centred, but also self-confident 
and willing to take on the world. Nowhere is this 
more evident than in the world of high tech- 
nology, where our atomic energy and space pro- 
grammes are world-class, as are our software 
professionals who are a force to reckon with. 

The power of positive thinking is enor- 
mous. There is enough medical evidence to 
indicate that a person who possesses a win- 
ning frame of mind is likely to do better than 
one who is dejected and convinced of being de- 
feated. More crucially, a leader with a positive 
mindset is likely to motivate a team far better 
than one who is negative-minded. 

Ultimately, then, winning and losing is a mind 
game. To me, the greatest cause for optimism is 
the winning mindset of today's youngsters. With 
this, it cannot but be India's century. W 


NYAIA 


VHH3IN 


JANUARY 19 2003 


BUSINESS TODAY 195 


m 


196 


HOW Milk And Poppadum 


OQ The Way 


What happens when people decide to organise 

themselves to generate value? Here are two win- 
ning instances, both united by the federal model 
on which they work: Amul and Lijjat. sy stema ѕникд 


YOTI J. NAIK WAS ONLY 12 

when she started accom- 

panying her mother to 

learn how to roll papads 

at the local Shri Mahila 
Griha Udyog Lijjat Papad. She 
soon excelled at the art, and 
was moved up the ladder to 
the packaging function. After 
that, she earned a promotion to 
the masala zone. Her good 
track record saw her becom- 
ing a ‘Sanchalika’ (each of the 
organisation’s 62 branches is 
headed by a Sanchalika who 
looks after the operations of 
each branch). Then came the 
membership to the central 
managing committee. This core 
group of 21 ladies—or ‘sisters’ 
as all members are referred 
to—manage the affairs of the 
organisation on behalf of the 
40,000 lady members. Today, 
Naik has been President of the 
Shri Mahila Griha Udyog Lijjat 
Papad for the past four years— 
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and its annual sales are esti- 
mated to exceed Rs 300 crore. 

The group's functioning is 
simple. Each member is paid 
according to the quantity pro- 
duced of papad (or Khakra, 
vadi, masala, atta, bakery prod- 
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ucts, chapati, appalam and de- 
tergent). In addition, everyone 
is entitled to a share of the 
company's profits at the end 
of the year. Explains Irene 
Almeida, spokesperson for the 
organisation, *The system is 
self-sustaining. Each member 
works to improve efficiency 
and reduce wastage. They 
know that both profits and 
losses have to be borne by 
them." Branches that do well 
get an additional bonus ac- 
cording to their productivity. 
Look closely, and you will find 
a matrix organisation, bound 
together by self-motivated 
workers rather than a stiff com- 
mand-and-control hierarchy. 
The success is based on 
employee ownership, profit 
sharing and an incentivised 
work culture. 

Cut to the Rs 2,336-crore 
Gujarat Co-operative Milk 
Marketing Federation Ltd 


(GCMMF). As in the Lijjat case, 
this organisation is owned and 
operated by the very people 
who work for it. It's a large 
network that starts at the village 
level, where dairy farmers band 
together to form a society. At 
last count, ССММЕ had 10,852 
societies, each maintaining its 
own profit and loss account. 
These societies sell milk to the 
unions (at the district level), 
which are separate legal entities. 
The unions then send the milk 
to the state level federation, 
still another entity. But the 
money made flows all the way 
back. Profits work their way 
backward to reach the farmer, 
since the federation shares are 
held by the union, union shares 
held by the societies and the 
society shares by the farmers. 
“The beauty of the structure,” 
explains S.K. Panigrahi, 
General Manager (HRD), 
GCMMF, “lies in the fact that 
each level of the hierarchy is 
separate economically and 
legally, and yet they are united 
by the same cause." 

Needless to say, mobilising 
milk supplies is one thing, op- 
erating milk processing units 
and marketing the output is 
quite another. So the federation 
appoints a board that is charged 
with the responsibility of us- 
ing the best available manage- 
ment talent—be it human re- 
sources, administration, finance 
or marketing—to maximise 


value. GCMMF markets India's . 


leading dairy brand, Amul. 
Now that competition has 
finally been given a freer rein in 
India's dairy sector, and the 
private sector is making in- 
roads, GCMMF is confident of 
maintaining Amul’s supremacy. 
Most of this confidence can 
be traced to the benefits of 
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mass ownership. Explains Anil 
Sachdev, managing director 
Grow Talent Company, “The 
owner is the farmer who is not 
there for the short term. He is 
not concerned of short term 
quarterly targets. His real 
concern is the long-term health 
of the system.” 

It's a matter of commitment, 
and buying Amul, to many, is 
reflective of a respect for that 
farmer’s commitment. If the 
brand doesn’t always give you 





Griha Udyog Lijjat Papad units 


a fuzzy warm feeling, it’s un- 
derstandable. All mass coop- 
erative movements are vulner- 
able to the influence of local 
vote-lords. In fact, the big failing 
of cooperatives in India has 
been the failure to extricate them 
from political manipulation. 
Otherwise, the cooperative 
model remains a powerful 
grassroots-level tool to em- 
power the masses and generate 
value. Cooperatives have 
played a critical role in the agri- 





Scripting a success story: Workers at one of the thriving Shri Mahila 


industries of several countries 
around the world. 

According to a research con- 
ducted by McKinsey, coopera- 
tives in the US grew from $67 
billion (Rs 3,21,600 crore) in 
1983 to $99 billion (Rs 
4,75,200 crore)in 1999, Sure, 
the cooperative movement has 
suffered on account of regular 
competition from their corpo- 
rate counterparts. But the basic 
model remains robust. Ground 
level participation can work 


wonders, especially if it results 
in the level-by-level integration 
of a long supply chain. With an 
operational structure in place, 
brand appeal must do the rest. 
And here too, cooperative bra- 
nds have an advantage. Rese- 
arch shows that the typical 
consumer prefers a coopera- 
tive approach to essential serv- 
ices. People think of coopera- 
tives as providers of solutions 
that are reliable and priced 
reasonably. E 
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BHASKAR PAUL 


Brain Distiliation 


India’s brainpower institutes, for technology and 
management, are the one big reason that the country is in 
the reckoning as a global brain force. sy susra вамевеє 
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ERITOCRACY. THAT’S THE FIRST GOOD THING 

about the Indian Institutes of Technology 

(75) and Indian Institutes of Management 

(IMS). If you can get your grey cells to 

crack the world's most palpitation-indu- 

cing tests to get in, boy, you know one thing for sure: 
you're smart. Mensa kind of smart. In 2002, 
1,50,000 Indian whizkids competed for 2,900 ir 
eats, and 100,000 graduates vied for 1,500 пм seats. 
Autonomy. That’s the second good thing 
about this system to distill and channelise Indian 
brainware towards productive purposes. The IITs 
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and IIMs are true institutions, in the sense of be- 
ing self-perpetuating crucibles for brilliance, with 
the brilliant perpetuating the brilliance—in defi- 
ance of any external pressure, be it the govern- 
ment or any other power. 

Brand equity. That's the third good thing. 
For decades, the irrs and Ms have been training 
young Indians minds to take on the world's most 
cutting edge technical and managerial challenges. 
But it's only now in the 1990s that the IIT-IIM 
brand has gained recognition across the world. In 
corporate corridors and in Silicon Valley. Let's face 





it: no Indian institution has done more for India’s 
future as a superpower. 


The Edge 

So, what makes the institutions so great? “We 
have a clear philosophy,” says Professor Dilip 
Bandhopadhyay, Dean of Research & Academic 
Collaboration, IM Lucknow, “of not managing 
change, but leading it." Adds Professor Ashok 
Misra, Director, irr-Mumbai: “We create the 
ambience in which leadership qualities emerge.” 
Leadership is the right word. The alumni list of 
all irrs and IIMs is a veritable who's who of the 
corporate world, academia and bureaucracy, be 
it M.S. Banga, Chairman of Hindustan Lever 
Limited (irr-Delhi and IIM-A), Nandan Nilekani, 
СЕО of Infosys (irr-Mumbai), or Victor Menezes, 
Chairman and CEO, Citibank (irr-Mumbai) or 
Vinod Khosla, co-founder of Sun Microsystems 
(IIT-Delhi) or Ajay Bisaria, Private Secretary to 
the Prime Minister of India (11M-Kolkata), or 
even filmmaker Jag Mundhra (an engineering 
graduate from irr-Mumbai). 

Those are only a few of the hundreds of suc- 
cesses who owe their success to the Nehruvian vi- 
sion of running the country on a ‘scientific temper’. 
Set up in 1951, irr Kharagpur—located at a site 
used by the Raj to imprison Indian freedom fight- 
ers—was the first of the seven irrs. The then 
Prime Minister Nehru described it in 1956 as a 
*fine monument of India, representing India's 
urges, India's future in the making". The youngest 
of the irs, is irr Guwahati, also in the East, which 
had its first batch graduate in 1999. 

Set up in 1961, им Kolkata was the first of the 
six IIMs. Created in collaboration with the Alfred 
P. Sloan School of Management and the Ford 
Foundation, apart from the Indian business com- 
munity and the state and Central governments, it 
started functioning from Emerald Bower, 
Barrackpur Trunk Road, before moving in 1975 
to a 135-acre campus at Joka, on the outskirts of 
the city. Among IIMs, the Indore one is the youn- 
gest, having commenced sessions as recently as 1998. 

The institutes’ emphasis has always been on the 
practical application of knowledge. And learning 
through genuine experimentation. 

That the institutes are strictly residential is a 
plus. ^A residential campus enhances the inter- 
action between all concerned," explains Misra, 
citing the example of McKinsey's Rajat Gupta, 
who was the head of sports and cultural activities 
at IIT-Mumbai, famous for its rock perform- 
ances at Mood Indigo, its annual fest. The 
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VINOD KHOSLA 
PARTNER, Kleiner, Perkins, Caufield & Byers 


The IITian who went on to co-found 
IT giant Sun Microsystems 


academic curriculum is tough, but the extra- 
curricular stuff provides the real survival kit. 
Spending valuable time in a psychedelic haze 
of Floyd may not strike everybody as a great way 
to allocate scarce resources, but deep down, it 
works to make these people what they are. 
Successful, mostly. And success promotes success. 
“They act as good advertisements for their ins- 
titutes," says P. Dwarakanath, Director (HR & 
Administration), GlaxoSmithKline Consumer 
Healthcare, an active ПМ recruiter. 


The Uh-Ohs 

One oft-cited worry is that IrT-IIM grads are risk- 
averse by nature, having opted for the most ob- 
vious (and thus safest) route to riches, and lack 
the entrepreneurial spirit. Most are content to be 
functionaries rather than creators. Infosys is 
among the few companies created, in part, by 
people from these institutes. 

The other big worry is that their autonomy 
might be under threat. Hence the sudden appeal 
of the new Indian School of Business, in Hyde- 
rabad, helped along by McKinsey's Rajat Gupta 
and many other international management lu- 
minaries. But surely, the institutes are competitive 
enough to worry about a dilution of their brand 
equity—and do something about it. Œ 
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India’s first indigenous small car, the Tata Indica, is one 

of the largest selling in its category, its performance is top- 
notch (finally), and it’s contributing in no small way to the 
turnaround at Tata Engineering. BY BRIAN CARVALHO & SWATI PRASAD 





HE UGLY DUCKLING TURNING INTO A GRACEFUI 

swan may be a story straight out of fairy 

tale realm but, after witnessing the progres- 

sion of the Tata group’s Indica over the past 

couple of years, you can’t be blamed for 
wondering if that mythical fable actually did hap- 
pen. It’s certainly come true for Tata Engineering’s 
automobile business with the Indica. The once- 
upon-a-time rattling-clattering racket-making ma- 
chine has been refined to offer an elegant, noiseless 
and smooth ride (well, almost), thereby allowing 
India’s first 100 per cent swadeshi car to rub fenders 
with the likes of Hyundai’s Santro, Daewoo’s 
Matiz, and Maruti’s myriad small cars that make 
up the B-segment. The manifestations of the Indica 
makeover are the V2 diesel and petrol variants launched 
in February and September 2001, thereby allowing 
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the Tatas to storm the market in 2002. The 
Santro may still be the overall winner in the B-seg- 
ment in 2002, but the Indica was at the top of the 
heap in several months of last year (January, 
March, June, July). In fact, Ratan Tata’s dream car 
could have well emerged top dog in 2002, had it 
not stopped production for a couple of months. 
This was done to ramp up capacity for the Indigo, 
the recently-launched three-box car. What's more, 
the Indica's sales have risen 27 per cent, even as 
the entire B-segment grew by 15 per cent. 

More than the numbers, however, the amazing 
part about the Indica success is that a car that assor- 
ted analysts, auto-gurus and owners had written off 
as a non-starter (or at least a starter that makes a 
lot of noise) has found its place in the Indian 
sun. And Tata for his part isn't just content with 


accolades back home. He clearly sees potential for 
making the Indica a global vehicle for the Tata 
brand. “The passenger car business has the pote- 
ntial of being our most prominent brand ambas- 
sador in global markets,” says Tata. A tentative step 
ahead in that direction was taken last fortnight 
when Tata Engineering signed a manufacturing and 
supply agreement with the MG Rover group of the 
UK. This alliance allows the Tatas to manufacture 
the Indica as per MG Rover’s specifications at its Pune 
plant, and to then sell in Europe under the Rover 
brand name. And no, don’t jump to any conclusion 
that this is a preliminary flirtation with Rover that 
will culminate in the foreign company buying into 
the commercial vehicle manufacturer’s car business. 
“Making such presumptions (of a sell-off in future) 
is tantamount to underestimating the potential of 
the Tata group substantially,” says a disapproving 
Rajiv Dube, Vice President (Commercial), Passen- 
ger Car Unit, Tata Engineering. 

Indeed, there are three elements to the Indica 
success saga: one, its engineers have been able to 
slowly but surely eliminate the countless ghosts in 
the initial machines. Two, the Indica has given the 
Tata group the expertise (and confidence) to 
launch a three-box cousin, the Indigo, at Rs 4.35 
lakh, thereby getting rid of the one-car-company 
tag (a station wagon variant of the Indigo is ex- 
pected some time this year). And, three, the Indica 
is doing more than its fair share to wipe out the 
humungous shades of red on Tata Engineering’s 
bottomline (and, at one time, equity analysts and 
hacks actually thought the company’s bottom- 
line needed to be shielded from the travails of the 
Rs 1,700-crore car project!). 


The V2 Magic 

No one at Tata Engineering believes that there was 
ever any problem with the Indica. But fact is that 
auto analysts had a field day tearing the car to 
shreds, bit by bit. Complaints about technical and 
quality snags too were numerous. The most common 
cribs: a hard rear suspension, a rough gearshift and 
a very noisy engine. “Perception-wise, the car was 
in trouble," says Dube. The only way to change 
that perception was naturally to win the confide- 
nce of existing customers. “Otherwise, they could 
not have been our ambassadors for Indica V2," says 
Dube. This was achieved through a mass cus- 
tomer contact programme and an open door 
policy at dealer points—dealers were told to fix the 
problems, irrespective of whether the warranty 
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Ratan Tata, Chaiman, Tata Engineering: Indica's 
the new brand ambassador 


period had expired or not. 

Then came a marketing campaign for Indica v2 
diesel (launched in February 2001) in which Tata 
Engineering clearly spelt out the improvements 
made in the new avatar. The price wasn't tam- 
pered with. Result? A stupendous 48 per cent 
increase in sales soon after. By September 2001, 
two-and-a-half years after launch in March 1999, 
for the first time Tata Indica topped the sales 
charts in the B-segment. In 2001-02, Indica sales 
were 31 per cent up over the previous year. The 
marketshare today stands at 24 per cent (of the B- 
segment), and the Tata group hopes to sell 70,000 
Indicas, and 100,000 car units (including the 
Sumo, Safari and Indica) this year. 

In the meanwhile, those chart-topping per- 
formances have helped in no small way to re- 
duce Tata Engineering's huge losses, which 
stood at Rs 500 crore in 2000-01. A year later 
these losses were down to Rs 54 crore, and in 
the first half of the current year the company 
was able to show a net profit of Rs 87 crore. By 
March, Tata Engineering would have comfort- 
ably returned to the black, thanks to the much 
smoother ride of the Indica. Il 
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There may have been a time when Indians could not 


succeed in 


India. But that’s gone now. 


Gurüal "Desh' 
` Deshpande _ 


Co-Founder & 
Chairman of Sycamore 
Networks Inc 


LEFT INDIA EN 1973. IT IS HARD FOR ME TO 
“say whether I would have been success- 
' ful had I stayed back. I believe one’s ca- 
reer (and life) is a series of accidents; 
: „ that it is hard to predict how things will 
` turn out; and that it is even harder to predict 
how things would have turned out. However, it 
-< is possible to look back and see how things 
were in the past. In the 1970s the difference bet- 
ween India and the US, in terms of technol- 
ogy, was vast. I graduated in 1973 from Indian 
Institute of Technology, Madras—and I spe- 
cialised in computers and communication—but 
I never saw a computer till I moved to Canada. 

There are several things Indian that helped 
me succeed. The work ethic inherent in India's 
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culture provided a solid foundation; its philo- 
sophical roots, а sense of balance. There is 
also a big advantage to being an immigrant 
because new opportunities can be created only 
when one changes something in the system; it 
is sometimes easier to do that when you are an 
immigrant. Then, there’s thrift. In India, most 


of us grew up with few resources and learnt to 


do with them. The ability to manage with little 
gives one the leverage to explore new oppor- 
tunities and take risks. The pay-off is that if you 
win, you win big. Business in the US is, and has 
always been, a meritocracy. 

If you look at people like me who moved to 
either the US or Canada in the 1970s, you'll find 
several similarities. In the 1970s, we excelled in 


universities as graduate students. In the 1980s, 
we made a name for ourselves in universities, as 
distinguished researchers, and in industry, as 
technical leaders. In the early 1990s, we proved 
we could be technical managers, and by the 
end of the decade we had arrived: Indians were 
accepted as managers in sales, marketing, and 
business and general, as CEOs, as entrepreneurs, 
and as founders of companies. 

What I have listed is a broad trend and 
several of us participated in it. It would have 
been very difficult to get a similar trend going 
in India. That it isn’t impossible has been 
proved by the likes of Narayana Murthy. The 
result is that it is now possible to build prof- 
itable global companies in India. 

Today, there isn’t very much of a technology 
gap between India and the rest of the world. 
Advances in telecommunications have created a 
global economy and we are rapidly getting to a 
point where something has the same value any- 
where in the world irrespective of where the 
‘value’ has been added. 

Over the last 10 years, India’s success in 
software has proved that it can compete with 
the world’s best in the knowledge-based serv- 
ice sector. As is evident from hectic industrial 
activity, this can be extended to call centres, 
business process outsourcing outfits, financial 
services back offices, and biotech research cen- 
tres. India can continue to position itself as a 
low-cost provider of highly-skilled knowledge- 
based services. This will create huge oppor- 
tunities for all kinds of business activity in 
India. I see several great ent- 
repreneurs and great com- 
panies coming out of India 
in the next 10 years. 

That won't be enough. 
Over the next 10 years, India 
needs to use technology to 
solve its problems. It has to 
start working on products 
and services for the Indian 
market. There's an opportu- 
nity for India to become the 
world leader in applying ad- 
vanced technology to solve 
problems vital to the global economy; man- 
agement guru C.K. Prahalad calls this *tech- 
nology for the masses'. The government, en- 
trepreneurs, venture capitalists, and scientists 
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Over the next 10 
years, India needs 
to use technology 
to solve its problems. 
It has to start 
working on products 
and services for the 
Indian market 


need to work together to 
harness this opportunity. 

I am working on a theme 
along these lines. I am the 
Chairman of a Bangalore- 
based company called Tejas 
Networks. I am excited about 
the role this company can 
play in the rollout of telecom 
networks across India over 
the next few years. Once it 
has successfully established 
its presence in the Indian 
market, it can cater to a global market. Around 
the time I left India, it would have been difficult 
to visualise such a progression. Today, it isn't 
just a dream; it is reality. Il 
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A profile of 20 Indian 
companies that could 
succeed globally. 





E'D HAVE LOVED TO PRESENT YOU WITH 20 SURPRISES, BUT THAT 
would have meant leaving out several of India Inc.’s usual 
suspects who are so evidently global plays, and good global 
plays at that. So, 12 of the 20 belong to sectors where 
India has already acquired some brand equity globally: 
pharmaceuticals, biotech, software, and rr-enabled services. 
The real lesson, though, lies in the other eight. They belong to sectors 
as varied as paints, cement, packaging, banking, motorcycles, non-fer- 
rous metals, oil, and petrochemicals. That proves what some India- 
watchers have maintained all along: across sectors, India Inc. has the 
potential to succeed in the global arena. We'd like to think so. 
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ASIAN PAINTS/ Ashwin Dani 


A Brighter Shade 
Of Brand 


With manufacturing facilities across 24 countries, 
Asian Paints is already a global paints major. 


RUTH BE TOLD, ASIAN PAINTS IS AMONG THE 10 LARGEST 
decorative paints companies in the world, it has a 
total installed capacity of 330 million litres a year, and it 
will close this year with revenues around Rs 1,750 crore. 
It owes much of this to recent acquisitions: of Singapore’s 
Berger International and Egypt's SCIB Chemical SAF, but that 
isn't the only reason why Asian Paints figures here. Over 
the years, the company has built its success around supe- 
rior supply chain management—it is one of India's most 
wired companies and services 14,500 dealers directly—and 
consumer product style branding. *Capacity isn't impor- 
tant in the paint industry," explains Managing Director 
Ashwin Dani, who copes with the increasing demands of 
his job with a little help from yoga. *What's important is 
distribution, efficient manufacturing and R&D, and brands." 
DIPAYAN BAISHYA Asian Paints’ Dani: The world is now his canvas 
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AVESTHA GENGRAINE TECHNOLOGIES/villoo Morawala Patell 


Ever-Fresh Tomatoes, Anyone? 


Simple, basic research may help Avestha 
Gengraine strike it rich. 


Ka WHY BASMATI HAS A UNIQUE AROMA? BANGALORE- 
based Avestha Gengraine’s founder-cEo Dr Patell does; 
she’s even identified the genes responsible. That’s just a 
sample of the work Avestha does: the company is a power- 
house-in-the-making in domains such as genomics, pro- 
teomics, nutraceuticals, and bioinformatics. The two-year old 
start-up (2002-03 revenue estimates: Rs 3 crore) that is 
putting its skills to discoveries such as drought resistant 
crops and drugs targeting diabetes and tuberculosis has at- 
tracted investors like the Tata Group and ICICI Ventures, but 
needs between $12 million (Rs 57.6 crore) and $15 million 
(Rs 72 crore) to ramp up research. Contract research for the 
likes of Astra Zeneca, Adventa, and Torrent helps, but 
Patell is miffed that some venture capitalists do not under- 
stand the business. “A lot of biotech work being done in India 
is reverse engineering,” she says. “We are the only company 
Avestha Gengraine's Patell: No reverse doing fundamental research." 

engineering for this lady, please VENKATESHA BABU 
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BIOCOWN,/ Kiran Mazumdar Shaw 


Biotech’s Very 
Own Infosys 


Biocon's future may well be the future of the 
Indian biotech industry. 


HILE FLATTERING, ANY COMPARISON OF BIOCON WITH 

Infosys would be inaccurate. The former is older. 
That its turnover today is a mere Rs 290 crore is an in- 
dictment of a sector that yo-yos between hype and 
hope. Still, there's no company better poised to benefit 
from the boom-to-be in biotech. The facts: Biocon al- 
ready is the global leader in select market segments 
(such as the enzymes that keep fresh juices, well, fresh), 
has contract and clinical research arms, and boasts some 
40 patents to its name. By 2010, claims its chairperson 
and managing director Kiran Mazumdar Shaw, Biocon 
would have developed three novel drug molecules and 
be among the world's 10 largest biopharmaceutical 
companies; by 2005, she aims to be the world's largest 
producer of human insulin and statin. That requires 
money; early next year, Biocon could raise around 
Rs 200 crore through an IPO. “The momentum is with us 
and we will emerge global players in all segments of 
biotech," says Shaw. 


VENKATESHA BABU 






Biocon's Shaw: She's fermented a success-enzyme 
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Cipla’s Hamied: His 
strategy is a unique 
HGR 


CIPLA/ Y.K. Hamied 


The Complete 
Pharma Company 


Cipla has evolved a low-risk global 
business strategy. 


HE WORLD MAY HAVE GOTTEN TO KNOW 
Cipla when the company offered its 
triple regimen anti-AIDS drugs to the South 
African government at a fraction what the 
patent-holders—GlaxoSmithkline, BMS, 
Pfizer and Boehringer Ingelheim—were 
asking, but Cipla has been a global player 
for some time, albeit in its own unique 
way. Its formulations are largely marketed 
locally and bulk drugs are exported—ex- 
ports account for 35 per cent of its rev- 
enues (Rs 1,275 crore in 2001-02) and 
the company is present in 130 countries. 
Cipla boasts strategic alliances with leading 
generic companies (those that make a good 
living out of manufacturing drugs that go 
off patent) in the US and Europe, a strategy 
that enhances reach and reduces litiga- 
tion-risk, something generics companies 
have to live with. And Chairman Y.K. 
Hamied ensures that some of the com- 
pany’s revenues—4 per cent actually— 
goes into R&D. One output of such re 
search, a CFC-free budesonide inhaler has a 

huge market abroad. 
SHILPA NAYAK 
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Daksh’s Aggarwal: Look ma, 
low-cost scalability 


DAKSH/Sanjeev Aggarwal 


Exploring Amazon 


With an impressive client-list, Daksh 
may well be Indian BPO's Cinderella. 


F DAKSH STANDS OUT IN INDIA'S 
Business Process Outsourcing clut- 
ter, attribute that to its business model: 
create infrastructure, get clients, de- 
liver the service, make a profit, ex- 
pand, repeat ad infinitum. From a 30- 
seat facility, Daksh has grown to a 
1700-seat full-fledged вРО company 
handling voice-based transactions for 
companies like Amazon, Yahoo, and 
Hewlett Packard. That, and hard num- 
bers—it could close this year with $35 
million (Rs 168.2 crore) in revenues— 
have kept venture capitalists’ interest up: 
Citibank and General Atlantic Partners 
put in $ 21 million recently. Some of 
that will go into a 1000-seat centre. 
The competition in the BPO space got 
tougher in 2002 with Infosys, Wipro, 
and Satyam making concerted plays, 
but that doesn't faze founder-ckEo 
Sanjeev Aggarwal. “With a sound busi- 
ness model, a strong knowledge foun- 
dation, and a high level of discipline, we 

are poised for stupendous growth.” 
ABHA BAKAYA 
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DR REDDY’S/Dr K. Anji Reddy 


A Pure Innovation Play 


Dr Reddy’s wants to be a global discovery-led 
pharma company by 2012. It may make it. 


T BOTTLE OF CHAMPAGNE HE UNCORKED AT 3.00 A.M. ON 
December 18 is displayed іп СЕО С.У. Prasad's office. That 
was the day a New Jersey court ruled in favour of Dr. Reddy's 
in a patent dispute with Pfizer, clearing the way for the launch 
of the first of its speciality products in the US. Starting now, the 
company hopes to create a pipeline of such products in the next 
five-to-seven years, becoming, first, a global midsized player and, 
three to five years thence, a discovery led pharma company. The 
numerical target: revenues of over $1 billion ( Rs 4,808 crore) 
by 2007, up from $340 million (Rs 1,739 crore) in 2001-02. 
With 10 molecules in its pipeline there’s no reason the company 
can't do it. “In five to seven years,” says Chairman K. Anji Reddy, 
“we would have completely transformed ourselves to a company 
wered by drug discovery and innovation." 

E. KUMAR SHARMA 
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It's time to reinvent the wheel 


MANAGING INDIA 
BRAINSTORM 


9th January - 2003, New Delhi. 


ye manufacturing sector in Indio needs to reinvent itself completely. The Chinese onslaught coupled with global pressure has crippled certain 
actors within manufacturing. Managing India Brainstorm, presented by CNBC in association with Sun and Wipro is a vibrant debate 
volving India's most respected corporate heads. This time, the focus of the debate will be on rejuvenating the manufacturing sector. The 
пропапсе of manufacturing is unquestionable. The challenge is how quickly can we reinvent ourselves and take a crack at ће competitior 
ven if it means reinventing the wheel. In case you miss the event, watch a special episode on 25th Jan. at 7pm. & 26th Jan. at 8.30pm 








Gujarat Ambuja's Sekhsaria: He has cost on his side 


ESSEL PROPACK/ Cyrus Bagwadia 


Toobin’ The World 


By 2005, claims Essel Propack, it will make every 
second laminated tube in the world. 


T 


one. With estimated revenues of $120 million (Rs 600 crore) in 


HE SUBHASH CHANDRA-PROMOTED ESSEL. PROPACK IS IN THE ENVIABLE 
position of not having to become a global company: it is already 


2002-03 (63 per cent will come from overseas operations), it is the 
world's largest laminated tube (lamitude for short) manufacturer, has 
a manufacturing presence in 11 countries including China, a global 
market share of 25 рег cent, and caters to all of P&G's lamitube re- 
quirements in the US, and 40 per cent of Unilever's. By expanding 
its capacity to 7 billion tubes a year eventually, acquiring companies 
abroad, and venturing into hitherto untapped product market 
segments such as cosmetics and pharmaceuticals, Managing Director 
Cyrus Bagwadia, hopes to make every second lamitube in the 
world by 2005. *Given our aggressive plans for growth" says CFO 
R. Chandrashekhar, *all current processes are being challenged." 

DIPAYAN BAISHYA 


GUJARAT AMBUJA/ N. Sekhsaria 


The Cement Czar 
Cometh 


Cement is largely a local business, 
but Gujarat Ambuja could get as 


global as it wants. 
INE, GUJARAT AMBUJA IS THE LOWEST COST 


eem of cement in the world and it 
boasts higher operating margins than global 
cement majors, 36 per cent in 2001 (on rev- 
enues of Rs 1,448 crore) as compared to 
Lafarge's 21 per cent and Holcim's 24 per 
cent. Surely, that isn't reason to celebrate it as 
a global probable, not when 90 million tonnes 
of the 112 million tonnes of cement pro- 
duced in India is consumed within its borders. 
Well, fact is Gujarat Ambuja has a presence in 
Sri Lanka, through Ceylon Ambuja, a wholly- 
owned subsidiary, and it accounts for 45 
per cent of India's cement exports. “Exports 
are remunerative because of our low cost, 
and transportation infrastructure,” says Anil 
Singhvi, a whole-time director of Gujarat 
Ambuja. “It could be Maldives next. And if 
the pricing is right, we may go to Europe.” 


ROSHNI JAYAKAR 





Essel Propack’s Bagwadia: 
It's a big squeeze, really 
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mobile customers at a fee 
of Rs 399 per annum. 
With the new tool the 
mobile phone users could 
access and send emails 
from their phones, receive 
email alerts and SMS from 
their email 
Rediff.com has tied up 
with every major mobile 
phone company in the 
country and it is virtually 
accessible from every cor- 
ner of India. It has also 
launched Rediffmail Plus 
at a fee of Rs 249 per 
annum. "We knew that 
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our revenue," Says mm i 

Balakrishnan. SVACATIONEREE |, 
The next step was 

Pocket Rediff, which 


allows you to access a 
range of services through 
your mobile phone. Currently available are services like dating, 
stocks, cricket scores, games, jokes, logos, news and several 
contests. “We have a revenue sharing agreement with mobile 
phone companies," the company spokesperson said. The lat- 
est is insuring all credit card transactions on the site. The firm 
has entered into an agreement with United India Insurance, 
and every credit card transaction is backed by United India 
Insurance. 

No wonder then, that the company cornered every award 
instituted for dotcoms in the country. It started with CNN con- 
ferring Rediff amongst the 50 best news websites in 1996. It 
also won the PC Quest award for the third time in a row in 
2002. The treasured one in this category is the 2001 Online 
Journalism award for breaking news online from Columbia 
Graduate School of Journalism. Incidentally, Rediff was the 
runner up to this award in 2000. 

Laurels apart, what is the future of this enterprise, which is 
still riding on the back of consumer goodwill? For the compa- 
ny is operating on three different areas: media, e-commerce 
and subscription. As far as media is concerned, at least in 
India, Rediff is in an enviable position. The scene is not the 
same as it was about two years ago. Competition has whittled 
down and except for a few media houses, there are not even 
wannabes in the field today. No wonder, you get into Rediff 
and move to the women section, you are greeted with adver- 
tisements from leading companies like Procter & Gamble, 
Johnson & Johnson, Asian Paints, and Godrej. And the same 
story continues for every other channel. 

But is it a similar story when it comes to its e-commerce 
venture? True, e-commerce has usurped more space in the 
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site than in the past. 
Gross online transactions 
in India have grown at a 
staggering pace of 108% 
percent for the quarter of 
July - September 2002 
over the corresponding 
period last year. The rev- 
enue for the same period 
leaped from Rs 1.3 crore 
to Rs 2.7 crore. Naturally, 
Rediff is placing a lot of 
emphasis on this area. 

But niche sites could 
still give Rediff a run for 
its money. Will it be able 
to focus? Or would it opt 
for acquisitions and part- 
nerships with them? What 
is going to be Rediff's 
next click? “We are not 
going to squander our 
advantages. We are going 
slow on many such niche 
areas, where most of the 
revenue is earned by 
offline activities. We are 
not comfortable with 
that,” says Balakrishnan, “If we want to be in such specialized 
businesses, we will opt for acquisitions or partnerships at a 
later stage when the market attains depth.” 

If he is not very comfortable with offline business, how 
would he justify his acquisition of India Abroad? "This acquisi- 
tion was mainly because of the climate at that time in India. 
But we know our main thrust area is India," avers 
Balakrishnan. "Also, India Abroad has a lot of synergies with 
Rediff USA." 

From the look of it, it seems, Rediff is betting on subscrip- 
tion-based services. Will it work in India? Would customers pay 
for services? "People are already paying for matrimonial adver- 
tisement, astrology... The main problem is you have to offer a 
combination of services which they will not mind paying," 
Balakrishnan says. 

And his optimism stem from the cellular phone revolution 
that is taking place in India. "Cellphones don't have the tradi- 
tional problems that one associates with PCs in India. It is 
cheap, language is not a problem and it is also easy to oper- 
ate," he says. "With the cellphone numbers multiplying, we 
think there is a huge potential for us." 

Will it help him to rake in profit? "We are yet to post com- 
mercial profit and self- sustenance is very important to us. We 
are channelling all our energies to achieve this goal," 
Balakrishnan says. He is also hopeful that the changing for- 
tune of Internet business in China and the US will change for- 
tunes of Indian companies, too. "Internet companies in the US 
and in China are expected to make money in the next few 
months. It will change the perceptions about of dotcoms in 
India, too," he says. 
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HDFC BANK/ Aditya Puri 


India’s Most Intelligent Bank C 


HDFC Bank needs to muster capital to go global; 
it has all else that is required already. 


F^ TELL THE STORY: 211 BRANCHES, DEPOSITS OF RS 19,606 CRORE, NON- 
performing assets that constitute 0.5 per cent of total advances, #2 in 
the BT-KPMG Best Banks survey, and rated best commercial bank in India 
in 2002 by Asiamoney. Behind HDFC Bank's success lies its ability to pro- 
vide a range of products through multiple channels, and differentiate it- 
self through the use of technology. By 2003-04, reckons СЕО Aditya Puri, 
the bank will be a leader in all segments except credit cards. *In 2001, we 
invested in intelligent market infrastructure and picked up equity capital," 
says Puri. “Now we are sitting pretty." 


SWAMI 


UMESH GC 


ROSHNI JAYAKAR HDFC Bank's Puri: He's wired it all up 


HERO HONDA/B.M. Munjal | (Men COMPETITIVE ACTIVITY MAY HAVE WHITTLED DOWN HERO HONDA": 


marketshare from 48.8 per cent in 2001-02 to 45.8 per cent thus far 


Wh | Wh | this year, but the performance of the company, in terms absolute and 
ee S, ee Э; relative, remains nothing short of the spectacular. The company that 


Brij Mohanlal Munjal chairs will end 2002-03 with Rs 5,901.3 crore 
W heel S in sales. That'll mean a 30 per cent growth over the record 1.4 million 
units it sold last year. Concern over the fact that Honda will launch 
Hero Honda is already the bikes through a 100 per cent subsidiary next year continue, but 
world’s largest producer of Hero Honda may well be one company that could find global success 


in India. “We rely on Honda for core technology," admits CEO Pawan 
Munjal, “but we have no lack of funds as far as R&D is concerned." 
\BHA BAKAYA 


motorcycles. What next? 


VIVAN МЕНКА 





Hero. Honda's Мипјаї: Two-stroke, 
good, four strome better 
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Respectable magazines present their opinion to the public. Distinguished magazines, on the 
other hand, present the opinion of the public. When we sat down and mounted the Making | 
Sense of India Challenge, little did we realise that while people would be writing their opinion, . 
we'd be writing a bit of history. 1,000,000 responses! When marketeers launch direct response 
Solares, they gasp at 2% response levels. When you touch 15%, you Е. shake your 
head in disbelief. It goes to prove that it's not just we who have views. It’s also our readers. So 


if you have an intelligent audience in view, choose India Today. 
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Making Sense of India 


HINDALCO/ Kumar Mangalam Birla 


The Non-Iron 
General 


Hindalco may have a global 
non-ferrous future. 


RUE, WITH SALES OF RS 2,659 CRORE IN 2001-02, 
Hindalco is nowhere close to the Fortune 500— 
#500, Takenaka boasts sales in excess of Rs 48,000 
crore. Even its three-year sales target—Rs 18,000 
crore—won't qualify the company for the honour. 
Still, Hindalco remains one of the largest integrated 
plays in aluminium and among the lowest cost pro- 
ducers too. The intra-group restructuring that saw it 
acquire the copper business of Indo Gulf Corporation 
will help it balance revenues—both are cyclical busi- 
nesses and their fortunes alternate. *Our strategy is to 
focus on global cost competitiveness," says A.K. 
Agarwala, Director, Hindalco. *We will pursue value 
added growth both organically and inorganically and 
not remain a mere metal supplier." Already, Hindalco 
is scouting for overseas acquisitions. As we said, 
Chairman Kumar Mangalam Birla could make it to the 

Fortune 500 listing sooner than we think. 
ROSHNI JAYAKAR 





iFlex's Hukku: He wants Flexcube at #1 





Hindalco's Birla: Watch out for hin 
Fortune’s Global 500 listing 


iFLEX/ Rajesh Hukku 


Software’s Tom Cruise 


Simple, iFlex is India’s largest software 
products company. 


T5 NUMBERS PROVE IFLEX'S GLOBAL NATURE: ITS 
product Flexcube has been accepted by 370 corpo- 
rate customers across 86 countries. But that isn't the only 
reason the Citibank spin-off—it boasted a turnover of Rs 
425 crore in 2001-02—figures here. It does because of 
MB. “The first Mission Impossible was to prove Indian 
could successfully make a software product," laughs 
Hukku. *The second was to make our offering a global 
product, and now міз is dedicated to making Flexcube 
the #1 financial services product in the world.” 
VENKATESHA BABI 
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Infosys’ Nilekani: He's certainly the man everyone wants to beat in three dimensional chess 


INFOSYS/Nandan Nilekani 


Bangalore's Dignitary Trap 


With employees from 34 nationalities, Infosys is a global IT services firm. 


S URELY YOU'VE HEARD ALL THERE 
is to know about Infosys, 
India’s best known IT services 
company? From a turnover of 
Rs 5 crore and employee strength 
of 200 in 1991, the Bangalore- 
based software company will end 
this fiscal with a turnover of 
around Rs 3,400 crore and an 
employee strength of approxi- 
mately 13,000. And oh yes, 
India’s National Association of 
Software and Service Companies 
recently named Infosys the most 
profitable software company in 


the world (specifics: its operating 
margin of 32.1 per cent clearly 
beats those of Eps, Cognizant, 
and Accenture), not just India. 

Still, as CEO Nandan Nilekani, 
who likens the whole thing to a 
3D chess game puts it, “In an era 
when IT spending is flat , growth 
can come only by taking market 
share from others.” That Infosys 
is well placed to do: it is present 
across the IT services spectrum, 
from Business Process Outsour- 
cing to high-end information tech- 
nology consulting. 


Building on its success won’t 
be easy for Infosys. It has to scale 
up its high-end business without 
losing any of the values that have 
made it unique; it has to look for 
inorganic opportunities for 
growth; and it has to learn to 
manage a global workforce. “We 
are bringing a compelling value 
proposition to the table,” says 
Nilekani. “Technology, not for 
its own sake, but in terms of how 
it can translate into profits for 
customers.” 

VENKATESHA BABU 








MOSER BAER / Deepak Puri 


The Data Storage Don га 


Moser Baer's 5 per cent share in the global data 


storage business can only increase. 
| ba THE EARLY 1980S MOSER BAER STARTED LIFE AS A COMPANY 
making diskettes. But it was only when it entered the op- 
tical recording media business that it hit big time. Today, 
Moser Baer may well be the only alternative to a clutch of 
Taiwanese companies for customers looking for compact 
discs (CDs), recordable compact discs (CD-Rs) and digital 
versatile disks (DVDs). With sales of Rs 724 crore in 2001-02— 
almost a 100 per cent jump over the previous year—and a ob- 
solescence-proof alliance with the US’ 4M technologies for joint 
development and implementation of new optical media 
processes and formats, the company is sitting pretty. “We will 
use cutting edge technology to enter into formats desired by 
the market very early in the product lifecycle,” says CEO 
Deepak Puri. Recordable рур, for instance, will be in the 
company’s portfolio in the first half of 2003. 
SHILPA NAYAK 


KSHEMA TECHNOLOGIES/ 
Anant Koppar 


S 
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VIVAN MEHRA 


Moser Baer's Puri: He'd love to 
CD-R the world 


MALL SOFTWARE COMPANIES WERE EXPECTED TO ROLL OVER AND 
play dead this year. Try telling that to Bangalore-based Kshema 


Technologies. By focusing on select domains—think industrial auto- 


Mid-sized, And 
Loving It 


mation, embedded electronics—the Rs 68-crore company has weath- 
ered the IT winter rather well. It was one of the first companies to en- 
ter the new new business of bio-informatics, and it now wants to be a 
consulting firm. By 2005, claims СЕО Anant Koppar, the company’s rev- 


enues would have touched $100 million (Rs 480 crore). “Why only 


India’s first venture capital 
funded software company is 
alive and well. 


DE 


С. PAWAR 


Kshema's Koppar: He's done healthcare and embedded services; 


take on other Indian rr majors?," says Koppar. “We are ready for the 
Accentures and the IBMs of the world.” 


VENKATESHA BABI 





now he wants to be a consultant too 


ONGC/Subir Raha 


Finding Black Gold Abroad 


ONGC's strategy of acquiring interests in oil fields abroad is beginning to pay off. 
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INALLY, THE RS 17,264 CRORE 

Oil and Natural Gas 
Corporation may have an an- 
swer for detractors who cho- 
rus, “What happens when 
Bombay High runs dry?” 

On December 18, its wholly- 
owned subsidiary ONGC Videsh 
piped out the first gas from the 
Lay Tau and Lan Do fields in 
Vietnam—it has a 45 per cent 
stake in the venture. That’s im- 
portant for a company that has 
set itself the strategic objective of 
doubling its accessible reserve to 
12 billion tones by 2020: 

Apart from the Vietnam 
fields, ONGC has invested Rs 
8,330 crore into Russia’s 
Sakhalin project which is esti- 
mated to be sitting on reserves 
of 307 million tones of crude 
and 485 billion cubic feet of 
gas, holds a 49 per cent stake in 
two exploration blocks in Libya, 
and has put in Rs 3,430 crore 
into a Sudanese field. 

In an effort to insulate the 
business from the volatility in 
crude prices, Chairman Subir 
Raha also wants to diversify 
into the more profitable business 
of petroleum refining and mar- 
keting. The acquisition of the 
A.V. Birla Group’s 37.39 per 
cent stake in Mangalore 
Refineries and Petrochemicals 
Limited is the first act of that 
strategy. The market seems to 
have recognised that. In the first 
half of 2002-03, ONGC was the 
most valuable company on the 
Bombay Stock Exchange. 

ASHISH GUPTA 


RANBAXY/D.S. BRAR 


India’s First MNC 


Its US subsidiary made over Rs 1,000 crore in the 
first nine months of 2002. Need we say more? 


| Г IS THE ONLY INDIAN PHARMA COMPANY WITH ITS OWN 
distribution network in the US, operations in Brazil, the UK, 
Germany, Japan, South Africa, and China. More than 50 
per cent of its Rs 2,071.7 crore revenues (for the first 
nine months of 2001-02) came from exports and overseas 
operations. And Cefuroxime Axetil, a generic drug used in 
the treatment of respiratory and dermatological ailments 
that was launched by the company in March 2002, has al- 
ready generated some $75 million (Rs 360.6 crore) in sales. 
But don’t dismiss Ranbaxy as a generic wonder—the com- 
pany is betting big on research and boasts a clutch of mole- 
cules in its R&D pipeline. “As we become a global player,” 
says CEO D.S. Brar, “there will be a focus on new drug disco- 





very, drug delivery systems, technology licensing, and M&As.” Ranbaxy's D S Brar: Eyeing reve 
ABHA BAKAYA of $1 billion by 2004 


RIL/ Mukesh D. Ambani & Anil D. Am! 


Old & New 
Economy Behemoth 


Petrochem, petroleum, and now telecom 
Reliance is a global scale play in all 


ORLD CLASS IS A TER^ HA MI 
Wo. describing the Rs 57,120 cror 
Reliance Industries Limited (RIL). From petro 
chemicals to oil and gas, refining to petro-pr 
duct marketing, and power to telecon 
conglo has always focused on derivin; 
petitiveness from sheer scale. “In line wit 
founder chairman's vision, and his philosopl 
of thinking world scale and world class in í 
aspect, we are committed to the future growt 
India and Reliance," says Anil Ambani, Vic 


RIL. The year that \ 


Chairman and MD, 
RIL’s entry into the Fortune 500 (it is | 
only private sector company to figure 
one of India’s biggest natural gas strike 


company, and India’s biggest and boldest tel 


Reliance's Brothers Ambani: 
Ambitions, not to scale 


com play by subsidiary Reliance Infoc 
ROS 1 f 
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SHANTHA BIOTECHNICS / K.I. Varaprasad Reddy 


The 32 Per Cent Solution 


Miffed by happenings in the Indian market, 
the biotech hotshop is eyeing a global future. 


I SEEMS STRANGE THAT THE FIRST INDIAN COMPANY TO 
| Heat produce the Hepatitis B vaccine isn't really 
very keen on India. “I am left with no urge to supply to 
the Indian market,” says Shantha Biotechnics’ Managing 
Director K.I. Varaprasad Reddy. “Players can compete on 
unequal terms." So, the biotech hotshop is eyeing the world. 
“We have been investing in research since 1992," says 
Reddy. Over the last five years, the Rs 30 crore company 
has invested 32 per cent of its turnover each year in R&D. 

E.K. SHARMA — Shantha Biotech's Reddy: The world is not enough 





WIPRO/ Azim Premji 


The Colours 
Of Growth 


Wipro’s global software future can only get 
brighter and better with time. 


FS )M CHAIRMAN AZIM PREMJI'S NEAR-RECLUSIVE LOVE OF 
the low-profile to the fact that it is really a diversified 
conglo, to several more tangible differentiators, Wipro 
isn't like any other software services company. For 
one, it still derives close to 12 per cent of its revenue 
from writing software for telecom companies. Pa an- 
other, the stable European market accounts for 27 per 
cent of its revenues, the highest for any Indian обрисе 
company. In 2002, the Rs 3,416 crore company (Wipro 
Technologies, the software division accounts for 64 
per cent of revenues and 85 per cent of earnings) ac- 
quired India’s largest independent BPO company 
Spectramind and Ericsson’s development centre, bought 
out GE's stake in a subsidiary that writes software for 
medical apps, and created a separate division to focus on 
the lucrative bioinformatics and software-for-health- 
care market. “In the global race to become dominant,” 
says Vice Chairman Vivek Paul, “the window of op- 
portunity is shrinking constantly. Therefore, if the sit- 
° uation demands, we have made acquisitions in the past 
ERE Nb UE Wipro's Premji: Мии с = and will do so again in the future." [m 
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Nothing beats numbers when it comes to the crunch. 
Here’s where our country stands in the world, numerically. 
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FDI: More Than We Let On 
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И 1999-2000 SOUTH KOREA 
` 2000-01 - 
NETHERLANDS 
Re 2001-02 Provisional figures 
MAURITIUS 
Figures exclude inflows under the NRI direct investment route through the Reserve 
Bank and inflows due to acquisition of shares Figures in Rs crore 


Inadequate data causes India to underreport its FDI, says International Finance 
Corporation. The actual number for last year, it suggests, could be Rs 38,400 crore. 3 
While the Avoidance of Double Taxation Treaty with Mauritius is responsible for the country being TOTAL 
the origin, or conduit for the bulk of this, the US continues to be a significant investor in India too. 

















: Foreign Foreign Reserve Outstanding | 

Carex Poenos : E p Gold 5085 Currency Exchange Position Use of IMF 
ere, An eips Assets Reserves in Fund Credit | 
Work elsewhere, save in India. AR 93 16,224 86 30,883 47,194 1,420 23,035 | 
Thanks to higher interest rates, МАҢ 94 19,574 518 72,326 92,419 1,435 24,192 


it makes sense for NRIs to save _ 
in India. Expectedly, NRI money _Î 
constitutes a chunk of India's L 
booming forex reserves. With CM 
Rs 3,21,600 crore in its treasury |. 
in November 2002, India is _} 


95. 20,976 34 99,883 1,20,893 1,589 20,640 
96 21,893 394 81,811 1,04,098 1,488 11,395 
_ 19,459 96 1,07,362 1,26,830 1,397 6,302 | 
IB. 16,277 48 1,24,680 1,40,962 1,358 3,187 | 
55 14,208 384 1,41,706 1,55,952 3,182 1,378 | 
IQ. 14,275 192 1,68,278 1,82,573 3,158 125 | 
among the emerging market 13,080 96 1,89,859 2,02,949 2,957 0 
economies with the highest 14,626 480 2,45,035 2,59708 2,928 0 


recervec ане! in Rs c crore 
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External Debt: Lower Now 
But Still Not Safe 
1999-00 2000-01 2001-02 


External Assistance (net) 16,502 17,789 15,552 
ECB 22,838 36,792 28,786 
IMF 1,282 125 0 
NRI Deposits (interest payments) 8,362 7,963 7,464 
Rupee Debt Servicing 52,397 65,630 54,293 
Total Current Receipts 3,23,866 3,79,214 3,84,682 | 
Debt Service Ratio 77 81 67 | 








24,869 





Figures in Rs crore ECB: External Commercial Borrowings 
Source: Reserve Bank of India 


India's external debt at the end of March 2002 was a whopping Rs 4,70,880 crore. The figure 
declined by 1.6 per cent in the course of the year making the World Bank classify India "a less 
indebted country". Is this figure sustainable? Well, the external debt to GDP ratio declined 
from 22.3 per cent at the end of March 2001 to 20.8 per cent at the end of March 2002. Better, 
but not there yet. 


Foreign Non Direct Investment ll 1999-2000 
No Growth In Sight T 2000-01 





& 2001-02 Provisional figures 


Figures in Rs crore 

Source: Reserve Bank of India 
*Relates to acquisition of shares of 
Indian companies by non-residents 
under Section 5 of FEMA, 1999 


Blame 9-11, the underperforming Indian 
stockmarket, or the uncertain fate of second 
generation reforms at a time when the ruling 
coalition is more concerned with matters 
electoral, but foreign investment flows have 
: stagnated over the years. The 
one bright spot, if you can call 
it that: in 2001-02, the 
increased interest shown by 
NRIs made up for the decline 
in portfolio investments. 
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Direct Government Acquisition Portfolio GDRs/ADRs Fils Off-Shore Funds 
Investment of Shares* Investments & Others 





The Centre’s 2001-02 2001-02 
" * 1 Я 5 
Receipts: Oops! 2000-01 Budget Estimate Revised Estimate 


Total Receipts 3,25,611 3,75,223 3,64, 436 
Revenue Receipts 192.624- 2,31,745  2,12,872 
| Tax Revenue (net) 1,36,916 1,63,031 1,42,348 
Non-tax Revenue 55, 708 68,714 70,224 

Capital Receipt 1,32,987 1,43,478 1,51,864 


Disinvestment 2,125 12,000 5,000 5 
Corporation Tax 35,696 44,200 39,058 e 
Income Tax 31,764 40,600 34,438 и: 
. Customs Duty 47,542 54,822 43,170 
Union Excise Duty 68,526 81,720 74,520 


Figures in Rs crore 

Source: Reserve Bank of India Annual Report (2001-02) 

We'll try to keep this short and painless. In 2001-02, the gross fiscal deficit overshot 
budget estimates by 13.2 per cent. And the revenue deficit, according to revised 
estimates, exceeded budget estimates by 16.4 per cent. Lax collection of direct and 
indirect taxes haven't helped. Put it down as a simple mismanagement of finances. 


lll 2001-02 revisen estimate Centre’s Expenditure: 
Little And Late 


lll 2000-01 We'd love to cheer the Rs 10,787 crore 

' difference (for the better) between the revised 

Figures in Rs crore estimates and the budget estimates of 
expenditure for 2001-02 — achieved on the 
strength of cuts in interest payments, defence 
expenditure, and grants to states. But fact is, 
the centre's expenditure has remained largely 
unaltered over the years. 


12001-02 BUDGET ESTIMATE 
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-0.5 
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28,58,400 
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BRAZIL 


Growth (95) 


(%) 
~25 
3.0 
5.2 


3,38,400 


CHILE 


(%) 
-3.2 
5.0 
4,5 
9.6 
n.a. 


` 7,80,480 


HONG KONG 


CHINA 
INDIA 


(%) 
-3.0 
n.a, 
4,3 
9.7 
n.a. 
6.7 
6.2 
n.a. 
15.4 
21.0 
21 
n.a. 
15.2 
3.6 
n.a. 
n.a. 
n.a. 


Key Indicators: Mixed 
Results 


Agriculture Industry Manutacturing Services 


(%) 
0.5 
3.9 
5.4 
7.8 

n.a. 
4.8 
5.3 

n.a. 
7.6 
3.1 
7.4 

n.a. 
9.8 
3.6 
3.3 

n.a. 
3.7 


n.a.: Not Available 


21,93,600 


INDONESIA 


IRELAND 


7,36,800 


4,50,720 


FDI 


(Rs crore) 


1, 


1, 


55,992 
57,339 
17,640 
84,315 

n.a. 
11,112 


-21,840 


1, 


1, 
13, 
6, 
Source: World Development Report 2002. 


09,334 
44,558 

7,968 
63,772 
44,842 
30,672 

4,613 
06,200 
80,864 
43,075 


21,94,560 


SOUTH KOREA 


MALAYSIA | 


Portfolio 
Equity 
(Rs crore) 


2,160 
24,077 
86 
10,651 
n.a. 
10,162 
1,819 
n.a. 
37,363 
2,602 
n.a. 
4,181 
n.a. 
4,147 
n.a. 
n.a. 
n.a. 


N 
n 
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4,30,560 


Reserves 
including gold 
(Rs crore) 


1,20,730 
1,58,438 

70,795 
8,24,462 
5,16,288 
1,97,083 
1,40,894 

25,958 
4,62,005 
1,43,251 
1,70,482 
1,31,851 
3,84,634 

36,970 

79,195 
6,16,320 
2,31,326 





Total Debt 
(Rs crore) 


7,01,625 
11,42,174 
1,17,494 
7,19,040 
n.a. 
4,75,498 
6,80,654 
n.a. 
6,45,202 
2,00,626 
7,21,382 
3,05,093 
n.a. 
1,19,333 
n.a. 

n.a. 

n.a. 


472,19,520 
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All the figures are for the year 2000 I ! 
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One would expect tl 

debt sanctioned by 
financial institutions to be 
indicative, over a period of tin 
of the level of industrial activity ir 
the country, albeit with a lead time. Ir 
India, though, the only thing these debts a 
indicative of is the parlous position of these 
institutions themselves: the slowdown in the 
economy has meant good corporates aren't keen on 
debt. Worse, many of the Fls' old debts have turned Nor 
Performing Assets. Still, the new Securitisation Bill could 
provide these institutions some succour. 


ll sanctioneo Ml orseunsED 
Source: RBI's report on Financial Institutions Figures in Rs crore 
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Leatherite Planners 
Y 


A 
Year Book 


4 Tribute to Your Success 


Aasterpieces of design, elegance and functionality, 
ndia Today Diaries and Planners will keep you 
rganised by managing your tasks, your time, or 
ust reminding you to do things when they need 


o be done. 


2003 


Leather Set 
Y 


pue арлеп 


Features Include : 


e Attractive casing replete with gold leaf embossing 
e Superior quality gilt edged leaves 
e Designed to provide ample writing space for each day 


e Packed with a wealth of travel information, 
important telephone nos., statistics on India's 
economy 


e Year Planners for 2003 & 2004 


e Each can be personalised with gold embossing of 
your name or company logo 


Our fine line of Diaries & Planners : 


Year Book As aesthetic as it is functional, it is a desk diary in a week-to-view format, with ample 


pace for appointments, notes or reminders, Year Planners for 2003 & 2004, International Travel 


Information, color maps of India and the world, latest statistics on Indian demographics and 


economy. Page-a-Day A smaller adaptation, it has a full day to view format. Slimline Compact diary 


that is convenient to carry. Leather Set A hand crafted leather set comprising an Year Book, 


Address Book and Slimline. Planners Tastefully designed leather jackets in subtle red, tan and 


leatherite jackets in black, with cellphone case or calculator. Mini Planner Planner cum wallet, 


specially designed for ladies, available in burgundy leather and black leatherite jackets. 


&cessories shown in the picture are not a part of the product 
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Year Book 










e Gold embossed Executive diary e International Travel Information 
Size 22cm x 27cm. ® Superior quality gilt edged leaves e Color mapsof India and the world 
' e Weektoviewformat e Latest statistics on Indian demographics 
Code IT 101 e Ample space for appointments, notes or and economy 
M.R.P. Rs.525 reminders e Wine Vintage Guide and Calorie Counter 
TIG e Year Planners for 2003 & 2004 e Taroscope by Ma Prem Usha 
ES. a Planner 
Pa e-a-Day в... ... e Compact diary Size 14cm x 19c: 
8 ay pa 
Size 13cm x 19cm e Full page for each day Code IT 210-213 
e Useful Travel Information, M.R.P. Rs.1,375 
- Code IT 102 city guides, conversion 


SRT 


MRP. Rs.395 


У 


Size 9cm x 18cm 


Code IT 104 e Compilation of useful 
M.R.P. Rs.175 information and statistics 


tables 


Separate sections for 
milestones and addresses 


Code IT 214 
M.R.P. Rs.645 
Black Leatherite 









e Leather jackets in an exclusive finish • Tabbed Sections : Diary, meetir 


e Choice of calculator or cellphone projects, expenses, travel inl 
case mation, addresses 
e Availablein Red and Tan e Business/Credit card pocke 
Slimline licor es = e Sleek diary, convenient to • Imported 6-ring clip notepadanda pen-holder 


carry around 


jackets 
e Weekata glance format 


^" Mini Planner 
e Year Planners for 2003 & M ay P " 





2004 Size 10cm x 17cm. 
Code IT 206 Code IT 207 
М.К.Р Rs.875 M.R.P. Rs.525 
Black Leatherite 
e Plannercum wallet, specially designed for modern women 
Leather Set - Code IT 200 


Available in burgundy leather and black leatherite 
old s ly) M-R.P Rs.1,475 d Bundy 
(Not sold separately) • Weekata glance format 
e Expense account, addresses and telephone section 


* Exquisite, hand-crafted set of three e Useful information and statistics 


leather bound diaries - Yearbook, 


Address Book and Slimline 
e Ideal for gifting Refills (without jackets) available separately 
e Fine leather bookmark Refills Price 
IT 302 Page-A-Day Planner Refill Rs.325 
IT 402 Week-at-a-Glance Refill Rs.250 
IT 502 Mini Planner Refill Rs.120 


AUTHORISED DEALERS AND DISTRIBUTORS : 

NORTH ZONE: New Delhi Quill Stationery & Office Suppliers Ph.: 3322620/3328140 Kanpur B.N.Aggarwal & Co. Ph.: 312339 Jammu Sadhna Pen Store Ph.: 578432 
Chandigarh The English Book Shop Ph.: 702542/703570, Capital Book Depot Ph.: 702260/702594 Jodhpur Sarvodaya Book Stall Ph.: 622734/627991, Rathi's Media 
Centre Ph.: 513580/513581, Latest Magazine Centre Ph.: 620686 Jaipur Book'n' Gift Shoppee Ph.: 326019 Patiala Reader's Paradise Ph.: 215170/226406 Dehradun The 
English Book Depot Ph.: 655192 Jhansi Variety Book House Ph.: 471312/470312 Jalandhar Prakash News Agency Ph.: 459013/890338 Ludhiana Sardar Stores 
Ph.: 408416, Lucknow Modern Magazine Distributors Ph.: 211829, Universal Book Sellers Ph.: 225894/224135 Kalakunj International Ph.: 212783 Faridkot Gupta News 
Agency Ph.: 51328 Moradabad New Moradabad News Agency Ph.: 9837029290, Aggarwal Book Depot Ph.: 323189 Rishikesh Sanjay News Agency Ph.: 430968 Ambala 
Juneja Sons Gallery Ph.: 643977/642077 Merrut Naveen News Agency Ph.: 661646, Chhabra Enterprises Ph.: 662558 Agra Cantt. The Modern Book Depot Ph.: 225695 
Pathankot Bhatia Book Depot Ph.: 21916 Gorakhpur Students Corner Ph.: 330337/338059 


EAST ZONE : Kolkata The Modern Book Depot Ph.: 2493102/2490933, Emami Landmark Ph.: 2822617/18/19, Family Bookshop Ph.: 2297518/2290719/2293486 
Bhubaneswar The Modern Book Depot Ph.: 534373 Dhanbad Bhatia Enterprises Ph.: 305212 Guwahati The Modern Book Depot Ph.: 517059/544791 Siliguri NB 
Modern Agencies Ph.: 432349 Raipur Laxmi Stationery Stores Ph.: 227068 


WEST ZONE : Mumbai Krips Stationers Ph.: 8351618, Nayak & Sons E nterprises Ph.: 6484082, Classic Traveller Ph.: 6164769, Riverdale Ph.: 6342780, Ritika Book House 
Ph.: 2843761, Akbarally's Ph.: 2043921, Asiatic Departmental Stores Ph.: 2834528, Atlanta Stationers Ph.: 2832012, Satyam Collections Ph.: 2854703, Vijay Stationery 
Ph.: 2661560, J В Karani & Sons Ph.: 2660395, Deepak Stationery Ph.: 2871126, Danai Ph.: 6487123, Nalanda Ph.: 2871306, Tulips Ph.: 6164040 Pune Omkar Enterprise 
Ph.: 4451173, Venus Traders Ph.: 4457023, Natraj Stationery Mart Ph.: 6134740, Goa Omkar Enterprise Ph.: 605711 Ahmedabad H K Enterprises Ph.: 6441444, Natraj 
Book Centre Ph.: 6587930, Crossword Ph.: 6444180, Antakshri Ph.: 5391441, Nikiz Stationery Ph.: 6407503, Vasani Stores Ph.: 6425523 Baroda Baroda Stationery Mart 
Ph.: 362373, Om Music Ph.: 420182, The Shoppee Ph. 333620, Crossword Ph.: 339484, Kalpana Traders Ph.: 436865 Rajkot Mayur Agencies Ph.: 241280, Rajesh Book 
Stall Ph.: 233518 Gandhidham Amritlal Hirji Pandya Ph.: 20212 Bhopal Variety Book House Ph.: 556022, Variety Gallery Ph.: 467480 Indore Sogani Book House 
Ph.: 545130 Jabalpur Prem Book Depot Ph.: 320840 Nashik Jyoti Stores Ph.: 504026/314558/578864 Aurangabad Aurangabad Book Depot Ph.:353116/323244 
Gwalior Novelty Book Centre Ph.: 325619 


SOUTH ZONE : Chennai Sree Sakthi Agencies Ph.: 8224518, Landmark Ph.: 8259047/8259067, Fountainhead Ph.: 8112650, Higginbothams Ltd. Ph.: 8521842-3 
Pondicherry Focus, The Book Shop Ph.: 341591 Bangalore Mythris Enterprises Ph.: 6708078, Gangaram's Gallery Ph.: 5589678, Sapna Book House Ph.: 2269448, In 
Touch Ph.: 3352836 Cochin Paico Classics Ph.: 382412/381253, Paico Ph.: 355835/361020 Thiruvananthapuram Paico Ph.: 330116/330813 Kottayam Paico 
Ph.: 562391 Calicut Paico Ph.: 302851 Hyderabad Sri Sandilya Marketing Ph.: 4614641/4602491, Walden Book Links Pvt. Ltd. Ph.: 33134 34, The Deccan Pen Stores 
Ph.: 3202308/3205164 Vizag Jyoti Book Depot Ph.: 546020 Vijayawada Ashok Book Centre Ph.: 476986 Secunderabad The Deccan Pen Stores Ph.: 7813020 


e Latest edition-Black leather 
















Longevity: An Opportunity Literacy: Mere Sign-writers i 


rtesy the reduction in infant mortality, and First, we create a definition of literacy (the ability to sign - Y 
ing population, India is still a country of the one's name) that would embarass most semi-literates. And J 
ost developed countries are, in contrast, grey then, despite that, we boast literacy rates far below that of - 
ies. Twenty years hence, India will still remain other developing countries. Our adult literacy rate (57.2 _ 
ry of the young (59 per cent of its population per cent) is worrying, but it is our youth literacy rate (72.6 — 
between 15 and 60 years of age). per cent) that is downright alarming, E 


Lite Expectancy M Birth Infant Mortality Rate Adult Literacy Rate Youth Literacy Rate — 
(n years) (per 1,000 ме births) Со адв 15 & above) (9.262 15-24) 
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1970-75 1995-00 1970 2000 1985 2000 1985 2000 
67.1 72.9 59 18 ARGENTINA 95.1 968 97.8 98.6 _ 
ses 672 95 32 BRAZIL 7&4 552 888 92.5 
63.4 74.9 76 10 CHILE 93 95.8 925 "Ee. 
sx: n9 CA за one зә six DES ÉD F 
72 79.1 ma. na. HONG KONG 87.8 93.5 97.7 99.2 
50.3 62.3 127 69 INDIA 45.2 57.2 60 72.6 4 
49 aes 104 35 INDONESIA 74.7 86.9 92.6 97.7 4 
71.3 Tid 20 i IRELAND n.a. n.a n.a. n.a 
626 743 43 5 SOUTH KOREA 94.5 97.8 99.8 id 
63 n 46 8 MALAYSIA 76.4 87.5 92.7 мг 3 
62.4 72.2 7» 25 MEXICO 85.3 914 93.9 97 
704 70€ 28 35 POLAND 99.4 99.7 99.8 99.8 — 
NG; os 771. 22 а SINGAPORE 85.6 92.3 98.2 99.7 _ 
А R 53.7 56.7 80 55 pred 78.9 85.3 86.8 91.3 | 
SWEDEN 747 79.3 13 а SWEDEN ma. na. na. aa Ж 
MR 71.5 76.5 36 7 USA n.a. n.a. n.a. n.a. 
w à 72 77.2 18 6 UK n.a. n.a. n.a. n.a. 


3 Ae n.a.: Not Available Source: Human Development Report 2002 









n.a.: Not Available 
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Gross Domestic Savings 
Savers Inc.: Not Argentina 60,309 
Quite Brazil 2,89,252 


Source: World Development Report 2002 UK 


















; Chile 66,502 
People love to mention how we — ———————— 
are а country of savers. Truth be ss China 20,87,154 
. told, India doesn't compare too Hong Kong 2,53,567 
favourably with developing India 4,46,970 
countries like China, Mexico, or Indonesia 1,80,514 
South Korea, or developed — rT a n.a. 
"vo — sath Koren 6,54,068 + 
in terms of savings. Still, in this — 7 т. 202 403 Y. 
day and age when consumption ے‎ i забі hk 
is universally recognised as ће ___Мехісо · 5,55,311 í 
driver of growth, the level of Poland 1,66,658 rdi 
savings may not really matter. Singapore 2,19,088 P. = 
South Africa 85,431 E" 
Sweden 2,64,110 Eo 
Figures in Rs crore for year 2000 USA n.a. E 


11,56,276 


True, India is sitting on some $67 billion : 
of gold and dollars but its healthy balance | lu UG GS 
of payment position has not prevented ААЦ T 
Standard & Poor's from relegating India's 
internal debt to junk status. Indeed, the unsustainability of India's 
internal debt could, when things turn bad, make the balance of 
payment crisis of 1991-92 look like a high school picnic. 


С Exports Imports [current Account Balance 
Figures in Rs crore for year 2000 Source: World Development Report 2002 
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india's Mo.T Job Siis 


P&O NEDLLOYD IT SERVICES PVT. LTD. mM 


Technical Services Manager, Pune 


PROFILE: 
12-15 years experience out of which 3-5 years experience should be in a Sr. Managerial 
position with strong project management skills & good understanding of Oracle RDBMS. 
Exposure in Unix Administration (preferably AIX) is desired. 


| 
| 
DESCRIPTION: | 
| 
| 
| 
| 








The incumbent will be heading the Technical Department & would be responsible for all the 
components of the installation, configuration, upgradation and maintenance of databases and 
associated software products. Would be required to manage and build the technical team & 
ensure technical services are reliable & meet the business requirements in a cost efficient 
manner. Also responsible for reviewing technical performance and initiating changes to ensure 
Service levels continue to be met. 


APPLY AT: 
Email: shweta.singh@poni.com 


















ONIDA SAVAK LIMITED 





GARWARE-WALL ROPES LTD. 


Manager-Personnel & Industrial Relations, Pune 


PROFILE: 
Graduate with a Degree in Personnel Management & Industrial Relations with 16-18 years 
experience of which 5 years should be at a Managerial Level. 


DESCRIPTION: 
The position is for one of the leading manufacturers of Synthetic Cordage in India, with manu- 
facturing facilities in Pune & Wai (Dist. Satara). We are an ISO 9001:2000 company, with a 
turn over of about Rs.160 crores and exports to. over 45 countries, having sales offices and a 
distribution network all over India. The incumbent will be responsible for handling all IR & 
Legal matters of the company. Also responsible for time & wage/general administration of the 
department & liaison with factory inspection matters. 


APPLY AT: 
Email: mpatil@garwareropes.com 














































THERMAX LIMITED 


Manager-Service Business, Kolkata 


PROFILE: 

Engineer (Mech/Chem/Ind) with 10-15 years experience in sales and servicing of Industrial 
products preferably boilers, chillers and other utilities. Should have clear understanding of 
customer's operations in the Eastern Region. Good communication and relationship building 
skills are essential requirements. 


DESCRIPTION: 
The incumbent will be resp. for generating annual service contracts/comprehensive service 
contracts, revamps and retrofits etc. Good Knowledge of market segments and insight into 
buying patterns of key customers like MNCs and PSU's is essential. 


APPLY AT: 
Email: opportunities@thermaxindia.com 











HIKAL LIMITED 




















il USHA BRECO LIMITED 


Head-Project Division, Sahibabad-Near Delhi 


PROFILE: 
BE (Civil)/MBA (Finance/Marketing) with 6+ years experience in a reputed Project 
Engineering/Construction Company, of which at least 2 years should be as a head of project team. 


DESCRIPTION: 
The position is for group, which is an ISO 14001 and ISO 9002 Certified Company and 
pioneers & leaders in the field of Aerial Ropeways. UBL builds, owns & operates Passenger 
Ropeways at famous tourist destinations in Hardwar, Gujarat and Kerala. The incumbent will 
be responsible for site selection, techno-commercial feasibility study and execution of conces- 
sion agreements. Also responsible for project management including design, construction, 
erection & commissioning of passenger ropeways. 


APPLY AT: 
Email: hrd@ushabreco.com 




















B — DXTECHNOLOGIES 
PRIVATE LIMITED 


Manager Engineering, Pune 


| PROFILE: 
_BE/M.Tech in Computer/Electronic Engg. from 
а reputed institute with 7-12 yrs. exp. with 
proven planning & project mgmt. capabilities. 


DESCRIPTION: 
The position is for a Co., which has the 
best-of-breed production & technology 
facilities that help in developing innovative | 
products & customized solutions. The incum- 
bent will be resp. for handling operational 
mgmt, application development teams, | 
^. working with teams to resolve technical 

-. issues & coordinating with other functional | 
| areas to understand customer requirements. | 

` Also resp. for allocating resources & develop- 
ing new models as per market requirement. | 
i | 
| 
| 
| 















2. 


APPLY АТ: 
Email: tinac@dpsl.net 


“THE ASSOCIATED CEMENT. | 
COS. LTD 





D Deputy Manager/Manager- 
Training,Mumbai 


PROFILE: 
 BEJB. Tech with 5-15 years experience in 
designing & executing Management 
Development Programs. The candidate could 
also have additional qualification such as 
MBA in HRM/ISTD with Engineering Degree. 


DESCRIPTION: | 

The incumbent will be responsible for | 
designing, executing & evaluating | 

| 

| 

| 





Management Development Programs, skills 
& competency analysis; sourcing of various 
faculty & liaison with agencies & institutions. 
Also responsible for conducting organiza- 
tional climate survey and other related 
human resource development interventions. 


APPLY AT: 
Email: dshenvi@acccement.com 


‘India's МӨ Job Sig | 


CLIENT OF SAAKI SEARCH 








Head-Customer Service, Chennai 


PROFILE: 
BE/MBA with 12-15 years experience 
in ISP or Telecom industry. 


DESCRIPTION: 

The position is for a large business house in 
India, which is a leading ISP provider. The 
incumbent will be responsible for handling 

complete customer support issues with 
respect to activation, call centre, query 
resolution and customer relation manage- 
ment. Also responsible for formulating/imple- 
menting business processes & customer 
support and handling complaints. 


APPLY AT: 
kiran@saakisearch.com 


Email: 






ADINO TELECOM " "T 


Sales Executive, Mumbai, Andheri 


PROFILE: 
Diploma/Networking Telecommunication/ 
B.Sc with Physics/Electronics/IT froma 
reputed institute with 5-6 years experience 
in sales & marketing of computer networking 
hardware products. Only Mumbai Based 
candidates need apply. 


DESCRIPTION: 

The incumbent will be responsible for sales 
& marketing of computer networking 
hardware products, handling dealer & end 
user sales, interacting with the customers as 
well as looking into the client satisfaction 
& servicing aspects. 


APPLY AT: 
Email: sshinde@adinotelecom.com 





Й ECEMBER 30, 2002. 

Hope and trepidation in New Delhi. 

No predictions for 2003. 

Only hope. 

The first 35 days of the winter ses- 
sion of Parliament saw the clearance of 
27 bills that had been gathering dust. 

The new Securitisation bill has 
empowered banks to go after def- 
aulters, and go after them they have. 

And trepidation. 

Is the disinvestment of oil majors BPCL and 
HPCL off or on? 

Disinvestment Minister Arun Shourie thinks 
it is on. 

Petroleum Minister Ram Naik thinks it is 
off. So do a hundred others, each opposing the 
disinvestment process for uniquely selfish reasons. 

Is the Securitisation bill enough to pull the 
Indian financial sector from the wea (Non Per- 
forming Assets) purgatory it seems headed for? 

Hope because there seems to be a general con- 
sensus on the softer side of second-generation ref- 
orms—on the need to take the process mass, to 
focus its benefits on the not-so-rich and the poor. 

And trepidation because the far left doesn't 
like business, the far right doesn't like anything 
foreign (companies, investments, or ideas), and 
some part of the middle is obsessed with the 
Nehruvian brand of socialism that is primarily res- 
ponsible for many of the country's economic woes. 

I mentally flip through the pages of this issue. 

I see winners. 

A behemoth that works to global scale across 
sectors—petrochem, oil, now telecom—which 
created the equity cult. 

A start-up that is now one of India’s (and 
the world's) most respected IT-services company 
.which shared its wealth with employees, creating 
tens of self-made millionaires. 

Global-winners-to-be in pharma, biotech, rr and 
rr-enabled services. That was only to be expected. 

And global-winners-to-be in surprise sectors 
such as paints, oil, non-ferrous metals, bank- 
ing, motorcycles and cement. 

A multi-hued canvas of winners that proves 
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that it is possible for Indian companies 
and, by extension, India, to win, irres- 
pective of size and sector. 

I see all these. 

I see hope. 

Then I look at the day's papers. 

I see financial institutions begging 
the government for handouts: they 
need to survive. 

Past-their-prime industrialists lob- 
bying the government for protection— 

from competition, from banks and financial in- 
stitutions that loaned them money for projects 
that never took off, from reality. 

Luddite-legislators opposing the reforms process 
simply because they don’t understand them. 

Mercenary-legislators doing the same because 
their corporate masters have instructed them to. 

The opposition parties doing it because that is 
what the opposition is supposed to do. 

I see the government losing its reformist zeal 
in a year of elections. 

I see politics, not economics, guiding the eco- 
nomic future of the nation. 

And 1 am filled with trepidation. 

But the beginning of a new year is not the 
place for my misgivings, or our collective mis- 
givings since we all know what is wrong. 

A new year is a time to celebrate winning. 

It is a time to hope that a panoramic sweep of 


Indian winners, individual and corporate, will stir — | 


all the rest of us into inspired activity. 

Cynics that we are, we didn't expect to find 
too many winners. 

We did, and you hold the result in your hands. 

One final thought: we know it is possible, 
and we also know what needs to be done but 
if, for some reason, we decide to wait till the 
next real election—there it is again, that sink- 
ing feeling—the country may have lost its 
chance of becoming an economic superpower 
for ever. On such seemingly simple decisions 
are empires won or lost... | 

Here’s hoping you have а better 2003. 


Sanja hangan 


SANJOY NARAYAN 









Complete 


E-Business Suite 





Marketing 
Projects Sales 
: к Огаег 
Financials Management 
Human Procurement 
Resources 
Service Supply Chain 


Manufacturing 


All your applications engineered to work together 
All your information in one place 








oracle.com/ad 


Copyright © 2002, Oracle, Alt rights reserved. Oracle is a registered trademark of Oracle Corporation and/or hs affiliates. 





their super iorit 1 
over circumstances, succeed, 
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RULE YOUR WORLD 








Exclusively made by ITC Limite 


| STATUTORY vane CIGARETTE SMOKING IS INJURIOUS TO HEALTH 









' Tata Ipfomedia: Rajat Gupta & C.K. Prahalad: Desperately 
An Agenda For India Seeking L&T 


www.business-today.com ^ February 2. 201 


à ging 
That's how muca 
companies like TCS, Maruti Udyog, BPC 
and idea Cellular want to raise this yeaa 
This could be the onset of 
primary market boom 








segin your Nxt life. 
x ~The New Ford Ikon Nxt. 


(Nxt Style) 


Look the new face of josh, 





right in the eye. The all new 
front end with integrated 
fog lamps and air dams. 
And sparkling eyes that 


reveal the rest. 


Meet the members of the 
Nxt band. The agile 1.3 Nxt 
with a new Rocam engine. 
The king of the road, 1.6 Nxt 
and the 1.8 Diesel Nxt. 


Discover the lively truffle 
interior, Adjust the height 
of the driver's seat. And let 
the show begin as the lights 


dim slowly, theatre style. 
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6927401-08. • AMRITSAR: Bhagat Ford 2701562-64. 2705263-64 * AURANGABAD: Wasan Ford · 360477/88 • BANGALORE: Cauvery Ford : 6321941-43 Metro Ford · 559425. 
3ANESHWAR: Capital Ford 2563749/50 * CALICUT: Rajshree Ford : 2355223/2354831 + CHANDIGARH Excel Ford · 658777, 655522. * CHENNAI: Chennai Ford : 25323202/01 
s Ford · 8845744-45 e GHAZIABAD: Legend Ford : 2775001-04 • GOA Caculo Ford 236320. 841307/08/09. e GURGAON: Harpreet Ford · 5011701/702, 5012303/304. • GUWAHAT 
inct Ford 529212-14 • JAIPUR: K.S. Ford 5114180/90, 2374825. • JALANDHAR Bhagat Ford 2266496-99, 2266500. + JAMMU: Jammu Ford 2554204/08, 2552977. 250518. 
amic Ford | 2521241-43 + KARNAL Pearl Ford 2270730-31 2270 * KOCHI: Kairali Ford 2559650. 2551310 • KOHLAPUR: Talera Ford : 656839 + KOLKATA: Bothra Ford 
46. 2668561 * MUMBAI Shakti Ford 8 10-13. Shaman Ford 3811818 Wasan Ford 25290275-81 * NASIK Wasan Ford · 590823-29. + NEPAL Dugar Ford : 00 977 1 46832 


33-85 * PONDICHERRY MPL Ford · 203695 e PUNE: Planet Ford 42!8355/8322. 4213977 Talera Ford 4011515 * RAIPUR: Utsav Ford · 5023351, 502 
VADODARA Amin Ford . 772818. 776067. * VIJAYAWADA. Sundaram Ford  248551f 185536. * VISAKHAPATNAM Sundaram Ford : 27308 











жїр Wiel роне 


Can your software help keep your business up and 


Your company's infrastructure is far too important to risk. That's why our full range 

able to handle anything. BrightStor” storage solutions provide the most comprehensi 
solutions provide total protection for your entire enterprise, not just pieces. And Unicenter 
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| From The Editor 


T WAS 1990. AND IPOS WERE HITTING THE MARKET ИКЕ АЗ 
hailstorm that refused to stop. Of course, they weren 
known then as Pos (initial public offerings). That happe 

ned a bit later, thanks to the entry of foreign institutional 

investors (Fits), who brought jargon with their money to th 

Indian stockmarket. Back then, seasoned investors will re- 

call, it wasn’t uncommon to have public issues from 30+ 

40 companies hitting the market every month. True, 

many of those companies were of dubious antecedence. 

And several have since disappeared without a trace. 
Such frenzy in the market for POs—where virtually any- 

one could come in with an issue and raise oodles of money 

will probably never be seen again. For investors and issue 
today are a chastened lot. 

One outcome of the craziness of the primary market i 
the early 1990s was a comatose market for IPOS over the past 
seven years or more. Last year, for instance, companies 
raised just Rs 1,981 crore. This year, however, things 
look different. Blue chips-in-the-making like TCS, Maruti, 
Daksh, LG and several others hope to mop up Rs 15,000 ~ 
crore. Some primary market bulls like 
Prithvi Haldea think companies can 
raise even more—say, Rs 25,000 crore. 

Why? For answers, look at the 
secondary market. It is when the sec- 
ondary market is upbeat that the pri- 
mary market looks up. Because a 
peppy secondary market ensures liq- 
uidity and increases the tradability 
of newly-listed stocks. No one is sug- 
gesting that the bulls have been stam- 
peding on Dalal Street but the fact is that the stockmarket 
has remained upward looking rather than bearish. There 
have been no major scams after the Ketan Parekh fiasco in 
2002 (at least till now) and foreign investors are betting on 
a sustained revival. This bodes well for tros. 

Already the stocks of some companies have demonstra- - 
ted that. Shares of companies that made wos recently, like > 
PNB's, Canara Bank's and i-flex's, have been quoting at 
prices healthily higher than their issue prices, showing that ч 
investors do have an appetite for new stocks. And, as.“ 
Assistant Editor Ashish Gupta finds in this issue's cover 
story, if nothing untoward happens to sour the mood in 
the markets, that trend will gain momentum. 

In another feature on Tata Infomedia, Assistant Editor 
Seema Shukla takes us to the sets of Bollywood, to look at 
how a company that specialised in directories and hobby 
magazines has entered the big bad world of Hindi films. 
And of how it is trying to do more than mere financing of 
films. Will it succeed? Many companies that have-been eye- 
ing the lucrative film business will be watching keenly. 
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battle for contracts, on which 
everything else really depends. 
Here’s a listing of Indian IT’s 
rainmakers. 


Clockwise from bottom: Polaris’ Govind 
Singhal, Primentor's Phaneesh 
Murthy, and i-flex’s Rajesh Hukku 








72 





82 








J&K Bank's M.Y. Khan 


PIC emer . м V s = J 


= т = 7 TT Р md adini SE" 
` ۶ NES tav Te ee Tm 


66 Prahalad & Gupta 


Two overseas Indians. Two minds. Two 
of the finest minds that India, some 
reckon, ought to be listening to. C.K. 
Prahalad is an academic. Rajat Gupta 

is a strategist. Both have ideas, and 
advice on what India needs to do. 
Meet them both. 


Prahalad (L) & R. Gupta 


Unbreakable 


HTA, now called J. Walter Thompson, 
is one unbelievable agency. It hasn’t 
won any major award for ages, 
continues to operate without a national 
creative director, and has turned its 
succession plan into a mess. But it is 
likely to remain India’s biggest agency. 
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BT gets up close. 
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so low? Is there another story? 
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[Web Exclusives | Exclusives Etcetera 
Q&A: James Z. Li 

“If you can’t compete with Chinese manufacturers, 
come buy them.” So says James Z. Li, Managing Par- 
tner of E.J. McKay & Co, a Shanghai-based M&A advi- 
sory. And he’s using this line to spearhead his India 
thrust, selling himself as an acquisitions consultant. 
China has bargains Indian firms mustn’t miss, he says. 


Coca- Cola’s Price Offensive 

Fizz and advertising. Advertising and fizz. That's 
what the cola wars are supposed to be about. And 
then along comes Coca-Cola India, and decides to 
add a new—some say obvious—dimension to the 
game: pricing. It’s an experiment in Mumbai on a few 
brands. Could it reshape the cola battleground? 








Eyeing Foreign Shares 


Finally. Indians, long used to being trapped within 
Indian borders and forex restrictions, have been 
freed to use dollars for the purchase of shares abroad. 
But don't rub your palms in glee just yet—there's a 
restricted list of stocks you can buy. Still, it’s time you 
got attuned to foreign stockmarkets as well. 
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Will individual Indians buy foreign shares? 
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on your mobile aa the number “2424”. 
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Go places in peace 


TRAVEL 


protector 


IFFCO-TOKIO GENERAL 
INSURANCE Co. Ltd. (ITGI) 
presents its Travel Protector 
Insurance Policy. This Policy 
Protects you during your travel 
abroad against all possible 
risks like illness, accident, 
loss/delay of baggage, hijack, 
liability, loss of passport and 
financial emergencies under one 
package cover. Get protected 
today. See worries away 


GENERAL INSI 





The Life You Deserve 
Our range of Policies also include: 
* OFFICE & PROFESSIONALS ESTABLISHMENT PROTECTOR • TRADE PROTECTOR * TRAVEL PROTECTOR + AUTO PROTECTOR 
* PERSONAL ACCIDENT INSURANCE • FIRE & SPECIAL PERILS INSURANCE • BURGLARY & HOUSEBREAKING INSURANCE • GROUP MEDISHIELD INSURANCE 
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Insurance is the subject matter of solicitation 


To know more about insurance, mail in to us for our FREE Insurance Advice Package 
Yes, | am interested in having a copy of the Advice Package 
Name (Mr./Ms.) Address:.. 


BOE NO нье Sure rhy А ийе " «Email A 
I'm also interested in: O Motor Insurance (2 Travel Insurance (2 Personal Accident Insurance O Fire Insurance O Burglary Insurance O Home Insurance C Trade Insurance 
Mail this coupon to IFFCO-TOKIO GENERAL INSURANCE CO. LTD., 4th Floor, Palm Court, Sukhrauli Chowk, Mehrauli-Gurgaon Road, Gurgaon, Haryana- 122001 
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Hope Against Hope 
Apropos your anniversary issue Can 
India Win? (BT, December 19, 
2003). The question seems most 
relevant with India having a long 
way to go. Even 55 years after Inde- 
pendence, the country is grappling 
with basic infrastructural problems. 
More than a quarter of its population 
remains below the poverty line as 
successive governments have conti- 
nued to fail in providing basic ame- 
nities. It is nevertheless commend- 
able that despite these difficulties, 
India has produced winners in sec- 
tors such as manufacturing, infor- 
mation technology, pharmaceuticals, 
and biotechnology. It is heartening 
to read that despite the slow pace of 
development, India has the chance 
of becoming the next economic 
powerhouse. After all, tomorrow 
is another day. 

S.C. CHATTERJEE, through e-mail 


Your story India's Century: Tbe Mak- 
ing Of A Winner (BT, January 19, 
2003) successfully brought out the 
promise that India holds for the fu- 
ture. Although, India is far behind its 
global counterparts in terms of eco- 
nomic development, the country 
has some obvious pluses that should 
not be ignored. India's advances in 
IT and pharmaceuticals has received 
worldwide recognition. India boasts 
of inexpensive but first-class human 
resources. With signs that the reces- 
sion is about to end, the Indian dias- 
pora is more willing than ever to 
invest in the country's economy 
and tap its enormous potential. The 
future is indeed full of promise. 
AJIT KUMAR, through e-mail 


Not An NPA 

_ This refers to the editorial It’s Just 
Not Cricket (BT, January 5, 2003). 
Unfortunately, the article was att- 
empted without analysing all the 
facts about sPIC Petro. SPIC Petro is 
not a non-performing asset. On the 
contrary, the project is still viable 
and under implementation. Although 
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the project had to be temporarily 
stopped due to an injunction order 
by the High Court of Chennai on a 
legal suit filed by MRL, an out-of- 
court settlement was reached bet- 
ween SPIC and MRL. The Boston Con- 
sulting Group, pci-UK, and TCE Con- 
sulting Engineers have assessed the 
project and have recommended its 
early implementation. ICICI is under- 
stood to have said that the Chair- 
man of sric Petro had no inclination 
to start the project. However, that is 
not true. A consortium of Fis and 
banks has funded the sric Petro 
project and it is inappropriate for 
ICICI to unilaterally take a decision to 
call upon the loan from the project. 

DR. А.С, MUTHIAH, Chairman, SPIC 


Far From Over 

Apropos your article In The Line 
Of Fire (BT, January 5, 2003). The 
section The Also-Rans mentions that 
either Hutch or Idea could buy out 
Spice Telecom. The statement is not 
only factually incorrect, but highly 
speculative. Spice Telecom is a domi- 
nant player in the Karnataka and 


Punjab circles and has ambitious 
plans for the financial year 2003-04. 
ASHOK К. GOYAL, Executive Director, 
Spice (Punjab) 


This refers to In The Line Of Fire 
(BT, January 5, 2003). The article 
incorrectly mentions that BPL Mobile 
is in financial distress and requires to 
formulate an exit strategy. BPL Mob- 
ile Communications is among the 
best performing cellular companies 
in the country and has recorded imp- 
ressive revenues and subscriber gro- 
wth over the past five years. It cov- 
ers over 209 cities and towns spread 
across four telecom circles. Expan- 
sion plans in the next three months 
are likely to attract investments 
worth $70 million (Rs 336 crore). 
К. SANJAY PRABHU, VP (Brand 
Management), BPL Innovision 


Not Underdogs 
Apropos Acumen 2002 (BT, Dec- 
ember 22, 2002). Despite the excel- 
lent coverage given to the School of 
Communication & Management 
(SCMS), a particular statement refers 
to the team from the B-school as 
‘underdogs’. This is inappropriate. 
SCMS not only enjoys high ratings, 
but also has the distinction of being 
approved by the National Board of 
Accreditation. sCMs is also the first 
B-school in the country to get Iso 
9001 certification for a qualitative 
management teaching system. 

DR. GPC. NAYAR, Director, SCMS 





| em | 
| The Business Today Strategy | 
Summit, earlier scheduled for 
January 31, 2003, has been post- 
poned. We will announce the 


| new date for the event sbortly. 
i 











Everyone has a favourite armchaiy, 


now цои can take yours for a spin. 


c luxurious new Tata Indigo gives you five new favourite armchairs. Each as 
mfortable as each other. So that whether in the front or back seat, you 
›п?ї knee, or be kneed in the back. Thanks to a longer wheelbase and the 
zgest cabin in its class. On the subject of ‘best in class’, do please ask any 


TATA 


лег car maker you may be considering whether they have such features as 


dependent 3-Link Rear Suspension? Or 14 inch wheels? Or a 450 litre boot? | . е | e Cy 


, ог, or you could save your breath. And simply take the Indigo for a spin 
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IFFCO Tokio (Rediffusion DY&R) 7 


10 BUSINESS TODAY FEBRUARY 2 2003 





H M | 
HPCL (Rs 46,369 crore) ` 75 Maruti Udyog (Rs 9,295.3 crore) 41 
(www.hindpetro.com) (www.marutiudyog.com) 
; Mother Dairy (Rs 1,000 crore) 114 
oe’. : E (www.nddb.org) 
IMG India (As. 70 crore) 79 
(www.imgworld.com) _ 0 
infosys (Rs 2,670 crore) 57 ONGC (Rs 25,025 crore) 41 
(www.infy.com) (www. ongcindia.com) 
List Of Advertisers 
A 3 india Today (N.A.) 87, 89,91, 
Allied Domecq (Bates India) 24 i 93, 121, 122 
Amity (Direct) 76,150 IF Plus (N.A.) 130 
Apollo Tyres (Everest Advig.) 30 ITC (Lintas) Back Cover 
В | | J 
BPCL (Saatchi & Saatchi) 105 JK Industries (Contract Advtg.) 107 
D JK Paper (ENZ Commins) 45, 46 
. DHE Worldwide Express Jet Airways (Network Advtg.) 23 
(Rediffusion DY&R) 21 K А 
Е m Kajaria Ceramics (Sobhagya Advtg.) 63 · 
Emirates Airlines (Everest Advtg.) 33 L | - 
F ; | 1% LIC Mutual Fund (Mecantile Advtg.) 55 
Ford India (НТА.) Rev. Gatefold Cover M 
Fortune (N.A.) ` 101 : 
UNQUAM Maruti Udyog (Lintas) 35 
Hiranandani (Jaya Advtg.) .69 N | 
hib. . | Nexus Asatsu (Contract Advtg. ) 
И In. Front Cover 
IBM (O&M) ll Nortel Networks (Direct) 13 
IBP (Headstart Advtg. & Mktg.) ^ 49 
ICFAI (Sobha Advig.)111, 129, 133, 147 Р 


Pathways World School (Direct) 64 


P 
Polaris Software (Rs 283 crore) 58 
(www.polaris.co.in) 


R 

Reckitt Benckiser (Rs 596 crore) 97 
(www. лескі, сот). 

Reliance industries (Rs 57, 862 qure i5 И: 
(www.ti.com) ч 


S 
Satyam Compute 








cn e 


Tata Infomedia (R 126.8 сте) 82 y | 








S. Kumar (Percept Advtg.) 19 
Seagram (O&M) 39 
Shanti Gears (Sasi Advtg. д БЗ 
Siemens (Lintas) ` 36 
Smart Inc. (N.A.) 126 - 
SPL (Madison Aavtg.) elio. 
Symantec (HTA) ql 

T PSU 
Tata Sons (Rediffusion over) 27 29 | 
TELCO (FCB. Ока) .. i 9 

TV Today Network (N. А yo 14 

U i 


UCAL Fuel Systems (Fame Advtg.) 109 
Uppal’s Orchid (Triton Commns. ) 
ш Back Cover 





(© business. How ‘e’ do you want to be? 


A 100-year heritage, 1000 awards and 34000 patents. 


A few reasons why millions invest in IBM PCs. 


Total peace of mind. 
That's the biggest reason to invest in IBM PCs. 


IBM NetVista A30 
Micro-Tower/Black 
Intel® Pontium" 4 Processor 18GHz 


IBM ThinkPad R32 


Mobile Intel" Pentium" 4 








; ; ' 50 KB L2 Cache 
Buying IBM PCs means you invest in more than just a machine. You get PEMB DDR (266 MH) 
advanced technology that's state-of-the-art as well as state-of-the-mind 40GB HDD 7200 RPM 
Because only IBM PCs bring you peace of mind that can free you from the intel" Extreme integrated Graphics 3 e 
stress of constant maintenance, machine downtime and data loss 10/100 Integrated Ethernet 16MB VRAM AGP АХ 


That's because only IBM PCs come with smart features like Rapid Restore PC 


Windows" XP Professional 
Lotus Smart Suite (License), PC Doctor 





10/100 integrated Ethernet, 56 kdy 









Free software with IBM PCs that lets you retrieve lost data in just minutes. Norton Anti Virus (OEM) m Horr 
х 3 year Limited Warranty Lotus Smart Sui се) PC | 
Additionally, ІВМ PCs come with the backing of a reliable sales and service team /ВМ Rapid Restore PC ** Global Warranty: 1 year ССІ 
plus Access ІВМ, a feature that simplifies access to a universe of online and Access IBM IBM Rapid Restore PC* * 
on-system information. You also get a three year warranty" the minute you buy System Migration Assistant PAL keyboard light 
Estimated Steet Ріо: RS. 41,490/-* — duds s 
Save a lot of money on genuine software. IBM PCs come with free System Migration Assistant 


Lotus Smart Suite (license) and PC Doctor. 
How many more reasons do you need to invest in ап ІВМ? 





Also available multimedia model with above specs and 
Windows" XP Home in lieu of Windows" XP Profession. 
48X CD-ROM Drive 





Estimated Street Price Rs. 87,900/- * 





56kbps lax Modem nae BM ido 
External Stereo Speakers чабр , 
| -> wwwibm.com/n/mx 
90hrs/45 days Sily Internet pack 
Estimated Sot Price Rs. 41,990/-" e aqu dem 
Tr Bang 6787216 
e Ch 24988508 
Ko 22822126 

Special offer. e Mumbai - 26533577 
Buy before February 15, 2003 and get: * New Delhi - 23702022 


38.1cms Colour Monitor - а! just Rs. 7500, 
43.18cms Colour Monitor - à! jus! Rs 9500/- * 
38.1cms TFT Monitor - а! just Rs 28000/-* 














ВМ is a registered trademark of International Business Machines Corporation in the US and/or other countries, Other company product or service names may be tradermaria or service marks of Ihe respective owners. гїн the Inte 
trademarks of Intel Corporation or its subsidiaries in the United States and other countries. Microsoft and Windows are register damaris of Microsoft Corporation. Certain А I software product(s) included with ! y 

IN SUCH EVENT, YOU WILL NOT BE ABLE TO USE THE PRODUCT IF YOU DO NOT FULLY COMPLY WITH THE PRODUCT ACTIVATION PROCEDURES. Product activation procedures and Мкзозой% privacy policy wi 
reinstaltations for the software productis) or reconfigurations of the computer. and may be completed by Internet or telephone (inii charges may apply). * Sales tax and other levies extra. "Free download Available on select products onty Offer and prices subject to change without p 













. Charity Won't Do 


HEY CAME, THEY SPOKE, AND NOW THEY ARE 

gone. India and its problems are back to square 

one. But was it wrong for the Indian govern- 
ment, industry, and even Bollywood to celebrate 
the non-resident Indian? No. What's wrong, how- 
ever, is this: in wooing the NRI what we are doing in 
effect is telling them, ‘We envy you for all your 
wealth and success, won't you please share some of 
it with us? We are, after all, your brothers.’ It is alm- 
ost as if we want them to be guilty for having left us 
behind, literally and figuratively. We are chasing the 
NRI dollar because we want investments despite our 
problems, and not because we think we can deliver 
on the promise that is India. — | 

Fine, these are smart, successful, and 

rich people who’ve done very well for 
themselves. But are they the 
solution to India’s prob- 
lems? We don’t think so. 
Let’s for a moment explore 
the NRI phenomenon. These 
are people who are easily 
categorised, and belong to 
one of the two sets: the in- 
telligent, and the industri- 
ous. The former largely 
come from the її$ and 
IIMs, and the lat- 
ter from the vil- 
lages of Punjab, 
Kerala or UP. 
Some from both 
the categories 
turned entrepreneurs during 
the course of their lives abroad, but the 
rest remained white-collar workers. Now, 
what does India want from them? It could only be 


one of the two things: their money, or their non-tan- 


gible resources. But what is the country likely to get? 
Some sympathy and a whole lot of advice. 

Don't blame the NRI for that. The solution to 
India's problems lies not in the hands of our pravasi 
kin, but in the hands of people living in the country. 
We know exactly what our problem is: we talk too 
much and do too little. Can the NRI do anything 
about the perverse psyche? No. Don't forget that 
these are people who probably tried battling the 
system, gave up, and found better opportunities 
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elsewhere. To expect them to help us with our 
problems is not only foolish but unfair. 

Whenever the topic of foreign investment comes 
up, it is inevitable for the Indian diaspora to be 
compared with its Chinese counterpart. And the 
point usually is, ‘the non-resident Chinese plough 
so much back into China, why don’t the NRIs?’ 
For two good reasons. One, typically the non-res- 
ident Chinese is a trader, while the non-resident 
Indian is a worker. So when the former puts his 
money to work back in China, it is because the 
country offers him a great business opportunity. 

The latter, in contrast, invariably invests in 
real estate or at best in stockmar- 
kets. The money invested 
in business multiplies 
faster and has a wider 
economic impact, while 
the one locked up in real: 
estate inflates property 
prices without any sus- 
tained benefits to the 
economy. 
To be sure, the 
NRI club does 
have its share 
of big-shot in- 
dustrialists and 
businessmen. 
Why don't they 
invest in India? 
Simple, they are busi- 
nessmen first and Indians 
later. Charity, at least in this 
case, can’t begin at “home”. India 
must provide them with a compelling case 
for investing in the country. And a tenuous— 
even if fond—link to the homeland isn’t sufficient 
enough reason. In case we do manage to cut down 
on red tape, improve infrastructure, and make the 
business environment attractive, the logical question 
then is, why only woo the NRIs? Why not the big 
global corporations? Why not fuss over those who 
have no choice but to invest in emerging mar- 
kets like India? If we can convince them, the NRIs 
can get back to being what they essentially are: suc- 
cessful people who happen to be Indians. And 
not India’s messiahs. 
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Still Cold On India 


Nostalgia and sentiment, not economic pragmatism, was the over-riding theme of the 
Indian government's first meet targeting Non-Resident Indians. 





Bollywood @ Pravasi Bharatiya Divas: Surely, a tinsel-lure can reel in all those NRI greenbacks, or can it? 


HEY DESCENDED UPON NEW DELHI IN STRENGTH— 
some 1,200 of them from 40 countries. They 
grilled our politicians, danced with our film 
stars, looked up long-lost family, and networked 
amongst themselves. 
And then, when it was all over, they went back. 
The Indian government sponsored Pravasi Bharatiya 
Divas (Non-Resident Indian Day)—the State spent 
around Rs 12 crore on the three-day event—was a 
pleasant diversion for NRIs. And New Delhi’s expec- 
tation that striking the right nationalistic chord with the 
20-million strong Indian Diaspora would open up the 
floodgates of NRI-investment remained just that, a pos- 
sibility and (we can’t resist getting semantic with math 
here) one with very low probability. 
Prime Minister Atal Bihari Vajpayee was there, as 


was his deputy L.K. Advani, Finance Minister Jaswant 
Singh, and a clutch of other heavies, manifestations of 
the great Indian hope that NRIs, like the overseas 
Chinese would pump greenbacks into the mother- 
land, transforming it into a global economic power- 
house. Commerce-Minister-in-absence Murasoli 
Maran’s futile experiments to create China-style Special 
Economic Zones should have warned the government 
about blindly aping the country, but money, espe- 
cially the dollar variety, apart from making the world 
go round, also makes everyone blind to everything 
else. And so, buoyed by a report prepared by the ever- 
sanguine L.M. Singhvi, India’s former ambassador to the 
UK, that estimates overseas Chinese have invested 
close to $40 billion (Rs 1,92,000 crore) in China since 
1995, the government plunged ahead with its show. 





Pravasi... will likely not fetch the returns expected of it, or 
anywhere close to it. China succeeded in attracting investments 
from overseas Chinese on the basis of policies that made it attractive 
for foreign companies to invest in the country. “India will have to un- 
dertake major political, administrative, and judicial reforms,” explains 
Sam Pitroda, Chairman, World Tel, “if it wants to tap its NRI network 
like China did.” The cold calculus of business doesn’t recognise sen- 
timent: to expect NRIs to invest in India simply because it is their coun- 
try of origin is downright stupid; the community will invest in the 
country if the risk-reward equation is favourable. If it isn’t, they'll seek 
better avenues. “The investment climate is just not there in India,” 
sums up Pitroda, “but it is changing for the better.” 

Hong Kong’s Hari N. Harilela is unwilling to give the country— 
it has just honoured him with a Pravasi Bharattya Samman award, pre- 
sumably as a sweetener—even that. “I have been struggling to enter 
the Indian market,” 
1 says the 77-year-old 
When Will The Worm Turn? hotel magnate who 

runs a $1-billion busi- 

YEAR NRI INVESTMENTS ness, “but the red tape 

(in million dollars) has always posed a 

- hurdle.” “If you want 

to do something in 

China it can be done 

within a week; in 

India it takes a cou- 

ple of months, if not a 
couple of years.” 

Still, retrograde 
policies aren’t the 
only reason why 
India will find it far more difficult than its neighbour to the north 
to attract investments from its own. There’s history for one. When 
the Communists came to power in China, the rich fled. They 
flourished in other parts of the world and were ready to shower 
their munificence once it was clear that China was not opposed 
to capitalism. India’s first wave of people-exports took the form 
of migrant labour. “The rich Non-Resident Indian entrepre- 
neur is still a relatively recent phenomenon,” says Aman Mehta, 
CEO, HSBC Bank. “It will take some time before the genus starts in- 
vesting in India.” Even then, cautions Mehta, “poor quality in- 
frastructure, inadequate regulations, inflexible labour laws, and 
inefficient administration could pose a deterrent.” 

The refrain from NRI Inc is predictable: don't give us special 
privileges; overhaul existing policies to make investments, not just 
by NRIs but others too, easy. Karan Bilimoria, СЕО of the $50-mil- 
lion (Rs 240 crore) Cobra Beer Ltd, has been working to open 
a brewery in Hyderabad these past seven months. *I don't 
want any special favours,” he complains, “just a conducive en- 
vironment for business." In the final reckoning, India's inability 
to provide that may mean NRI money remains where it does its 
possessors the most good, outside India. 


1997-98 241 


1999-00 84 


2001-02 35 


ASHISH GUPTA 
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STATIC 


The Big Five 


Five things that could hamstring 
Indian telecom in 2003. 


E The | factor: Interconnect, the abil- 
ity of networks to connect with each 
other, remains an issue with com- 
panies using it as a bargaining tool 
and an entry barrier to 
competition. 


ll When will the Verma turn: No 
one quite knows when the telecom 
regulator, and its Chairman M.S. 
Verma will get down to ensuring 
free and fair competition. 


W The Big M: Growth requires cap- 
ital investment. Falling revenues per 
user, the state of D-street, and a 
49 per cent cap on foreign invest- 
ment mean equity is out. 


li Policy Blues: The telecom mini- 
ster's musings on the number of 
operators per circle, a new licence 
fee regime, and a unified licence 
ensure that things remain fluid and 
ambiguous. 


E Us & Them: Fine, BSNL is a cor- 
porate entity but it and twin MTNL 
seem to benefit most from most 
policy decisions; the government 
owns and runs both, you see. 
VANDANA GOMBAR 





KLEINONOMICS 


When Good Firms Don't Get The Right Logos 


Don’t blame the competition or the environment for your company’s woes, says a 
London-based new-age consultant. Blame your company's logo. 


ND WE THOUGHT ARVIND MILLS’ blue and red for auto company Green and pink, explains Rao, of- 
woes had to do with its decision logos; blue and green fering some empirical evidence, 

to increase denim capacity at a time for banks; blue and block energy and two airlines with 
when the world was going cold on гей for telcos; blue these colours in their logo—NEPC 
the fabric. Now we are told—by for infotech com- and East West—were grounded. 
astro-vaastu consultant Ravi Rao— рапіеѕ; and yellow, And Thums Up, he adds, has done 
that the real culprit was its logo. blue, and red for well after some blue was injected 
Rao, whose company Vforsee (its | entertainment and into its logo. “Altering or fine-tun- 
phonetic stupid) provides a touchy- media firms. ing the logo, according to astro- 
feely Feng Shui meets brand man- vaastu principles, will swing the 
agement kind of service to compa- company's fortunes for the 
nies that want to get their logo better." A company's logo, 
right. *Do that and your business its date of incorpora- 
will flourish,” says Rao. His logic: a tion, its first trade, the 
harmonious—his word, not ours— industry in which it 
logo maximises the brand's energy; operates, and plane- 
the colour indicates life and health tary activity, when 
of the company; and the shape, seen together boasts 
its performance. Rao brandishes Rao, give a glimpse 
a template that seems to owe of its past, present, 
more to retro-fitting than any and future. His 
scientific soothsaying ability. Silver, favourite logos: 


Microsoft Ai Microsoft, Mercedes 


Benz, and нѕвс. They rock, 


I} 
HSBC <p | AA j but is it because of a-v? 
; 1 a Vforsee’s Rao: Lo; í ROSHNI JAYAKAR 


MAMMON WORSHIP 


Who's Richer, Who's Richest? 


A Motilal Oswal study on wealth creation over the past five years has few surprises. 





















THE FASTEST... THE BIGGEST... 
Rank The Fastest CAGR % Of Adjusted Appreciation | Rank The Biggest Wealth Created In Appreciation 
Mkt Cap. (97-02) — (No. Of Times) Rs Crore (37-02 (No. Of Times 

1 — Wipro 133 68 | 1 Ир 38,322 68 

2 Satyam Computer Services 122 54 2 Hindustan Lever 27,111 2 

3 e-Serve International 110 41 3 Infosys Technologies 23,690 30 
4 Infosys Technologies 97 30 4 Oi & Natural Gas Corpn 9,568 1 

5 Moser-Baer (India) 83 21 5 Reliance Industries 8,401 2 
6 Лее Telefilms 80 19 e n 8,294 2 
7 Sri Vishnu Cement 78 18 7 Satyam Computer Services 7,523 54 
8 Aftek Infosys 75 16 8 Ranbaxy Laboratories 6,797 3 
9 CMC 73 16 9 Dr Reddy's Laboratories 6,597 12 
10 Amtek Auto 122 14 10 Hero Honda Motors 6,065 11 Wipro's Azim Premji: 





Source: inquire indian Equity Research Bigger and faster 


алый лес — 


t 








qu 


+ oye ТТЕ? 


FA ETT ETE А 7 Аы а ато: чайчы жалы саны Аша: 


ЕТ, MARG, 
ام‎ 8661262, 20053283. 


ONEUPMANSHIP 


A Master bium: Play 


A southern entrepreneur takes a leaf out of Reliance Infocomm's combative pricing 
strategy and hopes to do one better. But will customers bite? 


ENTIMENT, GOES THE BUZZ IN THE 

telecom industry, not business 
logic was behind Reliance Info- 
comm's December 28 (it was the 
70th birth anniversary of patriarch 
Dhirubhai Ambani) launch. And 
even as the company is striving 
to iron out the kinks in its marke- 
ting system and raise an estimated 
Rs 10,000 crore from bookings, a 
southern entrepreneur has gone 
ahead and unveiled a customer 
package that is one better. 

The man is C. Sivasankaran, 
aka Siva, and he is variously known 
for being the first to launch inex- 
pensive PCs in India way back in 
the late 1980s (Siva PC was the 
brand), buying a bankrupt M.C. 
Hammer's Fremont ranch in the 
mid-1990s, or being right in the 
middle of the battle for the control 
of Tamil Nadu Mercantile Bank. 
Siva, a Fremont-based NRI some 
of whose acolytes dub him “the 
southern Ambani”, owns and runs 
telco Aircel that offers cellular serv- 
ices in the Tamil Nadu circle. The 
company recently announced that 
in return for an upfront payment 
of Rs 19,500, subscribers could 
avail 1,200 minutes of free out- 
going airtime a month for the next 
five years; all incoming calls, it 
further announced, would be free 
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RIL’s Mukesh Ambani 0: and Aircel's C ‘Siva’ Sivasankaran: The Price Players 


and customers exceeding their 
quota would be charged a nominal 
Rs 1.20 for a three-minute call. 
Siva’s masterstroke: subscribers 
will receive, at the end of the five- 
year period, a maximum of Rs 
20,400 in cash, calculated on the 
basis of a rather complex mathe- 
matical formula. “I want to make 
people talk,” says Siva. “The more 
they talk, the more I reward.” 
Aircel has 2.35 lakh subscribers 
in Tamil Nadu, a marketshare of 50 
per cent, average talk-time of 800 
minutes, the highest for any telco in 
India, and made a net profit of 


Rs 40 crore in 2001-02—a success 
that can be largely attributed to 
Siva’s decision to match BSNL’s fixed- 
line tariff of Rs 1.20 for a three- 
minute call. “We made good money 
last year and would like to pass some 
on to our customers," says Siva 
striking a populist note. The com- 
petition isn't impressed. *It rem- 
ains to be seen if customers can be 
tied down for five years," says Subir 
Ghosh, Deputy Chief Operating 
Officer of BPL Cellular Ltd, one of 
Aircel's competitors. The southern 
Ambani thinks they can. 

NITYA VARADARAJAN 
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GRATIFICATION 


Pap 


There And Back Again 


Two Bollywood releases flatter only to deceive. 


E ITS OWN ABSURD STYLE BOLLYWOOD 
celebrated Good Friday five days be- 
fore Christmas. That was the day two 
much-awaited and equally hyped re- 
leases hit theatres across India. On the 
surface, there's little in common be- 
tween Kaante, Sanjay Gupta's rehash of 
Quentin Tarantino's cult classic Reservoir 
Dogs, and Bobby Bedi's Saathiya, a ren- 
dition of Mani Ratnam's Tamil block- 
buster Alaipayuthe, an urban romance re- 
volving around a just-married couple— 
the first is estimated to have cost Rs 35 
crore to make, the second, just around Rs 
8 crore. Both, however, were Bollywood's 
great white hopes, films that were ex- 
pected to revive the industry's on-the- 
wane fortune. For some time, it looked 
like they would. Kaante raked in Rs 


EXCEPT THAT THEY 
MAKE MONEY 
AND ШЕ DON'T 


AND THEY'VE DEVEL- 
OPED THEIR LATENT 
PSYCHIC ABILITIES 
SO THEY CAN CAUSE 
PAIN FROM A 
DISTANCE. 
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1.39 crore in box-office takings in its 
first week in Mumbai; Sathiya did Rs 55 
lakh. Then, the magic died. At the time 
this magazine went to press both films 
were in their fourth week, Kaante’s tak- 
ings had dropped to Rs 33 lakh in 
Mumbai, and Saathiya’s to around Rs 35 
lakh. Given the predominantly urban 
appeal of both offerings, their perform- 
ance in Mumbai could well be the 
benchmark of how they do across the 
country. “Forget making money,” says 
Komal Nahata, publisher of trade jour- 
nal Film Information: “Kaante will 
find it difficult to recover its costs.” 
Big budgets don’t work. Nor do big 
stars, slick production values, or sensi- 
tive screenplays. So, what does? 

ABIR PAL 


I'h HAPPY TO 
ANNOUNCE THAT WE'RE 
BEING ACQUIRED BY A 
FOREIGN COMPANY. 


AND THEIR CEO 
WILL LEAD THE 
COMBINED 
COMPANY 
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Kaante & Saathiya: The Two Towers? 


DON'T WORRY THAT 
THEY'LL DOMINATE 
US. THIS WILL BE 

A MERGER OF EQUALS. 


AND EVERY ONE 
OF THEM 15 А 
GIANT. 


READ MY MIND, 
THEY'LL ALL GO 
BLIND. 





When sending shipments to the US, more of India’s companies choose us. 


For more than two decades, when exporting to the US, 
leading Indian businesses have trusted the company with 
three red lines in its logo. Our unique understanding of 
India-US trade means we can speed up customs clearance, 
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shunu’s School 


If HLL was a Hogwarts for Indian marketers, Shunu was its Albus Dumbledore. 


WX J HEN YOU SPEND 35 YEARS 
at a company that is 
preferred hunting ground for 
poachers on the look for CEOs 
and marketing heads, it is 
highly likely that your old 
boys network includes some 
of India Inc's best-known ex- 
ecs. Between 1960 and 1995, 
Shunu Sen, HLL’s former mar- 
keting head who died on 
January 3, didn't just work 
with such a sampling, he tu- 
tored it. *His ready smile, 
easy access, deep insights into 
marketing, and ability to pro- 
tect his wards endeared him 
to us," recollects Saurav 
Adhikari, President-BPo 
(North America), HCL 
Infosystems. A partial list of 
such *wards' would include: 
R. Gopalakrishan, Vice 
Chairman, Indian Hotels and Tata Tea, Prakash 
Nedungadi, President, Madura Garments, Sanjiv Gupta, 
Deputy President, Coca-Cola India, Muktesh ‘Mickey’ 
Pant, Chief Marketing Officer, Reebok, Utpal Sengupta, 
CEO, Agro Tech Foods, Motorola’s Amit Sharma , 


Disciples all: (clockwise from top 
right), Madura Garments’ Prakash 
Nedungadi, HCL Infosystems’ Saurav 
Adhikari, HLL's M.S. Banga, and 
Reebok's Muktesh Pant 














Shunu Sen: Mentor to today's marketing whizzes 


General Mills’ Samir Behl 
and a clutch of senior man- 
agers at HLL, including in- 
cumbent chairman M.S. 
Banga and Director (Personal 
Products) Arun Adhikari. 

Every one of Shunu’s 
pupils could call him by his 
first name, approach him 
without fear, even challenge 
his thinking. In turn, Shunu 
would instill in each of them, 
a healthy respect for market- 
ing principles, such as the 
benefits of consistent posi- 
tioning. Lux, for instance, 
was always the “beauty bar of 
filmstars”, a positioning plat- 
form that was so strong that 
leading actresses of the day 
appeared in commercials free 
of charge, at least as long as 
Shunu was in charge. 

“He taught us the ABCs of marketing,” says Muktesh 
Pant, a one-time Shunu protégé. Pant, and several 
other managers still remember the Brand Manage- 
ment Forums Shunu organised in HLL’s boardroom. “He 
wanted all managers to have a common brand vision, 
vocabulary...essentially be in the same boat,” says 
HCL’s Adhikari. Not surprisingly, Agro Tech's Sengupta 
claims Shunu was one of the main architects of the HLL 
approach to marketing and branding. 

That didn’t make Shunu a marketing square; he had 
a finely honed instinct of what would work, and what 
wouldn’t. In the absence of this, Alyque Padamsee’s 
Lalitaji commercial for Surf would have never 
gotten past HLL’s Praetorian guard. 

They may be selling shoes, colas, processed 
foods, or telecom or software services, but 
each of Shunu’s students is out there some- 

where, pushing the marketing envelope a 

little bit. That’s the kind of legacy the 

man would have liked to leave behind. 
He certainly did. 
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Instant flight alerts on your mobile phone. 
So there’s time to catch up with other things before flying. 





Instant flight alerts 
Automatic reminders 
Flight status 


Jet Airways presents yet another exclusive service, 
JetMobile. You can now receive instant flight 
alerts on your mobile phone when your flight is 
delayed" All you have to do is give your mobile 
number to us or your travel agent each time you 
book your ticket 

If you'd like to receive automatic flight reminders, 
log on to our website and key in your date of 
travel, flight number and mobile number. Choose 
the exact time when you want to be reminded, 
and relax. You can also set these flight reminders 


through your mobile phone 
To know more about this service д on t 
www.jetairways.com or get in touch with you 


travel agent 


JetMobile. It’s an entire 
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HOO-HAH! 


Losing The Thrill 


The going gets tougher for Yahoo! India, 
with key executives leaving and online 
advertising slacking. 


"m THE END OF JANUARY THIS YEAR, YAHOO'S 
pointman in Australia, Darren Gocher, is expected 
to wing into India. His mission: to dispel the growing 
perception that Yahoo Web Services India is winding 
up. He'll have a tough job on hand, though. On 
December 14, 2002, Yahoo India's Country Manager 
Deepak Chandnani quit, followed by Arun Gupta, 
Head of Business Development, and a few others. 
Chandnani's departure puts the onus of Indian oper- 
ations on Neville Taraporewala, Director (Sales), who 
joined seven months ago, and reports to Gocher. 
Taraporewala says things are just fine, although he 
refuses to part with any sales or profit figures. So 
who's right? Taraporewala or Yahoo India's sceptics? 

BT learns that of Yahoo India's core businesses of 
commerce, content, and communication (a model that 
apes the parent's), only the communication bit is doing 
well. According to estimates, of its Rs 12 crore revenue 
last year, half came from online advertising. Given an 
overall marketsize of about Rs 50 crore, that's a sig- 
nificant share. The problem, however, is that online ad- 
vertising took a hit last year and bigger players like 
Rediff and Sify got more share of this shrinking pie. 
Why? “Yahoo’s international flavour seems to be going 
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Yahoo India's Neville Taraporewala: Going downhill 


against it in India," explains Partha Iyengar, Vice 
President (Research), Gartner. 

The only area where things have clicked for the 
company is in internet to mobile services, where it has 
a range of clients, including new ones such as Airtel and 
RPG. In this segment, Yahoo India offers news, SMS, and 
downloads of ringtones and screensavers. According to 
estimates, its mobile services fetched about Rs 25 lakh 
a month last year. This may well grow, given that 
mobile subscriber base in India is clipping and at last 
count had crossed the magical 10-million mark. The 
question, however, is this: will the Indian market ever 
be big enough for the 600-pound gorilla of the internet? 

DIPAYAN BAISHYA 








FOG-INDEX 


The € Of Ai. 


Rs 39,78,00,000 in losses. That's how much the fog could have cost India Inc. 


ND HOW DID WE ARRIVE AT THAT? HERE'S HOW: INDIAN AIRLINES, JET AND SAHARA 

fly 40,000 passengers a day; 60 per cent of them are business 
travellers. Some 75 international flights take off and land in Delhi. 
Assuming a 70 per cent load factor for a capacity of 250 pax, and 60 per 
cent corporate traffic, the number of daily passengers works out to 7,875. 
The average delay in the first 13 business days of 2003 was two hours. 
Assuming an average salary of Rs 15 lakh a year, and a 60-hour workweek, 
we are talking about a daily wastage of 63,750 manhours. Multiply that by 
Rs 480, the average hourly pay, for 13 days, and you get Rs 39.78 crore 
in wasted wages. And we haven't even got to the missed deals. 


SUVEEN K. SINHA 





Sowing information to reap a better harvest. 
For Tata, it’s just the beginning. 






Witness the next green revolution. An innovative project pioneered by Tata in Babrala, 
Uttar Pradesh, is using satellite imaging systems, digitised land mapping, soil analysis techniques 
sophisticated database and specialised software. To help small farmers increase their yield to 
unprecedented levels. Adding the power of information to a farmer's intuition. Creating a 
new generation of prosperous farmers. That's leveraging technology for a better life 
As practised by 230,000 people at Tata everyday. 
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TATA 


Improving the quality of life 


FCB*ULKA 210119A 


«now more, visit us at www.tatatkk.com 


Q&A-I 


“9-11 Has 
Changed Our 
Attitude То Risk” 


He is Swiss Re's Chief Economist and 
the editor of Sigma, Swiss Re's re- 
search publication. On a roadshow 
to India, Thomass Hess spoke to BT’s 
Roshni Jayakar on trends in the in- 
surance industry. Excerpts: 


How did 9-11 impact the reinsurance industry? 
It resulted in massive underwriting 
losses, and accelerated price or pre- 
mium increases in the international 
commercial risk and reinsurance mar- 
kets. Terms and conditions for risk in- 
surance have been tightened. 

Has it changed the way you look at business? 
9-11 was something extraordinary. 
The industry had unintentionally in- 
sured the unthinkable. As the industry 
was hit both on asset side and invest- 
ment side, it changed our attitude to 
risk. The terrorist attack revealed weak- 
nesses in the industry regarding ter- 
rorism cover and pricing of that cover. 
Now, we scan policies for terror risk 
and depending on situations, we limit 
the scope of cover, tighten terms and 
conditions and keep risk in line with ca- 
pacity, so that in case of an event, we 
are able to pay. 

How do you view India as a market? 

We as reinsurers have to manage the 
future and part of the future lies in India. 


Q&A-II 


“Everything 


Legal Isn't 
Ethical” 





Douglas Henck beads 
Financial in As 1d Бо a di 


few nth / 717] the 
ector ол гре DOC ) Уил Life 


Insurance. In India recently, Henck 
spoke to BT’s Roshni Jayakar on 
corporate governan \ 


Sun Life is a corporate sponsor of 
Asian Corporate Governance 
Association. What role is this body 
playing especially in the context of 
corporate failures in the US? 

[he association is trying to pro 
mote gor і corporate governance 
practices. As regulators all over Asia 
ire framing re gulation on corpo 


rate governance, the association 15 


often asked to give inputs. 
What is critical in good governance? 
You need to have independent dir 


ectors and transparency in accounts. 
Regulations can help you get you 
there. But at the end of the day it 
boils down to ethics of the leader 
ship of the company 

What are the lessons from the fail- 
ures in the US? 

Го me, the lesson from America 
is, if you go with the notion that 
whatever is legal is ethical, then 


vou are on the wrong track. 








Q&A-III 


“We Must 
Now Push The 
Negotiations” 


Supachai Panitchpakdi, Director- 
General, World Trade Organisation, 
recently spoke to BT’s E. Kumar 
Sharma on issues before the WTO. 


What are your expectations from the 
Cancun inter-ministerial summit in 
September this year? 

We expect the Cancun meet to be a 
success. The work programme will 
now get intensive and the members 
must now give a major push to the 
negotiations so that by the time of the 
Cancun meet we begin to see clarity 
in negotiating positions . 

The developing countries have been com- 
plaining about the US and EU's protec- 
tion to agriculture. How do you hope to 
get this issue resolved? 

As a first step members need to agree 
by the end of March on the targets for 
further liberalisation in the areas of 
market access, export subsidisation 
and domestic support. 

Do you think America’s proposal to 
lower tariffs on industrial goods to 
zero is feasible? 

It is only a proposal, but a courageous 
one, as it would mean going ahead and 
implementing it also. For this, America 
will have to discuss it and take the 
member countries along with it and 
get them to agree to it first. 






AO hours is all it takes to teach an adult to read. 
For Tata, it's just the beginning. 


The Computer-based Functional Literacy programme launched by Tata in Andhra Pradesh 
and Tamil Nadu is a path-breaking approach that helps adults learn to read. A unique computer 
aided methodology using audio-visuals, it empowers people to read their local newspaper cover to cover, 
in just 40 hours of learning time! Enriching their lives with the power of information. 
Making people better informed and more aware. That's leveraging technology for a better life 
As practiced by 230,000 people at Tata everyday. 
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TATA 


Improving the quality of life 
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iknow more, visit us at www.tataliteracy.com 
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APOLLO TYRES 
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.-.Massahiko Shibuya of 
Yamaha India announced 


di у: Vij of General Motors India launched a new 
ent" car, the D-segment Opel Vectra... 


Б хапа Narendra Patni of Patni Computers 
Ф decided to invest about Rs 100 crore іп expand- 
ing its BPO business. 
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Welcome to our new ticket office. 
WWW .етігагеѕ . сот 


Book your flight online easily, 


securely, and in your own time. 
You can go further too, 

you'll earn double Skywards miles. 
Visit www.emirafes.com today. 


Keep discovering. 


Airline of the Year 2002 as voted in Skytrax's online survey of over 4 million travellers. For more details contact your local travel agent or Emirates in Mumbai : 2879 7979, Delhi : 2332 8080 
Chennai : 2822 3700, Hyderabad : 2332 1111, Cochin : 1-600-444345 (toll free). Discover frequent flyer benefits а! www.skywards.com 
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Lousy Cricket, But Who Cares 


The Indian team may have been taken to the cleaners by 
New Zealand, but advertisers aren't unduly worried. 


WORDS ARE BEING WRITTEN 

shortly after India, after a prom- 
ising revival in the fifth and the sixth 
one-day internationals against New 
Zealand, has just lost the seventh. 
One would expect advertisers and 
sponsors to take a long hard look at 
the cost-benefit equation before 
launching their icc World Cup (it is 
scheduled for February-March) lin- 
ked campaigns—one would be wrong, 
As this magazine goes to press 
there seems to be no letting up in 
the number of companies putting 
their marketing all in cricket-re- 
lated campaigns. The Rs 600 crore 
in advertising and promotional 
spends that was expected to be 
burnt in relation to the event will 
still be. “If soccer could lift the sales 
of televisions," says Rajeev Karwal, 
Senior Vice President, Philips India, 
who will soon take over as CEO of 
Electrolux, *there is no reason the 
cricket world cup shouldn't de- 
liver." Karwal's reference is to 


HEADHUNTING 


Two For The Road ' 


Sports or business, if you rest on your 
laurels, you could soon find yourself out. 


2002's FIFA World Cup in which 
India's participation was restric- 
ted to a line-referee. 

The dejection of the average 
Indian cricket fan is not apparent 
in any of the deals the two 
Indian broadcasters of the event. 
SET Max and Doordarshan are ` 
scripting. “The performance of 
the [Indian team is a non-is- 
sue," says Rohit Gupta, Exe- 
cutive Vice President, Sales & 
Revenue Management, SET Max. 
“We have signed on six of the 
seven sponsors, and all our live 
features have been sold out." 

Hindustan Lever Limited has 
bought sponsorship slots on both 
channels for two of its power bra- 
nds—the first time the FMCG behem- 
oth has chosen to do so in a live cri- 
cket broadcast. And reports suggest 
that both broadcasters have less 
than a third of airtime left to sell. 
“The view among advertisers is that 
the World Cup is too big an op- 


AFP 






Dravid goes: Another one gone, 
another one gone, another one... 





portunity to ignore,” says Sandeep 
Vij, President, Optimum Media Sol- 
utions. Still, the Indian team’s dismal 
show in New Zealand could drive 
down advertising tarrifs by 10 per 
cent, claims C.V.L. Srinivas, COO, 
Madison Communications, “but every- 
thing depends on the demand-sup- 
ply situation closer to the World 
Cup.” Expect advertisers, then, to 
be more concerned about how 
much the competition is spending 
than Sachin’s recent batting record. 

SHAILESH DOBHAL 


Sourav (left) and 
Bianchi: Under siege 


common. Fiat claims 
Bianchi's move to Turin is 
reward for his showing— sales 


J UST ABOUT THREE YEARS AGO, THE TWO MEN THIS PIECE IS 
about took charge of their organisations. Both started 
well and were hailed saviours. Recently, though, both 
have floundered, one has received an axe of sorts, and 
the other's fate hangs in balance. Cricket and autos may 
be as different as calcium carbonate and Gouda, but Fiat 
India's outgoing мо Maurizio P. Bianchi and the Indian 
cricket team's captain Sourav Ganguly do have a lot in 
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grew from 13,488 units in 2001 to 32,111 in 2002— 
but auto industry vets point to the Palio's plunging 
sales (from about 3,500 a month in end-2001 to just 
over 1,100 in end-2002) and Siena's failed relaunch as 
the reason for his exit. If Bianchi failed to notice Palio's 
fading appeal, Ganguly misread the pace-friendly New 
Zealand pitches. He's still around, though. 

SHAILESH DOBHAL 
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THAT'S WHY THE ZEN HAS ALW 


The Zen offers more style 
and value per square inch 
of metal than any other 

car. Well designed 

interiors. Superior 
ergonomics. Aerodynamic 
styling. The latest 
technology. And, of course 
sheer unadulterated driving 
pleasure, unmatched by 
other cars. Rated by NFO 
Automotive’s Total 
Customer Satisfaction 

Study, 2002, as the best car 
in its category, it has been 
acknowledged so by over 
5,00,000 satisfied owners 
Surely, you are one 


of them 
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SIEMENS 


obile 


WWW.my-siemens.com 


Look out for Siemens India warranty card and hologram to ensure genuineness of product 


Siemens Ltd., email: ContactUs()bomd4.siemens.co.in 


Authorised National Distributor: Munoth Industries Ltd., Chennai Tel: 044 - 2852 5699, 2852 5494. Fax: 044 - 2852 5508. email: info@munothindustries.com 
Bangalore: Tel: 080 - 660 3424, 660 3425, Fax: 080 - 660 3423 Hyderabad: Tel 040 - 5536 5350, 5536 5351. Jaipur: Tel: 0141- 236 8254, 236 8255 
Fax: 0141 - 236 7924 New Delhi: Tel: 011 - 2725 1169, 2713 1454 


Authorised Service Centre: Accel Ltd, Chennai, Tel: 044 - 2821 4498, 2820 6624. email: oachen@accel-india.com 

Ahmedabad: Tel: 079 - 747 3046, 747 0902. Bangalore: Tel: 080 - 223 4931, 221 7101. Baroda: Tel: 0265 - 231 3458. Bhopal: Tel: 0755 - 255 3682, 276 5130 
Cochin: Tel: 0484 - 38 3040, 35 3073. Coimbatore: Tel: 0422 - 255 4151, 254 0205. Goa: Tel: 0832 - 564 3422. Hyderabad: Tel: 040 - 5531 8250, 5531 8251 
Jaipur: Tel: 0141 - 261 6892, 261 6871, 260 3028. Kolkata: Tel: 033 - 2455 6911, 2455 9096, 2475 4098. Lucknow: Tel: 0522 - 223 8916, 223 8639 
Mumbai: Tel: 022 - 2493 3615, 2494 6982 New Delhi: Tel: 011 - 2634 4531. Pune: Tel: 020 - 567 7529, 566 0038, 567 7931 
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INSOUCIANCE 


No Cause For Concern 


S&P’s reaffirmation of its junk bond status for India’s 
local currency debts fails to create a ripple. 


Fe THOSE WHO CAME IN LATE, IN SEPTEMBER 2002, INTERNATIONAI 
credit rating agency Standard & Poor's downgraded India’s lo- 
cal currency debt from investment grade to junk-bond status. 
The agency cited the setback to the disinvestment process and the 
mounting fiscal deficit by way of explanation. Now, four months 
on, S&P has reaffirmed its rating and justifiably so: despite India's 
increasing foreign exchange reserves (some $69 billion or Rs 
3,31,200 crore at the end of December 2002) and the low rate of 
inflation, things haven't looked up since September. The combined 
fiscal deficit of the centre and the states—11 per cent of GDP—has- 
n't come down; total tax receipts will likely fall short by Rs 
20,000 crore to Rs 25,000 crore; and imminent 
bail-outs of beleagured developmental fi- 
nancial institutions will only increase 
the strain on the centre's reserves. 
In the normal course of events, S&P's 
move would have set alarm bells ring- 
ing in North Block, the seat of India's 
finance ministry, and triggered a 
mini-collapse on Dalal Street. It did 
neither. That seems overly sanguine 
given the possible fallout of the poor 
rating: the increased cost of bor- 
rowing from foreign markets; lower 
levels of investor interest in overseas is- 
sues of Indian companies; and lower 
Foreign Direct Investment. 

Still, the indifference isn't inexplicable, 
says Arun Kaul, Chairman and мр, Punjab 
National Bank Gilts, pointing to the surfeit of 
funds available with domestic lenders at at- 
tractive rates. "Where is the need to tap in- 
ternational markets?” he asks. And the downgrade hasn't really hit FDI 
either. India closed 2002 with $4.2 billion. The government has al- 
ready decided not to borrow from foreign markets and finance 
ministry officials point out that should the need for money arise, India 
should have no problems borrowing from either IMF and World 
Bank—it has an unblemished record of paying its debts on time. 

North Block's diffidence may also stem from FM Jaswant Singh's 
strategy of focussing on growth, not poring over the fiscal deficit. His 
style of fiscal prudence, says a North Block resident, factors in accelerated 
growth achieved through stimulating new investments and gains in pro- 
ductivity. If that has the desired result—fast growth—even the most die- 
hard fiscal economist will forgive the Indian government its fiscal laxity. 

ASHISH GUPTA 
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FM Jaswant Singh: 
No panic here 
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FAMILY BUSINESS 


Branching 
Out 


Recent diversifications by two 
may well be efforts to find a 
place for a growing family. 


; COMPANIES. THEMSELVES WILL 


through | 
venture with Vijaya Bank, Punjab 
National Bank, and Principal Group, 


and the Hero' group's entry into the 


Bill, are efforts to find space for a 
growing family. Apollo's investment 


younger son a ern Nees is 

already coo of Apollo Tyres. Easy 
is to be headed by Rahul Munjal, son 
of the late Raman Kant Munjal, the 
first Managing Director of Hero 
Honda, “I definitely had the choice 
of joining Hero Honda,” he says, “but 
chose to follow the Honda philoso- 
phy which embodies the joy of cre- 

ation.” And diversification. 
VINOD MAHANTA 
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INTERVIEW 


“The VC 
Market Is 
Over-Corrected" 


Ken Wilcox is President and Chief Executive 
Officer, Silicon Valley Bank—a $3.8-billion com- 
mercial bank focussed on technology and life- 
sciences. In Delhi recently, Wilcox discussed the 
state of tech funding in the US with BT’s Vinod 
Mahanta. Excerpts: 


What brings a Silicon Valley banker to attend a confer- 
ence for the “Indus Entrepreneurs” (TiECon)? 

I came here to get better acquainted with India. A 
quarter of our clients have Indian leadership, and 
about a third have some sort of alliance with India. 
This visit provides me a opportunity to take a closer 
look at obstacles and opportunities in India. 

There is a lull in startup activity. How is the bank man- 
aging to find customers? 

There is a bit of lull. If you were to look at how venture 
capital came—the amount of money going to tech 
companies—the graph will show a sharp increase 
1997 onwards, peaking in 2000 and then, a gradual de- 
cline. We are at '97 levels today. There are 4,000 vc- 
backed companies in our portfolio. We are increasing 
the number because a number of our competitors are 
falling and we are picking their portfolio. 

How has tech funding changed after the boom? 

We have gone through a number of developments 
since the onset of the decline of NASDAQ. For entre- 
preneurs, it is now much more difficult to get funding, 
especially (for) start-ups. There is no stampede by vcs 
to fund companies. Farlier, it was not investing, but 
gambling. There was no due diligence; vcs would run 
to grab the opportunity thinking if they waited a cou- 
ple of days, they would lose the opportunity. It was a 
race to find deals. We are now back to fundamentals, 
but I think we are over-corrected. 

Have investors started looking at the old fashioned 
way of investing? 

Certainly, investors have started to look at compa- 
nies the old fashioned way. In the US, we had a huge 
backlog of venture backed companies—around 
11,000. It's far too many for the ІРО market. Now 
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МЧ : ‘ 
& CEO, Silicon Valley Bank: Biding time 





Ken Wilcox, Presi 


it has fallen to 8,000, and the number is likely to fall 
further. But what has happened is that a number of 
companies who have good technology have also 
started suffering. VCs think there are no buyers of 
technology. These companies were also capitalised 
at high valuations, so their capital structure doesn’t 
work in the new investment climate. 

Given low tech spending, how do you pick companies 
to invest in? 

We are still investing across the board, No matter how 
crowded the space, there is always space for some good 
ones. We are looking at a lot of wireless stuff, soft- 
ware, and lifesciences. We believe that the next wave 
could be a series of small waves instead of a big one. 
How do you look at India as a market? 

India’s strength lies in a number of areas. Bangalore 
is the fourth largest tech centre after Silicon Valley, 
Boston, and London. Indians have managed to build 
good tech teams and also a considerable entre- 
preneurial community. In specific areas like business 
process outsourcing and call centres, there is a 
highly educated workforce that places India in good 
stead. Ultimately, we would like to have a physical 
presence in India, but it is not an easy thing to do. 
But we are exploring ways of working in India. 
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With some of the best corporates from across industries 
planning to raise Rs 15,000 crore this year, the primary 
market seems set for the much-awaited revival and the 
return of the small investor. ву asHısH сорта 


CCORDING TO THE CHINESE, 2003 IS 
the year of the goat. But ask 
Prithvi Haldea and he'll tell you 
that as far as he can see, India’s 
2003 is quite clearly the year of the 
bull. No, Haldea is not a radical 
astrologer, although his business 


can often get as tricky as the soothsayer's. Rather, 
Haldea is the Managing Director of Prime 
Database, which tracks the primary market for 
debt and securities. Therefore, whenever the IPO 
market booms, Prime has a good time. For the last 
seven years, though, it hasn't had one. Haldea 
thinks that's about to change. 


IPO UNPLUGGED 


A bevy of blue chips-in-the-making is hitting the primary market. Here's the top 10. 
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Reliance Infocomm 







Maruti Udyog 


5 
24 


Issue size (Rs cr)* 


Why Investors Will Bite 

It's the biggest and the oldest software firm in India, and 
one of the fastest-growing in the world 

India's most valuable integrated oil company with zero 
debt and Rs 6,197 crore in profits 

India's flagship national oil company with 53 per cent 
share of petroleum products 

India's major power company, which generates 26 per 
cent of the country's total power 

A Tata-Birla-AT&T company, Idea will expand the options 
available to investors in the telecom sector 

In five years, this Korean chaebol has taken leadership 
in the Rs 15,000-crore consumer goods market 
Wholly-owned by the government, this power sector 
financial institution is perceived as a mini-ratna 
Suzuki's controlling stake in the company means 
chances of sustained market leadership are high 
Blue-chip Reliance Industries’ biggest play in the emerg- 


ing telecom arena 
India's second-largest oil marketing company with à 
turnover of Rs 8,679 crore TV NES A 


Ready to tap the market: (From Top to Bottom) S. Ramadorai, CEO, TCS; Subir Raha, CMD, ONGC; M.S. Ramachandran, Chairman 
Indian Oil; C.P. Jain, CMD, NTPC; G. Burke, CEO, Idea Cellular; Kwang Ro Kim, MD, LG Electronics; A.A. Khan, CMD, Power Finance 
Corp; Jagdish Khattar, MD, Maruti Udyog; Mukesh Ambani, Chairman, Reliance Infocomm; and S. Behuria, CMD, BPCI 





Indeed. At no other time in the history of capital mar- 
kets have so many blue-chips-in-the-making lined up to 
offer their stocks, At last count, there were 84 com- 
panies with plans of listing, and the top 10 alone (See 
IPO Unplugged) planning to sell stocks worth more 
than Rs 15,000 crore. For investors, the lure is in the 
names behind the stock offerings. For example, Tata 
Consultancy Services (TCS), Maruti Udyog, Biocon, 
Daksh e-Services, Idea Cellular, LG Electronics are some 


VAGNVWd AVINVS 





Shitin Desai, MD, DSP Merrill Lync 
"| am upbeat about the primary market i in 
2003. Investors will look forward to stocks with 


good track records and attractive valuations” 


of the companies that will be going public for the 
first time. Not just that, these are industry standards and 
hence make some of the most attractive bets. Says 
Shitin Desai, Vice Chairman and Managing Director, 
psp Merrill Lynch: “I am quite upbeat about the primary 
market. Investors will look forward to buying stocks 
with good track record and attractive valuations.” 

Then, there are fundamentally strong companies in 
the energy and financial services sectors such as 
Bharat Petroleum, ONGC, Indian Oil, National Thermal 
Power Corporation, Andhra Bank and Bank of 
Maharashtra that should find takers among both in- 
stitutional and retail investors. That in turn will 
deepen and broaden the secondary market, which the 
small investor deserted many moons ago, thanks to a 
series of scams. Says Haldea: “If things go according 
to schedule, we can easily raise Rs 25,000 crore in the 
next fiscal (2003-04). But I will be very satisfied 
even if we raise around Rs 10,000 crore.” 


The Tide Is Turning 

Desai and Haldea aren’t the only two optimists. Talk 
to Dalal Street analysts, and they will tell you that the 
time is propitious for a stockmarket revival. There is a 
welcome drop in the Indo-Pak tensions; the Gujarat 
conflagration seems to be finally settling down, and the 


Daksh e-Services: BPO Star Bi Biocon: Biotech's Big B 


HE FOUR-YEAR-OLD DAKSH E-SERVICES 
С aksh ie one of the better bets in the вро 
space. Not only has it grown its revenues (to an ex- 
pected Rs 145-170 crore for 2002-03) at a break- 
neck pace, but it has also protected its profit margins 
and expanded service range. The reason for that, 
according to Daksh's ceo Sanjeev Aggarwal, is a 
careful management of the investment-growth equa- 
tion. From an investor's point of view, Daksh has sev- 
eral things going for it. One, it's the only independent 
BPO company looking at a listing. Two, the ir-enabled 
services industry, currently clocking $1.5 billion (Rs 
72,000 crore), is projected to touch $20 billion 
(Rs 96,000 crore) by 2008. And finally, Daksh has 
major scalable customers such as Amazon and Yahoo! 
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BIOCON | T WAS INDIA'S FIRST BIOTECH COMPANY, 
boasts of global leadership (a 25 per 
cent share) in select industrial enzymes such as 
Pectinases, Tea Tannases, is profit-making and has amb- 
itions of being one of world's top 10 biopharmaceu- 
ticals companies by 2010. You don't need more 
reasons to buy into biotech's first ipo. Says Kiran 
Mazumdar Shaw, Chairperson and Managing 
Director, Biocon Group: “In the next three years, we 
will be one of the largest human insulin and statin 
producers in the world.” To do that, Biocon plans 
to raise Rs 150-200 crore shortly. Simultaneously, 
it is exploiting opportunities in contract research. In 
fact, the success or failure of Biocon may well 
determine the future of India’s biotech industry. 





LG Electronics: Korean Samurai — 


ovens. Never mind that like its compatriot Samsung, it 
entered the market less than seven years ago. What explains the quick 
rise to the top? Deep pockets, state-of-the-art technology, and aggressive 
marketing. Therefore, while in 1998 e's sales were mere Rs 465 crore, 
in 2002 calendar it is expected to have racked up Rs 2,700 crore in 
topline. LG, which employs strategies similar if not identical to Samsung's, 
has products across the price range, from Rs 8,000-crvs to Rs 1 lakh-plus 
plasma projection crvs. It has clearly positioned itself on the health plat- 
form, and relentlessly advertises through the year. Compared to some other 
players in the durables business, LG is on a strong wicket. 





Pe RA IS THE MARKET LEADER IN CTVS, AIR-CONDITIONERS, 
(G LG fully automatic washing machines, and microwave 


growth is reviving, monsoon is ex 
pected to be better this year, and fore 
ign institutional investors are likely 
to bet on this revival. Fundamentally, 
too, corporate results are likely to be 
good this fiscal end, and the buzz on 
Dalal Street is that Finance Minister 
Jaswant Singh will deliver a market- 
friendly budget in February. “A sus- 
tained rally in the secondary market 
will likely give a fillip to IPOs," points 
out Ravi Kapoor, Senior Vice 
President, DSP Merrill Lynch. 

In case you didn’t notice, a quiet 
IPO revival has already happened. 
Some issues like those of i-flex, 

Punjab National Bank, and Canara 


fate of disinvestment seems bright, despite the occa- 
sional glitches. While the Ketan Parekh scam is fast re- 
ceding from public memory, no new ones (yes, the year 
has just begun) seem to be in the offing. Besides, if the 
Kelkar Committee's proposal to abolish the dividend 
tax is implemented in this year's budget, investment in 


Bank were received warmly by investors. And while 
only six companies hit the primary market last year to 
raise a meagre Rs 1,981 crore, their returns to in 
vestors so far have been good. I-flex, for example, 
listed at Rs 550, but is now quoting at about Rs 854 
Similarly, at Rs 47.45, Canara Bank is way above its list 


equities will soar. Points out Desai of psp Merrill 
Lynch: “A relatively insulated economy, strong cor- 
porate performance, undervalued markets and inves- 
tors shifting focus to equities because of lowering of in- 
terest rates could trigger a bull run.” 

That’s not all. The Securities and Exchange Board of 
India has more powers than it ever had, and that 
means scams will be dealt with more swiftly and seve- 
rely. For example, sEB! has the power to impose a 
fine of Rs 25 crore, or charge three times the profits, if 
a company indulges in insider trading. Listing has been 
made easier, and the "three-year continuous profit" 
clause may soon go. More importantly, most of the 
stocks are quoting at bargain prices—a great time to buy. 
Says Ravi Mehrotra, President, Franklin Templeton 
Investments: “The risk-reward equation has shifted in 
favour of equities, since debt is not expected to yield 
more than 6-7 per cent going forward and equities 
are looking very attractive.” 

The outlook for India and other key markets, if not 
rosy, doesn’t look any worse than the current fiscal. 
Exports have been growing at better-than-expected 
rates, inflation has been keeping its head down, industrial 
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idea, MD, Prime Database 

“If things go according to schedule, we can raise 
Rs 25,000 crore in the next fiscal. But | will be 
satisfied even if we can raise Rs 10,000 crore” 
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Maruti Udyog: Betting On Suzuki $ TCS: Top Pick 


HIS IS AN INITIAL PUBLIC OFFER THAT SHOULD 
have happened by now, except for the 
fact that majority stake holder Suzuki and 
partner the Government of India have been at log- 
gerheads. The latter wants Suzuki to underwrite the 
36 lakh shares at Rs 2,300 apiece, while the 
Japanese partner doesn't see much sense in that, 
given that it already has a majority stake in Maruti 
Udyog. The face value of Rs 100 is likely to be di- 
vided into 10 or more units to enable small in- 
vestors to participate in the issue. If that happens, in- 
vestors will almost certainly bite. Reason? It is es- 
sentially a bet on Suzuki—that the small car maker 
will somehow manage to maintain its leadership, and 
leverage that to keep costs under control and hence 
protect profits. When is the iPo expected? Most 
likely in March this year. 


price of Rs 35. Therefore, don't be surprised if the op- 
timistic projections fall short and still the IPO market de- 
livers a scintillating performance. 

That apparent anomaly is explained by the nature 


MD, Motilal Oswal Securities 


“Primary market always follows the secondary market. Since the 
secondary markets are likely to do much better this year, the 
primary market will see an improvement” 
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qv CS IS THE GOLD STANDARD OF THE 
g y information technology industry. 
It's not only the oldest and the 
TATA biggest of the ir services companies, 
but it enjoys tremendous brand equity in international 
markets. And it's a money-making machine that 
churned out an estimated Rs 1,300 crore in net 
profits last year on a turnover of Rs 4,187 crore last 
year. Dalal Street analysts estimate that the com- 
pany would be valued at Rs 60,000 crore, and 
probably raise just 10 per cent of that in its ІРО. 
What about rcs' future growth? It could be explo- 
sive. тсѕ is the only company in research firm 
Gartner's top 25 list of software maintenance and 
support firms. Better still, it is the second-fastest 
growing of them. Pricing, however, will be an issue, 
since ir stocks are already trading at high Pes. 





of stocks up for sale. Take Biocon India, for instance. 
It's issue size at Rs 150 crore is rather modest, but it 
gives investors an opportunity to lock into the futu- 
ristic biotech industry. Says Kiran Mazumdar Shaw, 
Chairperson and Managing 
Director, Biocon India: “I expect a 
geometric progression in the sec- 
tor's turnover in the next five years 
and it could easily touch $6 billion." 
Similarly, Daksh e-Services 1РО (its 
size is not known yet) should be a 
hot seller because it offers the only 
window to the booming bro indu- 
stry, which grew at 70 per cent 
last year and by 2010 is expected 
to fetch $20 billion in revenues. 
Apart from these two, Maruti, 
Nalco, BPCL and тс$ all have the 
potential to trigger the awaited surge 
in the primary market. These are all 
blue-chip stocks, and could com- 
mand PE multiples more than the av- 
erage for their respective industries. 
A key issue, however, would be 
pricing. While the companies would 
like to extract the highest value for 
their stocks, they may actually end 
up selling at relative discounts. Reason: 
Subsequent capital-appreciation will 
boost investor confidence, increase 
the demand for the stock, and ultima- 
tely the price. This strategy, experts 
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“The risk-reward equation has shifted in favour 
of equities, since debt is not expected to yield 
more than 6-7 per cent going forward” 


point out, has now been well understood by companies 
both in India and the US. In other words, it’s a long- 
term strategy. Kapoor of DSP says that certain regulatory 
reforms taken by SEBI, like streamlining the book built 
process and introducing the green shoe option will also 
help the primary market. 

What has added to the optimism of the invest- 
ment bankers is that despite performing rather poorly 
in 2001-02, valuations in the US markets still con- 
tinue to be rather high forcing foreign financial insti- 
tutions to take a serious look at the emerging markets. 
“And being an emerging market, India could well be a 
major beneficiary of this boom since its scrips are still 
attractively priced,” contends Navin Agarwal, head 
of research at Motilal Oswal Securities. Adds Desai, 
“Even a small fraction of the smart money to emerging 
markets could help Indian markets considerably.” 

Not everybody is bullish, though. Analysts like Dhiren- 


G. KRISHNASWAMY 


dra Kumar of Value Research point out that while 84 nos investor confidence and enthusiasm is.” 


have been lined up, only a handful have sought approval 
from SEBI. Maruti’s offer price of Rs 2,300 per share is 
seen as too steep for small investors. But others like 
Manish Chokhani, Director, Enam Securities, disagree. 
“Indian households,” argues Chokhani, “save $100 billion 
(Rs 4,80,000 crore) every year. The market cap of all 
listed Indian companies is barely $125 billion (Rs 
6,00,000 crore). So funds are not an issue, but getting 


In the case of Maruti, the government may divide the 
face value of Rs 100 into units of 10 each or more to at- 
tract the small investor. The first few IPOs that hit the 
market will set the tone for the rest of the year. Most 
analysts think that a feel-good sentiment will carry 
through most of the others that follow. And some actually 
see the psu stocks triggering this “virtuous cycle”. 

The theory is explained thus: If psus kick-start the 





Jyothi Laboratories: Silent Winner 


AST YEAR, WHEN BARING PRIVATE EQUITY PARTNERS WANTED TO EXIT 
yothi, it didn't have to sweat to find a buyer. coc Advisor Partners 

and Credit Lyonnais snapped up the stake for a cool $8 million (Rs 
38.4 crore). Baring's initial investment? Just $3.5 million (Rs 16.8 
crore). Deals don't get much better than that. Why is Jyothi hot prop- 
erty? It's a conservative fast moving consumer goods company that 
plays its cards rather well. Be it humbling Reckitt-Benckiser's Robin 
Blue with its Ujala, which now has three-fourths the Rs 200-crore 
market, or launching Maxo, a mosqui to repellent, purely on the 
strength of outsourcing and making it a success. The company's long- 
term plan is to be a comprehensive FMcG player. It has already for- 


ayed into the washing bar market with Exo. Led by a low-profile, ac- 


countant-turned-entrepreneur promoter М.Р. Ramachandran, Jyothi's 
austere business model makes it a strong long-term bet. 


process, private issuers will benefit 
and vice versa. Open offers for dis- 
invested psus provide the means for 
wealth transfer to tax paying in- 
vestors and are an equitable means 
of returning wealth to the people 
who helped create it. Therefore, 
the theory goes, a combination of 
strategic sale and post-sale open 
offers would be an ideal part of a 
process that includes attractively 
priced PSU IPOs. Says Jamshed Desai, 
Head of Research, Taib Securities: 
“The pricing of IPOs is unlikely to be 
aggressive. It would be friendly, 
leaving enough scope for people to 
make money." High time, the retail 
investor might add. El 

WITH INPUTS FROM SHILPA NAYAK 
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URING THE DOTCOM BOOM WE SAW AN 
[s amount of media coverage 

given to young chief executives, none of whom 
ever seemed the least bit shy about seizing their 15 min- 
utes of fame. You couldn't turn on the Tv without 
catching a video clip and soundbite from one ambitious 
company leader or other. 

How times change. The phenomenon of the media- 
genic CEO seems to have vanished from the earth. 
And rightfully so, given the number of new econ- 
omy companies that have become extinct. 

Yet before the era passes entirely from memory, it 
is good to reflect on the lessons we have all learned 


during these last two turbulent years. Chief among 


them is an appreciation of when not to use your visi- 
bility to mount the bully pulpit. 

Using the bully pulpit is a natural enough impulse 
on the part of any CEO. Most CEOs are by nature 
strong-willed and opinionated, and there's nothing 
wrong with that. We didn't get where we are by being 
timid, retiring, or differential. 

Most CEOs start off their careers by overachieving, 
which leads to a faster learning curve, faster pro- 
motion and greater responsibilities. All of this al- 
lows them to accumulate a wider latitude of business 
experience, including expertise in different indus- 
tries and across functions. 

Also, CEOs don't get ahead by waiting to be noticed; 
they make things happen. They get used to making 
things happen. It becomes a habit, almost a craving. 
They don't get ahead by being wrong either. 

When you put it all together—strong will, deep 
knowledge base, proactive temperament, and a deser- 
ved sense of near-infallibility—you get someone who, 
these days, is a media accident waiting to happen. 
The best example I can think of comes from the last 
recession when a CEO made what to him seemed an 
innocuous remark at an industry conference. It was 
widely repeated, caught on videotape and shown on 
business channels. It nearly led to the cEo's downfall— 
all because of the spin other people put on it. 

It wasn't necessarily wrong of him to speak out. But 
the forum was wrong. And that’s the tricky thing 


48 BUSINESS TODAY FEBRUARY 2 2003 





SUCCESS SECRETS W Mark McCormack 


Beware Of The Bully Pulpit 


In an era of never-ending replay, anything you say can be used against you. 


about the period we're in now. During the rising tide 
of these past few years, seizing that bully pulpit was 
probably a smart idea. If you were about to float 
your initial public offering, for instance, visibility was 
key. A mediagenic CEO was an asset. 

Now that the pendulum has swung the other 
way, it’s important to realise that there’s less to be 
gained by СЕО visibility. This is as much a part of to- 
day’s business climate as tighter accounting scrutiny 
and business oversight are. 

Two things make the bully pulpit resemble the 
platform of a guillotine. First is the scarcity of new tar- 
gets for the always-voracious media. As more and 
more CEOs and business leaders avoid the spotlight, 
those who do speak up, become potential targets of op- 
portunity. It’s not because the media is out to get 
them personally, but because they need news. 

Second is the media’s ever-faster and and more 
comprehensive technological ability. Time was if you 
said something that didn’t quite come out right, it 
would pass from public memory in a couple of years. 
Most journalists didn’t have the time to paw through 
musty newspaper files or scan microfilm unless it was 
a really big story. Now, however, with computer 
databases and internet search engines, we’ve entered 
the era of the never-ending replay: Anything can be 
found, and literally anything that you say can be used 
against you. There’s no statute of limitations. 

That’s why the CEO who misspoke still flinches 
when he makes news. He braces himself for the resur- 
rection of that piece of videotape and the bad public- 
ity that could accompany it, because he never knows 
when it will show up again. 

The truth is that public speaking, for a CEO, should 
be an oxymoron: anything a CEO says for general 
and widespread attribution should bear as little resem- 
blance to communication as possible. That’s why at this 
very moment, if there’s a CEO speaking clearly and 
forthrightly about his industry, you aren’t going to hear 


it unless you're sitting in the same room. @ 





© Mark H. McCormack. All rights of reproduction in any 
form are strictly reserved. 
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Desperately 
seeking 


With SEBI unlikely to be able to pin down 
Grasim for violating the takeover code, 
K.M. Birla is one step closer to realising 
his vision for L&T. BY BRIAN CARVALHO 

ers and acquisitions (M&A) 


дылы шд FLASHPOINT 


and the corporate finance function Grasim 

of Birla Management Corporation, 

the apex body of the Aditya Birla @ The cement division should be 
Group, have been busy meeting up vertically split, with shareholding 
with representatives of Life mirroring that in L&T 

Insurance Corporation (LIC). No, 

they aren't looking for insurance Ф |nyestment proposal by CDC is not proper and 


cover; it’s just that LIC is the single should be significantly altered, or else junked 
largest shareholder in L&T, with 


some 17.5 per cent—Unit Trust of 
India and the other nationalised in- 
surance companies hold the rest of 
the institutional stake totalling 


ro 40 per cent. What’ 5 к JR 
roughly 40 per cent, Whats тоге, Ф| ате cement business valuation is low—close to 


IUE Ms FUR. йил sahen JP Morgan's estimate of $41 per tonne—because 
Grodin NN sd f A ر‎ tariffs are falling, making it susceptible to dumping 
offer for the engineering, construc- zm SA TEM 

tion and cement giant in November ® If L&T Cement is listed with just 25 per cent distributed 
to increase its holding from 15 per to shareholders, stock with the public would be low 
cent to 35 per cent, LIC’s stake has (10-12 per cent) resulting in poor liquidity 








VER THE PAST 15 DAYS, KEY 
executives from the merg- 








e L&T hasn't been able to find a suitable partner for so 
long because its equal stakes proposal (37.5-37.5 
per cent) is flawed 
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Kumar Mangalam Birla, Chairman, A.V. Birla Group: Upbeat on getting the go-ahead from SEBI 





A structured demerger by resort- 
ing to a negotiated sale will provide 
better value to L&T shareholders 


CDC proposal is not final and can be refined. Capital 
infusion from financial investors vital for growth 
and consolidation 


Had approached Lafarge, Cemex and Holcim in 
2001, but the MNCs got tied down by other 
investment considerations 


Feels it can command a price of $80-90 per tonne 
as it has multi-locational plants, a wide reach (south, 
west, east), high brand value, captive power and jetties 


As subsidiary of another cement company (Grasim), 
L&T Cement would be frowned upon by investors 


inched up a percentage or two. Clear! 


LIC will play a major role in detern 
whether this professonally-run Rs 7,9 
crore infrastructure jewel becomes 


owner-driven company led by Kur 


Mangalam Birla, Chairman of t 


Aditya Birla Group. 


Here's the latest equation i 
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in attempts to convince the listener 


about each camp’s respective point 
of view. After all, there’s plenty at 
stake, Rs 11,000-12,000 crore of 
value to bé more specific—for that’s 
what analysts peg the value of this 
premier infrastructure megacorp. 

Grasim, whose attempts to become 


L&T's largest shareholder, have been 
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temporarily stymied by $ЕВЇ$ pend- 
ing investigations into whether it 
violated takeover regulations, is 
attempting to convince LIC (and the 
other Fis) to opt for a vertical split of 
L&T's cement business. This sim- 
ply means once the division is de- 
merged, L&T Cement's shareholding 
will be a mirror image of the pattern 
in the holding company. L&T, mean- 
time, is trying to persuade the in- 
stitutions that a structured split 
makes more sense—not just for the 
company but also for the institutions 


division is split vertically. 

To decide the fate of L&T, the Fis 
need to find out the precise value of 
L&T's cement division. L&T sources 
point out that it could range from 
$80-100 (Rs 3,840-4,800) per 


tonne, and if the vertical split is re- 


sorted to, the value emerging from 
a demerger will be just around $53-55 
(Rs 2,544-2,640) per tonne, thereby 
shortchanging all shareholders. JP 
Morgan's equity research cell rec- 


. ently pegged the value of the cem- 


ent business at $41 (Rs 1,968) per 


` Past Transactions Indicate L&T Cement 
Could Get a High Value... 


But most of them are deals for either small capacities or small stakes. 
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and the minority shareholders, as 
more value can be unlocked this 
way. Via this route, a strategic part- 
ner will be sold a stake in the de- 
merged entity based on the valua- 
tion of L&T’s 16.5-million-tonne 
capacity, and L&T’s M&A honchos 
point out that this will result in a 
higher value for shareholders than 
via a vertical split. For L&T, a struc- 
tured split also considerably reduces 
its chances of losing control in the 
demerged cement entity—some- 
thing that’s a very real threat if the 
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3,936 


tonne (assuming a valuation for the 
non-cement businesses at 1x sales). 
"The decision the Fis have to make 
is whether they want to cash in 
now, or at a later stage at a much 
higher price," points out a senior 
L&T source, who adds that a strate- 
gic partner could be tied up in an- 
other one-and-a-half years. 

Birla's corporate finance man- 
agers for their part say that if push 
comes to shove they would con- 
sider the structured deal, but cer- 
tainly not at the price L&T is talking 


about. But the way things stand 
currently, they don't feel push 
would come to shove, and that a 
vertical split is indeed the Fis’ best 
bet. Although SEBI investigations 
are on into whether the Birlas did 
violate the takeover code when 
acquiring their first 15 per cent in 
L&T (10.5 per cent from the 
Ambanis), Grasim sources are upb- 
eat that the watchdog will give 
them a clean chit. That, in turn, 
will allow Kumar Birla to go 
ahead with his open offer, al- 
though he.might have to revise 
the proposed price of Rs 190 per 
share; the L&T share on January 13 
was quoting well over that fig- 
ure, at Rs 205. If the open offer 
does go through, and the Birlas 
are able to garner close to 35 per 
cent in L&T, along with a little 
help from the financial institu- 
tions (FIs) Grasim could become 
the largest shareholder in the com- 
pany. Eventual result: Grasim gets 
majority control not just in L&T 
but also in the demerged cement 
business. One option—which 
Grasim says it hasn’t considered— 
is that it could swap some of its 
stake in L&T with the Fis for a con- 
trolling holding in L&T Cement. 
Birla group sources also. point 
out that the likelihood of a struc- 
tured deal happening in the near fu- 
ture are remote because the struc- 
ture itself—L&T had proposed a 
37.5-37.5 per cent equal stakes 
deal, with the rest being held by 
the other shareholders—is flawed. 
And that's why no MNC partner has 
been willing to tie the knot, as 
they're uncomfortable with such 
an arrangement. Indeed, since early 
2001, a few months after the L&T 
board green-signalled the demerger, 
the company's top brass kicked off 
negotiations with three global cem- 
ent majors, Holcim of Switzerland, 
Cemex of Mexico and Lafarge of 
France. By September of that year, 
L&T Managing Director A.M. Naik 
and his A team shifted the spotlight 
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The delay in cement demerger could mean 


a possible exit from the cement business 


for L&T and its future as a 


professionally- 


run company would be in doubt 


on to financial investors. A beauty 
parade was lined up, with the likes 
of Citiventures, JP Morgan, AMP 
Harvard, HSBC Private Equity and 
the Commonwealth Development 
Corp (CDC) taking part. By Nove- 
mber, Reliance and Grasim stalled 
the contest, when the Ambanis sold 
their stake in L&T to K.M. Birla. 
The equity investors took a step 
back. By September 2002, how- 
ever, CDC was back with an invest- 
ment proposal, which at the time of 
writing was still awaiting the L&T 
board's blessings. 


Fly In The Ointment 
Now the СРС proposal has come in 
—too coincidentally perhaps, the 
Birla camp could deduce—roughly 
around the same time the Birlas were 
seeking to up their stake in L&T. 
For, CDC and L&T have their own 
plans for the cement business, which 
are of course pending that cru- 
cial board go-ahead. According 
to this proposal, СОС will pick up 
6.8 per cent in the demerged 
entity for Rs 291 crore, with 
L&T holding 70 per cent, and 
the rest offered to the financial 
institutions, the A.V. Birla Group 
and the public. The cement sub- 
sidiary will have an equity capi- 
tal of Rs 170 crore, and L&T 
shareholders will be issued 6.25 
crore equity shares of the newly- 
created outfit in a 1:4 ratio. 
Sounds good? L&T head hon- 
chos for their part think so. *Till 
we are able to find a strategic 
partner, this investment will pro- 
vide us with the much-needed 
capital infusion required for 
acquisitions and growth," says a 
senior L&T manager. Tell that 
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to anybody at Industry House, the 
Birla headquarters in Mumbai's 
commercial district, and they'll 
scoff at the CDC proposal. And not 
just because it puts paid to their 
own gameplan for L&T and its ce- 
ment business. “The proposal is 
extremely flawed and needs to be 
dustbinned. For just Rs 291 crore, 
and with just a minority stake of 
6.8 per cent, CDC will get com- 
plete control of the cement en- 
tity,” says a key member of the 
Birla group A team. 

Here’s how, and why: Acc- 
ording to the proposal, L&T can- 
not take any decision in the affairs 
of L&T Cement without CDC's 
consent. CDC's nod is also required 
when constituting the board, app- 
ointing directors, as well as in the 
appointment or removal of senior 
management and the fixing of 
their remuneration. Then, CDC's 
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A.M. Naik MD, L&T: Rough weather 


approval will also be needed for 
tapping the capital markets, app- 
ointing advisors, making acquisi- 
tions or sell-offs, borrowing from 
banks and for making bonus or 
rights issues and paying dividends. 
More significant, point out Birla 
sources, is a “drag-along” condi- 
tion that says if CDC decides to 
divest, L&T would be forced to 
divest up to 42 per cent of its 
holding, thereby resulting in a 
new buyer (with 51 per cent) tak- 
ing control. *These are tough 
conditions and distinctly un- 
friendly," says the Grasim source. 
“The proposal is heavily tilted in 
CDC's favour, and is in fact a sell- 
out." The implication: the L&T 
management is ready to go ahead 
with any proposal—however 
flawed it may be—as long as the 
Birlas. are kept at bay. 

The L&T camp, meanwhile, is at 
pains to point out that the CDC 
investment plan is only a “first- 
cut proposal that needs more 
refinement. We haven't ac- 
cepted it, and are currently re- 
fining it". They also add that 
the only reason Holcim, Lafarge 
and Cemex didn't ally with L&T 
is that they were all pre-occu- 
pied with major global deals at 
that point in time, each worth 
$3-4 billion, thereby fully 
stretching their balance sheets. 
Whatever be the reason, 
though, the delay in the cement 
demerger could cost the engi- 
neering and construction ma- 
jor dear: not only does L&T 
have to brace itself for a possible 
exit from the cement business, 
its future as a professionally- 
run company appears hazy. Bl 
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Meet the 
unsung heroes 
of India’s 
software 
revolution—the 
frontline warriors 
who go out and 
get the business 
that keeps the IT 
industry’s gravy 
train going. 


BY VANDANA GOMBAR 


> < 


Rainmakers, all: (Clockwise from bottom) Polaris’ Govind Singhal, 
Primentor's Phaneesh Murthy, and i-flex's Rajesh Hukku 
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HE NEWSPAPERS LABELLED IT ONE OF INDIAN 

It’s biggest deals. On November 7, 

India’s pink brigade led with Wipro 

and TCS splitting an outsourcing deal 

(valued at $70 million, Rs 336 crore an- 

nually) from Wall Street firm Lehman 

Brothers. Infosys had been shortlisted, the reports 
went, but lost out on the “sales” front. “Surely,” 
whispered Infy-trackers, “the Infosys selling machine 
couldn’t be losing steam?” Some went far enough to at- 
tribute the loss to the still-recent departure of the com- 
pany’s head of sales and marketing, Phaneesh Murthy. 
Wicked, wicked, wicked. Actually, Infosys doesn’t seem 
to have lost steam. Its results for the three months ended 
December 2002 show the addition of 23 new clients. 
Still, the importance analysts at large give to indi- 
viduals like Murthy isn’t entirely misplaced. He belongs 
to an exclusive club of sales and marketing pros that 
keeps Indian software’s gravy train going. Meet the $10 
billion (Rs 48,000 crore) Indian software industry’s 
rainmakers. Murthy’s is a known name, as is Wipro 
Technologies’ Santa Clara-based CEO Vivek Paul’s, 
and i-flex's New Jersey-based СЕО Rajesh Hukku’s. 
Other names on the list—compiled after extensive 
interviews with the companies themselves some of 
which weren’t sure whether they wanted to advertise 
their dependence on individuals (apart from being 
uncomfortable about naming clients and citing num- 
bers), analysts, consultants, and head-hunters—are 


The CEO Rainmaker _ 


downright obscure. Not too many readers would 
have head of Satyam Computer’s Ram Mynampati. Or 
Mphasis's Jeroen Tas. Even Rusi Brij, СЕО, Hexaware 
and a former marketing whiz at Satyam—he once 
went in to negotiate a $2-million (Rs 9.6 crore) deal 
with an insurance firm and walked out with a $20 mil- 
lion (Rs 96 crore) one—isn’t exactly famous. 

That will change, says Sudha Kumar, CEO of strate- 
gic marketing consultancy Prayag who was herself 
once part of the famed Infosys selling machine as 
“more and more companies start to be led by the 
sales and marketing function”. 

Relationships lie at the core of the business of 
rainmaking. Hukku, for instance, is the man behind a 
several million dollar, 100-country contract i-flex 
won from Citibank. “At the end of the day,” says 
he, “you are selling to a human being and the deal is 
entirely based on his comfort level with you”. 

Make no mistake: rainmakers need to be backed by 
efficient organisations and, more often than not, they 
are. “If the company doesn’t back my promise of 
delivery, my personal relationship with the client bec- 
omes unsustainable,” says Satyam’s Mynampati. 

In a move that could one day spell their own 
obsolescence, many of these execs are engaged in the 
process of institutionalising relationships. “The bigger 
you get, the more you want to institutionalise the 
relationship,” admits Mphasis’ Tas. Meanwhile, the 
business of rainmaking continues. 





VIVEK PAUL/ Vice Chairman, Wipro, and CEO, Wipro Tech 





ND YE RR үт LS ee ee у lo ME ی‎ 


ROM HIS BASE IN SANTA 

Clara, California, Paul 
orchestrates Wipro's strategy: 
he is widely perceived to be the 
man behind the Wipro-Ericsson 
deal. Wipro acquired Ericsson's 
development centers in India— 
a logical acquisition for a com- 
pany with significant expertise 
in telecom software—but not 
before Paul managed to wring 
out the commitment of some 
consulting assignments from 
the telecom major. While the 
actual deal-making and selling 
may be taken care of by others, 


and while his association in 
them may merely be a CEO’s, 
there is no taking away from 
the fact that Paul's back- 
ground—a MBA from the Univ 
of Massachussets, stints at 
PepsiCo, Bain & Co, and no- 
tably, GE—and location make 
him the ideal brand ambassador 
for Wipro Technologies. 
Rainmaking is all about being 
able to front a deal, speak the 
same language, business and 
cultural, as the customer and 
Paul's credentials on both 
fronts are impeccable. 
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Marque Seller, Selling Marque 


NFOSYS HISTORIANS—THERE ARE SEVERAL OF THE BREED IN 
Bangalore—will tell anyone who cares to listen that if there was one 
deal that made the company, it was the Nordstrom one. This was 
way back in 1994. Infy had yet to make a mark on the global scene, 
and the deal with the US-based fashion retailer gave it much- 
needed revenues and credibility. It also made the man who struck 
the deal, Phaneesh Murthy, a legend of sorts within the com- 
pany. “It changed my life and the company’s,” says Murthy. 
“It was the first business-critical deal we signed.” 
Over the years, Infosys has pocketed some $20 million (Rs 
96 crore) from Nordstorm in repeat business, not bad going for 
a company whose average client bills $2.36 million (Rs 11.3 
crore). The consummate rainmaker, Murthy attributes his success to 
the ability to deliver, mostly outside the workplace, the “can’t ignore it” 
kind of advice to customers. Value accretive relationships backed by kno- 
wledge and content, the man swears, are any day superior to purely soc- 
ial ones. Today, the man who applied the airline industry’s yield-maxim- 
isation model to rr services, offering differential pricing to customers depe- 
nding on the future commitments they were willing to make, has tied up 
a year's business for his consulting venture Primentor. Who knows 
what may have transpired had he heeded his father’s counsel and stayed 
back at Sonata Software instead of moving to then unknown Infosys? 
ne. 


4 
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The Method Player 


б ы. PHYSICS GRADUATE FROM DELHI UNIV IS A 
consummate planner—he had a hand in 
creating Polaris’ more structured-than-struc- 
tured 28-step sales process—but he isn’t above 
admitting the role of the intangible in netting 
business. “Relationship-building is a fine blend 
of art and science,” he says, adding that several 
Requests for Proposal (RFPs) wouldn't make it 
to the company were it not for relationships. A 
lead player in Polaris’ first big overseas deal— 
for Citicorp, circa 1997, and it became the 
template for all subsequent deals—Singhal is 
now focused on big-ticket deals that can help 
improve Polaris’ average client billing of $0.60 
million (Rs 2.9 crore), low by ri industry stan- 
dards. More deals like the several million dol- 
lar one he helped close with American insur- 
ance major AIG should help. 
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Getting There 


BASAB PRADHAW/ Worldwide Head Of Sales, Infosys 


|: NOT EASY FILLING A COMPANY-LEGEND'S SHOES, NOT WHEN THEY 
come in Phaneesh Murthy's size, but Pradhan, a former 
HLL employee with the requisite IIT-IIM background is doing just 
fine. Analysts admit that while he may not be as aggressive as 
Murthy he seems possessed of greater intellectual depth. “He is 
a good thinker," says a co-worker, "and has the ability to look 
at the big picture unlike most sales people who live for the here 
and now". An old America-hand, Pradhan now drives Infosys' 
sales initiatives in over 30 countries and played a part in a re- 
cent big win (Chairman and Chief Mentor Narayana Murthy 
pitched in too), Aon Insurance. And yes, he plays golf. “Deals are 
often sealed on the greens,” laughs Pradhan. 





Network Neighbour 


Tq LAST DEAL THIS 44-YEAR-OLD INITIATED WAS OVER BEER AT A 
weekend barbecue in London. Valued in the low teens ($12-14 
million), the deal is likely to be finalised soon—and all because 
Nandy networked with a stranger over beer. Of that, networking, 
that is, the man promises to do more; he invests time in cricket 
matches, formula races, polo, and is learning to play golf—he has dis- 
covered a passion for it, and more importantly, four-to-five important 
execs at important customers play the game. “You need to know 
your sports to do well in rr," jokes Nandy who, along with СЕО Vivek 
Paul, worked on the $70-million (Rs 336 crore) order Wipro 
bagged from British utility Lattice. While he is all for creating oc- 
casions to build relationships, Nandy admits that there is a need to 
invest in building the Wipro brand in Europe. For the record, 
Nandy receives at least two calls from headhunters every week. 


Organised Seller 


IS DUTCH ROOTS MAY HAVE 

helped Mphasis bag one of 
its first big accounts, that of Dutch 
bank ABN-Amro in 1999, and he 
admits that the deal that madi 
Morgan 
Chase—was initiated “director 


the company—]J! 


to-director” but Tas likes to think 
beyond his Rolodex. His logic 
personal relationships may be cru 
cial at take-off, but over time, the 
market forces companies to look 
beyond them. “The more the 
brand stands on its own,” he says, 
“the less important personal rela 
tionships become.” So, the 38 
year-old Tas is currently engaged 
in making the 30-people strong 
sales and marketing function at 
Mphasis, more process- than in 
dividual-oriented. But he will con 
tinue to personally interact with 
the company’s biggest clients— 


JP Morgan Chase, Charles Schwal 


) 


HSBC, and Citigroup. 
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= The Quiet Stranger — 





TE SRINJAY SENGUPTA/ Regional 


Manager & Associate VP (Europe Sales), Infosys 


NFOSYS' EUROPEAN SALES OPERATION IS HEADED 

by a man who fits in well with the continent’s 
down-stated business culture that discourages 
strident, overt selling of the kind its ally across 
the Altantic seems to prefer. The move seems 
to have worked for Infosys—Sengupta was 
responsible for bagging a prestigious order 
from retailer Sainsbury and has managed a 
five-year-old relationship with Belgium’s 
Proximus Belgacom Mobile, which has seen 
the company emerge one of Infosys’ top 
clients. Sengupta spends between 30 per cent 
and 40 per cent of his time on clients—"hunt- 
ing” for new ones, and “farming” existing 
ones in his own words. The former P&G-pro 
has a two-P maxim to crack difficult deals, per- 
sistence and perseverance. “It is very easy to 
give up,” he says. “You need to be internally 
tough." Clearly, Sengupta is all that. 


A Passion For The Business - 











RAJ SIROHI/ President & CEO, HCL Technologies, America 


IROHI IS THE MASTER OF THE 

two-minute advertorial, the kind 
of spiel one gets to give CEOs, COOs, 
CFOs, or CIOs of prospective clients 
at chance encounters—a quick 
greeting, a firm shake of the hand, 
the delivery of the 120-second 
pitch that impresses the prospect 
with the speaker’s knowledge of 
the industry and sets the ground for 
a business meeting. That requires 
knowledge of companies and the 
industries in which they operate, 
something Sirohi looks for in his 
team-members. “We look for dis- 
cipline in our front-line teams,” 
he says. “People need to do their 
homework diligently.” 

The discipline to understand 
companies, verticals, and pain- 
points, issues of concern for every 
company. It was by identifying the 
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effort to strike a $12-million (Rs 
57.6 crore) deal with a US lottery 
company. The client wanted to 
find a company that could run all 
its Operations on proprietary soft- 
ware backed by seven support 
centres across the world. “We did 
a business study and sold them 
the idea of imploding the num- 
ber of support centres from seven 
to three,” says Sirohi. “One of 
them will be in India.” 

But don’t write the man off 
as a selling machine sans emo- 
tion: Sirohi believes his edge 
comes from a passion for the job. 
And so, he plays golf, follows the 


pain-point of time-to-market that 
Sirohi recently struck a $20-mil- 
lion (Rs 96 core) deal with a billing 
solutions company in the US. And 
he recently spearheaded the sales 


NFL, sits through tennis tourna- 
ments, and sells, sells, sells. Some 
of that urge to, well, sell, comes 
from a belief that a salesperson is 
only as good as his last quarter. 
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Street-Smart Vendor 


RAJESH HUKKU/ Chairman & Managing Director, i-flex 


Le ONE-TIME TRAINEE 
programmer at Tata Consul- 
tancy Services now heads one of 
the world’s most respected (and 
one of India’s hottest) banking 
and financial services software 
products company. 

Hukku is keenly aware of the 
power of relationships in the soft- 
ware business. Repeat business acc- 
ounts for more than 50 per cent of 
i-flex's revenues— Hukku himself 
sold one of the company's prod- 
ucts, Microbanker, to HDFC Bank 
in 1995, and has since managed to 
convince the bank to become the 
first buyer of Flexcube (a newer i- 
flex product), and i-flex’s inter- 
net banking solution. “If the first 
contract with HDFC Bank was for 
x,” gushes Hukku, “we have sold 
them products worth Rs 16x over 
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seven years." 

Hukku also front-ended i-flex’s 
recent 100-country, $100-million 
(Rs 480 crore) deal with 
Citibank—it was two-and-a-half 
years in the making and had its 
beginnings in a chance meeting 
Hukku had with a Citi exec at 
a seminar. 

Hukku's rainmaking extends 
beyond merely landing new busi- 
ness. As CEO, it is his job to stay on 
the right side of industry analysts 
such as the Gartners, the IDCs, 
and the Gigas of the world. *You 
could be capable of constructing 
the Taj Mahal, but if they don't 
know about it, it's of no use.” 
Thanks to him, they do. 

In his 44th year, Hukku has 
finally taken to golf, a game most 
other rainmakers featured in this 





article swear by. “I won't need to 
work too hard on it,” he says. 
“After all, you are supposed to 
lose to clients.” 


The Organisation Man 





RAM MYNAMPATI/ Vice President & COO, Satyam 


IS FIRST LOVE QUOTIENT IS VERY HIGH,” SAYS AN ASSOCIATE OF 
Ram Mynampati. Great first impressions are only to be exp- 


ected of a man who spends 10 hours preparing for a one-hour 
meeting. Mynampati may believe in the power of the CMM cer- 
tification (issued by Carnegie Mellon Univ’s Software Engineering 
Institute and Satyam has the highest rating, Level 5), or the 
opinion of independent research firms like Gartner in swinging 
deals, but admits that ultimately all these are just add-ons to the 
real selling process, one that is largely driven by word-of-mouth. 
Still, Mynampati believes relationships can only be as good as the 
quality of delivery. Thus, the relationship may be individualised, 
but “the individual represents an organisation”. The mixture 
of the hard and the soft seems to be working for Mynampati—he 
spends close to 80 per cent of his time with clients, existing 
and prospective. In late 2002, Satyam bagged a large offshore con- 
tract from a US company that shortlisted 28 companies at the first 
stage, and two, at the second. “We became their consultative part- 
ner,” says Mynampati, who advised the prospect on best practices 
in vendor selection. That must surely rank as a first. BJ 
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IN CONVERSATION WITH C.K. PRAHALAD AND RAJAT GUPTI 


"India Can Create 


NE IS A WORLD-RENOWNED D 
management thinker, and ; | 
the other is the chief of і 


іре world’s best-known strategy 
firm. And together, they've been 
the biggest bulls on a stock called 
India, finding opportunities wbere 
others only see problems. 

While C. K. Prabalad, 61, the 
Harvey C. Fruebauf Professor of 
business administration at the 
University of Michigan, bas been 
championing the need for tapping 
the bottom of the consumer pyra- 
mid, McKinsey & Co.'s Managing 
Director Rajat Gupta, 54, bas been 
making a case for focussing on the 
positives and just doing it. Recently 
in India, Prahalad and Gupta spoke 
separately to BT on their agendas 
for India. Excerpts: 

What do you think India got right in the 
last 10 years? 

Gupta: | think that in many many 
areas the government has dere- 
gulated and got out of the way. 
Software is one great example. 
They should do more of it. Funda- 
mentally, it has put in place a 
good education system, but it has 
to be scaled up a lot. Somebody 
was saying today why five IITs, 
why not 50? The education system 
is good. Very good. But it really 
needs to be scaled up. 

Prahalad: What we have been able 
to get right is allow for a few ex- 
periments so that the success of 


VIVAN MEHRA 


BY 


the experiments gives us the con- 
viction that the direction is right. s 
Take, for example, the telecom Ё j C.K.Prahalad: B } j fom experiments 
experiment. There’s lots of doubts 


OGRAPHS 


PHC 
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"FIX THE 
PROBLEMS FIRST" 


Rajat Gupta's India agenda*. 
A summary. 


TS PER CENT GROWTH IS ESSENTIAL 
and possible. India has the 
highest number of people coming 
into the work force over the next 
10 years. The momentum of ex- 
port-driven services like software 
and BPO must be maintained. 
However, critical domestic serv- 
ices such as healthcare need dra- 
matic improvement. The 10 per 
cent growth cannot be achieved 
by focussing on export-related 
services only. 

India's manufacturing sector is 
small compared to high-growth 
economies like China, where 
manufacturing accounts for 35 
per cent of the GDP. Also, the 
growth of India's manufacturing 
industry is slow. To grow at 10 
per cent, India will have to be led 
by domestic services and manu- 
facturing. The key requirements 
for the 10 per cent growth are a 
proper VAT system, reduction of 
import taxes, reforms in labour 
laws, kickstarting SEZ growth, 
power reforms, fiscal reforms, and 
changes in banking regulations to 
reduce the real interest rates. 

India has a large export op- 
portunity. Indian can be com- 
petitive in 75 per cent of the 
sectors that form 54 per cent of 
the world trade. 

Presented at TiE Con, New Delhi 
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What are the sectors you are bullish on? 
Prahalad: I’m bullish on India. 
Telecom is fine, software is fine, 
pharmaceuticals is fine. We have 
said all this and everybody knows 
that. We have never even asked the 
question, why not food processing? 
Why can’t food processing be as 
exciting? It can be if we allow the 
same underlying structure of free- 
dom to experiment, and a lack of 
restrictions so that people create 
new products. For example, what 
did we learn from Jet Airways? I can 
tell you, I travel around the world. 
I would rate Jet Airways as good as 
any airline. So we have tremendous 
early successes. To me that means 
you can go from Jet Airways to 
Infosys to Ranbaxy. 

Gupta: I think for knowledge-based 
industries, this is a great place. The 
BPO revolution is just starting and we 
are at the early stages of the trend 
that will continue for 10-15 years. 
There I think India has a great 
chance to get into high value added 
services, not just the call centres. 
We just have to build up the infra- 
structure and the education system 
to do that. I’m very heartened by 
the number of R&D labs. I’m very 
bullish on that. I think that bio- 
technology, healthcare and phar- 
maceuticals are areas where our 
knowledge is very very effective. 
Again it’s at its infancy and you 
can see the basic building blocks 
being put in place. My hope is what 
we are talking about today. | don’t 
think all of that is sufficient to do 
what we need. They are very spe- 
cialised areas and can contribute a 
lot but not in the scale that we 


“India has the engineering talent and the 
labour force to succeed in manufacturing. 
The barriers are all self-imposed” 


need. Broad manufacturing, food- 
processing and agriculture are the ar- 
eas that will ultimately take us to the 
10 per cent growth zone. 


Everybody is busy writing off manu- 
facturing in India. Do you think India 
still has a chance? 

Gupta: I do think India has what it 
takes in manufacturing. It has the 
engineering manpower, it has the 
labour force. Most of the barriers 
are self imposed. It has nothing to 
do with the underlying resources. 

Prahalad: ГЇЇ give you examples. 
Look at Sundaram Fasteners, 
Sundaram Clayton is not only a 
Deming award winner but also the 
winner of the Japan Quality Medal. 
I look at it and say, in the entire 
automotive industry, the two- 
wheeler industry that is, there are 
three companies that have world 
scale. If you look at auto ancillaries, 
we are world class. Kalyani exports 
forges all around the world. In other 
words there are so many pieces of 
excellence. The burden of proof 
on which you cannot do well, is 
on you. Because I can show you in 
every sector there is an island of 
excellence. The question is how to 
you take that island of excellence 
and enlarge its scope. 


So what's the challenge here? 

Prahalad: The real challenge for us is 
to say how do we take an experi- 
ment like telecom and how do you 
leverage it in a broad sense. The 
second interesting thing for me is 
how do you take an experiment 
like custom software and see the 
success that is achieved by young 
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et Airways, Epicenter Technologies, Sedco-Forex, 
Samsung Engineering, Schulte Ship Management, 
If Lubricants, Hercules, Parker Hannifer, 
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The winner takes it all 


Hiranandani Business Park 


Powai, Mumbai. 


The best of corporate India and the best of Fortune 500 companies share one common address: Hiranandani Business Park 
With 10,000 employees working in and out of 1 million sq. ft., the business park is a beehive of high-end activity. Our clients аг 
drawn from diverse industry segments such as FMCG, Shipping, Pharma, Engineering, IT, ITES, etc. who consider Hiranandan 
Business Park best-equipped for their individual needs. Our credo has time and again proved that, excellence attract: 


excellence, a trait that makes a winner who finally takes it all! 


Easy Accessibility: 

* Proximity to International, Domestic Airport & Highways 

* Easily accessible by Rail & Road * Major growth centers ir 
the vicinity like SEEPZ & MIDC * 8 five-star hotels 


Infrastructure: 

* Dual-feed power supply from TATA & BSES 

• Fiber optic cable backbone 

* Digital exchange in the vicinity 

• Large floor plates - upto 30,000 sq. ft., per floor 


World of conveniences available in the Business Park: 
* 6 banks & ATMs * RODAS - an Ecotel hotel 

* 24-hr. coffee shop * Multi - Speciality hospital 

(Under Construction) 

* Residential leasing options available 
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Offices available on lease / outright basis. Area 1000 to 2,50,000 sq. ft. 9 E] 


Olympia, Central Avenue, Hiranandani Business Park, Powai, Mumbai - 400 076 
E-mail: pathare.ashutosh 6 hiranandani.net • website: www.hiranandani.com 


Tel. : 2576 6734 / 45 * Fax : 2570 6444 Hiranandani 
Ashutosh : 9821054714 * Anil : 9820235991 creating better communities 
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E I you can be successful at the bottom 
| © | of the pyramid in India, and hone your 
: Skills, you can succeed anywhere" 
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people with very small organisa- 
tions. You always talk about Infosys, 
Wipro, Satyam, Cognizant and TCs. 
They are very important role mod- 
els, but the industry is extremely 
fragmented and small. That is what 
creates vibrant quality. So what we 
have really found is that India can 
invent a new form of multinational. 
I call them micro-multinationals. 
You can have a 30 people or- 
ganisation in software. From day 
one I produce world-class quality. 
From day-one I do 90 per cent of 
the selling outside. From day one I 
have young people, who have never 
travelled anywhere, suddenly be- 
coming expatriates. Suddenly I have 
all the problems of a global man- 
agement—forex, travel, intercul- 
tural competence building, human 
resources, visas and the whole lot. 
We do that routinely. In other 
words we might have fundamentally 
invented a new form of multina- 


tionality and globality. 


Is it possible for an economy to be- 
come a superpower without actually 
growing its domestic market? 

Gupta: That's what I said (earlier 
in a speech). All this software and 
BPO are export oriented. So we need 
to focus on services and manufac- 
turing for the domestic market. 
You can't have a buoyant healthy 
nation without a healthy set of peo- 
ple. So areas like healthcare need a 
lot of attention. 

Prahalad: The point I want to make 
is this: exploit the domestic market 
to understand how to be innovative, 
how to use new technology, how to 
get very low cost. Without that you 


cannot survive here. So if you can 
do it for the poor, you can make 
money with the rich. But if you do 
it for the rich, you can't make 
money with the poor. That is sim- 
ple. So I’m very clear in my head. If 
you can succeed in the bottom of 
the pyramid here and you hone 
your skills, you can be successful 
everywhere. 


Do you think it makes sense, or is it 
even feasible in the first place, for the 
government to create policies (such as 
no-hassle excise computation or cus- 
toms clearance) for a "Winners Inc."? 
Gupta: I’m not in favour of artifi- 
cially creating scale and creating 
national champions by fiat. But if 
they emerge as a result of competi- 
tion and are able to be globally 
competitive, that's great. And in a 
free market, winners will emerge. 
New entrepreneurs will develop 
and if the market is attractive, there 
will be competition as an essential 
ingredient to creating competitive 
practices and world-class compa- 
nies. 

Prahalad: Why do you need the 
government for that. I think over a 
period of time it will happen. 
When you increase the overall trade 
to 25 times of what it is today, 
there is no bureaucracy in the world 
that can play inspector. They just 
have to accept what people are say- 
ing. Also people will not have time 
to cheat because they are making 
good money anyway. In other 
words, we are suffering from a zero- 
sum game orientation and a scarcity 
model of economic development. 
We have to break both. Efi 
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БЫ Introducing fully-integrated client security. The Symantec revolution continues. 


The ‘secure enterprise is here. Now the revolution that began at the gateway with Symantec™ Gateway Security has spread to 
ssktops and laptops. Introducing Symantec" Client Security, the world's first comprehensive, fully-integrated client security 
d lution. It seamlessly integrates the critical tools—intrusion detection, firewall and virus protection—into a powerful, unified 
defense. Its centralised management console lets you install, configure and monitor all components from a single workstation, while 
а ingle update simultaneously makes each component current with the latest threats. Write to us at custserv. india@symantec.com 
our contact details and we will send you our latest white paper, “Integrated Security: Creating the Secure Enterprise.” Or кй 
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It has won no major advertising award for years, doesn’t have a national 
creative head, has just seen a messy succession planning issue play itself out, 
and has lost some of its best people in 2002. All this, and JWT India remains 
the country’s biggest advertising agency and is likely to stay that. So, what 
makes the agency that CEO Mike Khanna built unbreakable? 


OT TOO LONG AGO, PEOPLE 
who called pwr India СЕО 
Mike Khanna on his mobile 


phone would get either his chauffeur 
or secretary. Not any more; these 
days, the 63-year-old Khanna totes 
his phone around. Attribute it to 
the inexorable march of technology. 
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Or attribute it to the times. The 
agency Khanna has headed for the 
past 18 years, the country’s largest, 
the Rs 1,589-crore J. Walter Thom- 
pson India (formerly Hindustan 
Thompson Associates) is going 
through what may well be the most 
troubled phase of its 79-year-old 


existence and there’s no telling what 
news, good or bad, the next call 
will bring. 

Circa 2003, the behemoth’s con- 
tinued dominance over the Rs 8,600- 
crore advertising market is in threat, 
the logical culmination of signs that 
surfaced, one at a time and rather 


infrequently at that in the late 1990s, 
and then rapidly accelerated in 2001. A 
sampling from the past 14 months: in 
December 2001, Sunil Gupta, heir ap- 
parent to Khanna leaves in circum- 
stances far from pleasant; then, in 
February 2002, O&M replaces JWT India 
as the preferred agency of advertisers in 
AgenyTrack, research firm ORG-MARG’s 
respected advertising industry moni- 
tor; through the year, the agency’s eff- 
orts to find a replacement for Ivan 
Arthur as the national creative head 
fail; and in May 2002, three more sen- 
ior-than-senior execs leave. 

jwr’s billings do not reflect any 
of this: with billings of Rs 1,589 crore 
for 2001 (2002’s figures are yet to 
be tabulated by the notoriously cagey- 
with-numbers industry), it stands head 
and shoulders above rivals such as 
Lowe India or O&M Advertising. No 
major client has taken its account 
away from the agency although there 
is every chance that HLL may shift its 
Close Up brand to another agency. 
And JwT has gained some Rs 100 
crore of new business from 20 new 
clients in 2002. Unbreakable, did you 
say? Yes, but for how long? 


Always A Middle-Of- 
The-Roader 

With the suits calling the shots, cre- 
ativity has never been a priority for 
JWT. Not too long ago, says а former 
employee, the executive committee 
would spend almost all its time dis- 
cussing finances. Any calls for building 
or nurturing creative talent—and there 
were some claims the man—were re- 
jected out of hand. Things are different 
today. “Yes, we lag behind in creative 
leadership,” admits Khanna, “but we 
are looking for a fighter there.” 

As long as it was successful, the 
strategy driven approach worked for 
Jr. If it wasn’t broke it didn’t need to 
be fixed, went the reasoning within 
the agency. The result? Functional 
campaign followed functional cam- 
paign. Some of the agency’s advertising 
didn’t work spectacularly well; nor 
was it a complete failure. And so JWT 





What, Me Worry? 


Creative mediocrity is JWT India's 
public enemy £1. 


&M'S PIYUSH. PANDEY, MCCANN'S PRASOON JOSHI, AND LOWE'S 

R. Balakrishnan (aka Balki) get more press than their res- 
pective ceos. Jwr's... er, well India's #1 agency doesn't have a cre- 
ative head. The last man to hold that post was Ivan Arthur who reti- 
red in August 2002, at the ripe old age of 60. The grapevine had 
it that Deepa Kakkar, Vice President and Executive Creative 
Director at the Mumbai office was being groomed for the post, but 
the lady quit in July 2002. 

So, for well nigh seven months, swt India has gone on about its 
business without a creative head, making do with Peter Hughes, 
ıwr's Asia-Pacific creative head based out of Bangkok whose 
services it enjoys for 15 days every month. And so, even as 
names such as мту'ѕ Cyrus Oshidar do the rounds, the monolith 
continues its quest for someone who will be able to fit into the strat- 
egy-planning led swt way, yet help the agency make that creative 
lead that has eluded it thus far. 

Still, jwT's very success makes this search difficult. “A successful 
system like Jwr India is difficult to change,” says Piyush Pandey, 
President and National Creative Director, o&M, the agency that has 
usurped the creative leadership of India's very own ulcer gulch. 
“What it needs is a strong creative person who can battle with the 
system and bring in discontinuity.” And while Jwr India has gone 
on producing brand-driven formulatic creative work, its peers have 
forged ahead: the agency did not win a single Gold Abby (Bombay 
Ad Club) award in 2002; nor did it achieve anything of note in global 
advertising shows. Sooner than later, this culture of creative mid- 
dle-of-the-roadness could manifest itself in the work the agency does 
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Missing the zing 
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Business As Usual... 


...but that could change if the company loses 
Hindustan Lever's Rs 60-crore Close Up account. 






The smiles are 
still there 


LTHOUGH THE FIRST SIGNS THAT JWT INDIA COULD LOSE ITS THOUGHT- 

leadership in the advertising industry appeared as early as the 
1990s, but it wasn't until early 2002 that Ogilvy & Mather replaced 
the agency as Indian marketers’ #1 choice in oRG-MARG's 
AgencyTrack. “Any advertising agency's product is its creative 
(output)," says a senior manager who quit the advertising agency 
last year, “апа by 1997-98, swt had already become a dirty 
word with clients." 

Still, AgencyTrack or not, and dirty word or not, мт coasted on, 
its business unaffected and its billings on steady-state growth mode. 
The inability to bag awards didn't bother the agency. Nor did the 
fact that it was slowly losing its lustre as an employer of choice for 
young creative talent. 

All that was fine in the heady days of 30 per cent growth, but 
as markets started decelerating, clients started wondering why their 
advertising wasn't as inspired as the competiton’s. It was functional 
and it was not terribly off the mark, but it lacked the zing. That was 
little reason to shift accounts, though, at least, not for the multi- 
national corporations that believed in international alignments 
with advertising agencies— close to 60 per cent of ywr's business 
comes from such accounts. 

Yet, there's only so much a client can take. The Rs 60-crore 
Close Up account is up for review and the buzz is that HLL may con- 
sider either o&M or Contract in Jwr's stead. One swallow doesn't a 
summer make, or does it? 
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plodded on, a strategic and marketing 
middle-of-the-roader, but a creative 
laggard. “Jwr mirrors client hierar- 
chies at every level,” explains 
Ashutosh Khanna, senior Vice 
President and Head, Delhi, Grey 
Worldwide. “So much so that a Pepsi 
thinks like a jwr—that’s a recipe for 
safe, strategic work, but not break- 
through advertising." 

JWT also suffered by comparison. 
O&M went into creative overdrive in 
the early 1990s, and McCann and 
Lowe by the end of the decade. By 
then no one was under any illusions 
about the agency's creative abilities— 
critical to retain existing clients, at- 
tract new ones, and develop creative 
talent. “JwT is an account manage- 
ment driven agency," puts Samir Datar 
a former Thompsonite and now Client 
Services Director at Cheil Commu- 
nications. *You won't find their cre- 
ative guys being named when the hon- 
ours are being called out." 

Khanna's anointed successor 
Kamal Oberoi, an agency insider, 
hopes to change that. *We want to 
correct whatever perception there is 
of us not being creatively driven," he 
says. "We are making a sustained ef- 
fort to push our creative people out 
for the world to see." Still, that won't 
mean the suits will curl up and go to 
sleep. *Our genes won't change," 
says the man who takes over from 
Khanna in April 2003 (the latter 
steps back into a more mentoring 
sort of role apart from remaining an 
Area Director for JWT). 

Until now, many of these pro- 
nouncements have remained mere 
words. A frantic several-months-and- 
counting hunt for a *fighter who can 
serve as creative head" has proved 
futile. Strangely, no one seems to 
want the top creative honcho's job 
in India's #1 agency. “The bureau- 
cracy at JWT is so strong that I would 
have been unable to change much in 
the way of how it approaches the 
creative function," says the creative 
head of one of India's top agencies 
who was offered the job. 
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It’s All Over Now 


de a while, it looked like JWT's succession saga would spiral 
out of control. Things look better now. 


F JWT INDIA HAS BEEN IN THE NEWS FOR THE PAST COUPLE OF 
years it hasn't been because of big account wins or 
awards. Instead, the agency has made the headlines over 
a messy succession issue. Heir apparent Sunil Gupta left 


in December 2001, under circumstances 


that were far from ideal. A spate of sen- 
ior-exec exits followed: Vice President 
and Executive Creative Director Deepa 
Kakkar in July 2002, and Planning 
Director Bindu Sethi, Client Services 
Director Jishnu Sen, and Commercial 
Director Ajit Kohli, all in May 2002. 
The advertising fraternity believes the 
issue is far from resolved. One camp says 
Mike Khanna will be succeeded by Ambar 
Brahmachari, now head of swt Japan, 
while another says wee Head Martin 
Sorrel will identify the successor. Khanna 
insists that all succession issues have 
been resolved. "Kamal (Oberoi) will take 
over from me in April 2003," he says. 
Still, protracted succession planning and 


*We want to give supreme au- 
thority to the creative head," rues 
Khanna. *But no one is willing to 
take on the responsibility." And so, 
Khanna and Oberoi are breaking 
boundaries in JWT, striving to create 
a non-bureaucratic performance 
oriented culture. Demographically, 
JWT seems to be on the right track. 
Khanna is 63. His replacement, 
Oberoi is 47. And the head of jwr's 
Mumbai branch is the dapper 38- 
year old Tarun Rai. None of that 
will help if the agency doesn't find 
a creative head fast (An announce- 
ment was imminent as this magazine 
went to press). *Look around at 
any agency turnaround,”says 
Sandeep Vij, President, Optimum 
Media Solutions, the media arm of 
Mudra Communications. “The 
story always revolves around a fire- 
brand creative head.” Vij is right: it 
was Piyush Pandey for O&M, Balki 


for Lowe, and Prasoon Joshi for 
McCann. Who will it be for JWT? 


Looking For An Alternative 
Solution 

JWT’s cause hasn't been helped by 
the profile of clients it handles. Its 
growth is largely a function of in- 
ternational realignments (Reckitt 
Benckiser shifts to pwr Worldwide 
and the Indian arm benefits from 
the move). In JWT India's case, 60 per 
cent of its business comes courtesy in- 
ternational alignments. In an effort to 
achieve breakthrough growth, 
Khanna says the agency is looking for 
“non-aligned businesses", much like 
Hindustan Petroleum Corporation 
Limited and Godrej Appliances both 
of which it signed on last year. He is 
also considering acquisitions. “We 
are looking at specialised agencies 
that have business of at least Rs 50 
crore." All that will help, as will 


the fact that the agency is now looking for an outsider to 
take over as creative head (just not on in India's very own 
university of advertising) signal that things are definitely 
amiss at Jwr India. 


Sunil Gupta (L) and Kamal Oberoi: The once and future king 





Jwr's efforts to grow allied busi- 
nesses such as direct marketing. 
ThompsonConnect, for instance is 
building Econnect, a back-end for all 
of its parent's direct marketing data, 
the sort of rr-enabled services busi- 
ness for which India is renowned. 
*Worldwide," says Khanna, in a 
rare philosophical moment for a 
man who is very much a business- 
minded advertising pro, "clients are 
losing respect for advertising." 
*[ndia may go the same way if we 
don't pull ourselves (out of the 
rut)." That, jwr India may be able to 
admit its competitors. “Yes, JWT 
faces several challenges," says Sorab 
Mistry, Chairman & cEo, McCann 
Erickson India, an agency whose 
star is clearly on the ascendant. “But 
now that it has recognised the chal- 
lenges and is addressing them, it 
should be able to overcome them.” If 
only it were as easy. @ 
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REKINDLING HOPE 





Her parents 


cursed the 
day she was born. 





So does she. 





Children without any life. Children without any future 


Children without any reason to celebrate. You see them 
all around you. But while you are concerned, you may 
not know how to help them. You may also not be sure 
if your contribution will actually bring a change in the 


lives of these girls or it will go waste 
To help you help these little girls, there is Amitasha 


A Foundation for the underprivileged girl child, Amitasha 


is one of the many concerns of Amity Humanity Foundation 


On its own, and through concerned individuals like you, 
we try to give these girls something more than just 
education, clothes and healthcare. We endeavour to give 
them love, confidence and a feeling of belonging. A life 


which is worth living. 
Yes, you can give her a reason to celebrate her life 


You can [a Key f 


Dr. Ashok K. Chauhan 

Founder, Amity Humanity Foundation & Amity Institutions 
Chairman, AKC Group of Companies 
drchauhan@akcgroup.com 


Nurturing the girl child 


A project of AMITY HUMANITY FOUNDATION 
Call 011-24699700 or visit www.amity.edu 
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Tiger Woods and Venus 
now IMG is showing Indian 
biggest bang for their 

And it is making a tidy bit 


HE MID-DAY SUN IS RELENTLESS OVER CHENNAI'S NUNGAMBAKKAM 

Stadium, arguably India’s most modern tennis facility. 

Inside, the 5,800-seat stadium is abuzz with activity: walkie- 

talkies crackle with orders, smartly clad boys and girls 

energetically crisscross the court. Chairs are carted in, two 

girls sprint in, precariously balancing silver trophies, while a few of their male 

counterparts, well-endowed in the muscles department, heave and haul 

large fluorescent-blue signboards imprinted Tata Open. And Ravi Krishnan 

stands amidst it all, quietly taking it all in from a vantage position on centre 

court, baseball cap turned backwards in a way that is no longer fashionable, 

squinting at a four-page run order through dark shades. Krishnan is supervising 

a dry run for the next day's award ceremony and the stage has to be set in three 

minutes flat. The rehearsal ends; 40-odd heads turn expectantly towards Krishnan. 

The athletic 34-year-old wipes his brow, takes a quick gulp from a Diet Pepsi and 

shakes his head from side to side. Not quite there, interprets Event Director Nidhi 
Choudhary. And it begins all over. Four dry runs later. Krishnan finally relents. 





Williams swear by it; 
corporates how to get the 
sports marketing buck. 
itself. BY ABIR PAL 


Acing events comes naturally to Ravi Krishnan, Managing Director, | 
IMG-India and South Asia, because that’s what he does for a 1. 
company he heads is the Indian subsidiary of the $1.25-bi 
6, 6,000 asd IMG cone founded by former Yale Law School 


est feather in IMG India’ s cap. In the seven years m: 
organised some of the most high-profile sports and fa 
try has seen—the Royal Challenge Indian Open Golf, t 
and ше Lakme India Fashion Week. The agency ha 


VO 
М. But call Krishnan an event manager, and the former cor 
C layton UTZ, Australia's largest commercial law firm, shudders. ^^ 
a sports, lifestyle and entertainment marketing company, with events being onl 
of the different marketing solutions on offer,” he clari 











twang. Internationally, IMG isn’t just about events. There’ $ celebrity managem nt th 
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IMG's India team: Front, sitting (L to R) Zubin Sarkari, Director (Fashion Events), Shantanu Chatterji, Head of pro- 
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gramme (TWI), Standing (L to К) Nidhi Choudhary, Director, Events, Jamie Stewart, Director (Sales), Ravi Krishnan, 
MD, IMG-TWI South Asia, Rishi Narain, GM (Business Development India) 


started it all; golfing legend Arnold Palmer was IMG's 
first client. And former clients still swear by it. “We've 
been partners longer than my wife," banters former IMG 
client and tennis star Vijay Amritraj. "They not only took 
care of all my hassles and left me to play—which is what 
every athlete does best—but also made sure that I ear- 
ned four-to-five times more off the court." Tiger Woods, 
Pete Sampras, Vijay Singh, The Sisters Williams, and oth- 
ers to whom IMG plays Jerry Maguire will vouch for that. 

IMG doesn't just advise its clients on how to enhance 
their brand value but also provides expertise, contacts 
and specialised services to individuals and organisations 
that wish to capitalise on the commercial potential of a 
name or an image. The All England Lawn Tennis Cham- 
pionships? IMG represents it. The British Open Golf tour- 
nament? Ошо. Then, there is ІМС” television arm, Trans- 
World International, one of the world's largest inde- 
pendent producers and distributors of sports programm- 
ing—it churns out 6,000 hours of original programming 
annually. Today, sports and prime-time Tv go hand in 
hand, driving and feeding off each other. 

So, is it possible to do what IMG does in India and 
make money? Actually, yes. IMG India returned rev- 
enues of Rs 70 crore last year. And it has been 
profitable from the very beginning, claims Krishnan, 
from the time it set up office in India. Predictably, 
parent IMG Group's Chairman McCormack is 
thrilled. “We have groomed local talent that has not 
only performed to world-class standards in India, but 
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has successfully transferred its expertise to various 
projects around the world,” he gushes. 


Everything’s Event-ual 

Events are IMG India’s bread and butter; they contrib- 
ute close to 60 per cent of its revenues—the rest 
comes from television. That may sound easy, but it in- 
volves a gamut of activities from matching events 
with sponsors (or designing events for companies that 
have the money to spend and know they want a golf or 
cricket event but little else), marketing the event, and 
managing the details. The Tata Open, for instance, was 
formerly the Gold Flake open but post the ban on sur- 
rogate advertising for cigarettes, IMG had to find a 
new title sponsor for India’s only ATP-sanctioned event. 
That wasn’t too difficult for an organisation that found 
a new sponsor for the Indian cricket team after a simi- 
lar ban forced rrc's Wills out. Sahara was the sponsor 
and the deal was worth Rs 100 crore when it was 
signed in 2001. (The company has now run afoul 
the International Cricket Council’s new anti-ambush 
marketing caveat, but that’s another story). 

The event, now in its seventh year running, made 
marketing sense for the Tata Group which has decided 
to sponsor it for three years. “Events like these are an 
ideal example of experiential marketing that will 
work very well,” feels Romit Chatterjee, Vice President 
(Corporate Affairs), Tata Group. And so, the Tata Group 
didn’t have a problem signing on the dotted line. 
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Not with the kind of benefits IMG listed in its pitch: ti- 
tle sponsorship, an exclusive Tata pavilion at the sta- 
dium showcasing all Tata Group companies and a cha- 
nce to be associated with a world-class sporting event. 
Once the deal was struck, IMG’s fabled planning mac- 
hinery got into the act positioning the event (the Tata 
Open was pitched as a warm-up for the Australian 
Open, which should be progressing as you read this sen- 
tence), recreating the same conditions as Melbourne 
Park, even using the same balls (Dunlop Fort) and 
paving over the court with the same fast surface (Play 
Pave). That’s business as usual for the company, swears 
Events Director Chou- 
dhary who sometimes 
starts planning an event a WH AT 
year ahead. “We have a 
plan B, a plan C, and a 
plan D,” she grins. “And 
then we have a contin- 


gency plan.” 
Detailing apart, it is 


MADE THE 
SHOW CLICK 


supervising a live seven-camera broadcast. “Even 
while retaining our leadership in live sports program- 
ming, we are diversifying into other areas like fashion, 
entertainment, and adventure sport.” This is so since 
over the past four years, TWI has seen its contribution 
to IMG India drop from 70 per cent to 40 per cent now. 


Leveraging Local Learnings 

With his spiky hair, wraparound shades and nonchalant 
manner, it is the easiest thing in the world not to take 
Zubin Sarkari seriously. Yet, with a degree from Mrr and 
extensive work experience on the New York fashion 
scene, he’s the last word at 
IMG India when it comes 
to fashion events. The 
brain behind conceptual- 
ising and implementing 
Lakme India Fashion 
Week (three years and 
running) Sarkari has now 
been entrusted with the 


IMG’s networking skills and 
global expertise that floors 
clients. In lingua franca, 
that means IMG can guar- 
antee a world-class event 
because it has organised 
several thousands of the 
same around the world, 
and ensure the participa- 
tion of some big names 
because it either represents 
them or knows someone 
who does. “IMG is very or- 
ganised,” admits Prakash 
Nanani, the Chief Oper- 
ating Officer of the Jumbo 
Group’s Indian operations. 
“But what we have really 
benefited the most from 


F YOU THOUGHT ORGANISING AN EVENT MEANT ERECTING A 

makeshift dais and finding a caterer to dish out 
some (typically) greasy eats accompanied by the reg- 
ulation cola in a styrofoam cup, think again. And 
soak in some stats from the Lakme India Fashion 
Week that imc organised in Delhi: 17,000 visitors, 
17,500 buttons, zips and pockets, 10,000 meals, 
15,000 litres of water, 18,000 square feet of car- 
peting, 8,000 hangers, 7,500 square feet of cloth, 
200,000 e-mails exchanged and a staggering 
300,000 man-hours. In comparison, tennis seems 
a picnic. All that the Tata Open required was a 
tournament director from Spain, an ATP supervisor 
from UK, a trainer from Denmark, 5,000 Dunlop Fort 
tennis balls from Phillipines, racquets from Malaysia, 
100 local linesmen and ball boys, speed guns from 
Australia, 6,000 printouts, 15,000 photocopies, 
1,500 feet of computer cables... phew! 





task of developing fash- 
ion events for IMG all over 
South-East Asia. “Our 
learnings here in India have 
been fantastic and there 
is no reason why the same 
can’t be replicated given 
the similarities between 
India and South-East Asian 
countries.” 

Over time, it will be 
these local learnings that 
differentiate the winners 
from the also-rans. For, 
as Samir Singh, CEO of 
Bangalore-based WorldTel 
puts it, “International affi- 
liation alone cannot guar- 
antee you success in this 


is their ability to network globally.” For the record, 
Jumbo spends close to Rs 10 crore a year on golfing 
events such as the Royal Challenge Indian Golf Open. 

' The iMG business model is straightforward: it gets 
a fixed implementation fee for conceptualising and 
managing an event and it gets a percentage of the 
sponsorship it generates. The latter, more often than 
not, exceeds the former, sometimes by a factor of 
two. To insulate itself from the perils of short-termism, 
IMG only strikes medium-term deals (three-to-five 
years). And its television business gives it a nice cush- 
ion. In Chennai, the day before the Tata Open final, 
bleary-eyed head of production, тхл, Shantanu 
Chatterjee stands in front of a panoply of Tv monitors 


business." Singh is all praise for IMG's structured systems, 
processes, and reporting structures. As is Sanjay Lal, СЕО 
& Executive Director, Percept D'Mark, one of IMG’s 
competitors in the Indian market. *They are undoubtedly 
the number one sports management company in the 
world, though I think they need to spend some more 
time understanding the Indian customer." 

On the sloping walls of Krishnan's office in a repur- 
posed mill in Central Mumbai, framed copies of Sports 
Illustrated and Vogue rub shoulders with autographed 
celebrity blow-ups. Surrounded by sundry trophies 
and stacks of video tapes Krishnan is congratulating his 
core team on the Tata Open, a job well done. You see, 
they got that stage done in three minutes Паг. El 
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The 
Model 


Development 


Filmmakers usually sign 
a big star then go 
shopping for the script 
and the other pieces 


Production 


Producers normally 
work out costs and 
schedules in their mind 
and in an ad-hoc 
fashion 


Distribution 
Film-makers worry 
largely about selling 
movie to distributors; 
promotional campaigns 
are not thought out 





# ТАТА INFOMEDIA 


The one-time listings seller is embarking on a career of 
organised movie-making. Can it make a go of it in India’s 
notoriously chaotic film industry? sy зма sHuKLa 


N A SUNNY DECEMBER 
morning in Mumbai, 
34-year-old Mandeep 
Singh, a hobby actor 
who has essayed bit parts in televi- 
sion serials meets with his Vice 
Chairman and Managing Director 
Hoshang S. Billimoria at the 
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Prabhadevi-Mumbai office of their 
company, Cutting Edge Entertain- 
ment. India's best known actor 
Amitabh Bachchan is to begin 
shooting for Aitbaar (Faith), a mo- 
tion pic that the company is co- 
producing and Singh is here to 
convince Billimoria that Bollywood 


protocol demands that he be there 
to welcome the man. Convincing 
done, he rushes off to the run- 
down National Exhibition Centre 
in one of the city's suburbs where 
an old mill—there are several of 
the kind in Mumbai—has been 
converted into a Potemkinesque 






H. Billimoria, VC & MD, 
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Tata Infomedia: 
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The 
Model 


Development 


Tata Infomedia will 
get a script in place 
first and then fit in the 
other pieces 


Production 


Tata Infomedia has 
systems and processes 
to list requirements, 
schedule shoots, and 
arrive at costs 


Distribution 
Tata Infomedia will sell 
the film like it does a 
product; a brand-build 
ing strategy will be in 
place pre-release 


OES TO THE MOVIES $ 


slice of South Mumbai. At the cen- 
tre, hot-shot director Vikram Bhatt 
is trying to get Bollywood's lat- 
est It girl Bipasha Basu to display 
the requisite emotion for a scene 
she is enacting with co-star John 
Abraham. Basu's emoting abilities 
seem handicapped by a dozen-odd 
artificial rainmakers—garden hoses 
with shower heads attached—cas- 
cading water on her for the regu- 
lation drenched dress sequence. 
By now Singh's tie has dis- 
creetly disappeared and ignoring 
the watery charms of Ms Basu— 
she is the cynosure of most other 


male eyeballs on the set—he is en- 
grossed in a discussion with ex- 
ecutive producer Khusroo Bhadha. 
The shooting at the mill has been 
on for 10 days, it has to end in an- 
other seven, and Singh is keen it 
does—Bollywood productions are 
notorious for their disregard for 
deadlines. The meeting is inter- 
rupted by the art director who 
says the scene can't be shot un- 
less an art folder can be found— 
Abraham is an artist in the pic and 
his house must have one, he insists. 
So, Bhadha zips off on a scooter to 
find one and Singh joins another 


colleague Girish Mallya, who is 
chatting up actor-turned-producer 
Sujit Kumar whose son Jatin is 
co-producing the film. 

All business as usual in Bolly 
wood—only, Singh, Billimoria, 
Bhadha and Mallya aren't your 
everyday film-people; not too long 
ago some of them were in the busi 
ness of selling directories. The four 
are on the rolls of the Rs 126.8 
crore Tata Infomedia, the newest 
corporate to enter the bad-bad 
world of Bollywood (See Bollywood 
Inc). Movie-making is the last busi 


ness one would associate with a 


bt enterta 


ainment 


staid company that spe- 
cialises in directories, hobby 
magazines, and children's 
books, and with a CEO who 
looks more like an aca- 
demic than a movie mogul, 
but Billimoria shrugs off 
the diversification as if it 
were the most logical thing 
in the world. 

The explanation: the 
slump in advertising hit the 
company's core business, 
operating margins fell some 
6 percentage points in 
2002, and for a cash-rich 


company (it had close to Rs 87.43 


US AND THEM 
How Bollywood's cost compares with Hollywood. 
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r——- Production cost* —— 


Star salaries - 


Advertising & Promotional cost = 


HOLLYWOOD 
* Production cost includes overheads and interest; print cost is indicative 
of the number of prints of the film made 
Comparisons are for a typical Hollywood blockbuster (such as Die 
Another Day) and an A-grade Bollywood film (Devdas). Actual proportions 
could vary Source: Industry and BT Estimates 


extension. Radio, explains Billi- 





the company hit upon the 
idea of producing motion 
pics. “Manufacturing is 
struggling," says Billimoria. 
"This is a business with 
great potential." And 
Cutting Edge Entertain- 
ment was born. 


The Big Pay-off 

That, Bollywood is. Over 
the past two years, as India 
Inc has struggled to grow at 
single-digit growth rates, 
Bollywood has consistently 
nudged 15 per cent. Esti- 


mates put out by the Federation of 


crore on its balance sheet on March 
31, 2002) like Tata Infomedia, con- 
tent seemed a commonsensical 


moria, was out because of prohibi- 
tive licence fees; TV, because the rights 
would pass to the broadcaster. Ergo, 


Indian Chambers of Commerce and 
Industry (FICC)—conservative, claim 
Bollywood insiders—paint a healthy 





оис Ж ; Kishore Biyani: From retail 
Bollywood is a recent stores to movie production 
happening. Circa 
2003, though, there's lots of it happening. The A.V. 
Birla Group's Applause Entertainment will launch an 
Ando-UK film Anita and Me in February. Securities bro- 
- -kerage sski’s iDream has already produced two movies 
and distributed four others, including Gurinder Chadha's 
Bend it Like Beckham and Mira Nair's Monsoon 


Wedding. Pantaloon retail's associate рн Entertain- | 


ment is already on to its second film. And for all 
these companies, it is just business as usual. "The risk 
involved in a brand-launch and a film is similar," 
explains Kishore Biyani, Managing Director, рѕн. And 
` {һе presence of these organised sector heavies, adds 
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Amit Khanna- of 
Reliance Entertain- 
ment—he denies the 
'conglo is considering 
a foray into movies— 
serves as a bait for 
others. “The high 
growth of the indus- 
try and the fact that 
there are some 30- 
odd listed companies 
making movies is at- 
Jeetendra Kapoor: Extend tracting newer play- 
KE E mB ers.” And that, in 

turn, is forcing exist- 
ing players to corporatise their businesses. “Companies 
like ours have already made strides in ushering in pro- 
fessional systems into the industry,” says Jeetendra 
Kapoor, Chairman of the Rs 110-crore Balaji Telefims. 
“The entry of these corporates will accelerate the 





translate into big bucks at 
the box-office. “It needs to be appreciated that film- 
making is a creative field," says Kapoor. “It involves a 
certain talent and corporates entering the field will need 
to partner with experienced players if they are to 
succeed.” Touche. 
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picture: revenues of Rs 2,498 crore 
in 2001, 1,013 releases (Hollywood 
did 739), exports of Rs 525 crore, 
and returns of around 25 per cent 
for a modest success (a blockbuster 
can return in excess of 100 per cent). 

The timing of Tata Infomedia’s 
entry also seems right: Mumbai’s 
police department believes that 
mob-money accounts for just 10 
per cent of film finances today, 
down from 40 per cent a few years 
ago; Bollywood has been accorded 
industry status, making it possi- 
ble for film-makers to borrow at 
reasonable interest rates between 
16 per cent and 17 per cent, far 
lower than the 24-36 per cent they 
were used to; the West has dis- 
covered Bollywood; and lenders 
like Industrial Development Bank 
of India (See Shylock To The Stars) 
have shown that financing films 
is an economically viable proposi- 
tion. “In every industry, there is an 
inflexion point,” says Rajesh Jain, 
Executive Director, Corporate 
Finance, KPMG. “This, 2003, is it 
for the film industry—corporati- 
sation has begun.” 

Still, risks remain. In 2002, by 
its own admission, Bollywood lost 
some Rs 300 crore on revenues of 
over Rs 5,000 crore. Star salaries 
can account for as much as 40 per 
cent of a film's cost (See Us And 
Them). Directors, actors, and other 
professionals involved in the business 
are far from professional. And the 
long arm of the mob remains a very 
real threat—reaching its old clammy 
hand from West Asia. 

Cutting Edge's Singh insists 
much of this is exaggerated. 
“Investing in films is no more 
risky than investing in telecom." 
That's an opinion that is shared 
by private equity funds and ven- 
ture capitalists (See Tbe Coming 
Of The Angels). Why else would 
US-based Gw Capital invest $5 
million (Rs 25 crore) for a 27 
per cent stake in distributor 
Shringar Films? 
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SHYLOCK TO THE STARS 


How an otherwise beleagured financial institution 
financed films and laughed all the way to the bank. 


f iim BUSINESS OF FILMS IS A RISKY 
proposition, but financing films 
is a relatively risk-free process." That 
isn't a tyro-banker's famous last 
words. It is the considered opinion of 
a conservative banker, Viney Kumar, 
a General Manager at Industrial 
Development Bank of India. Since 
April 2001, he has overseen the 
bank's film-financing activity, invest- 
ing over Rs 60 crore in 20 films. Of 
the 20, six have been released thus 
far and Kumar claims a 100 per cent 
return on the ri's initial investment. 

Two years ago, Bollywood finally 
got the government to label it an 
industry. That opened the doors to 
cheaper finance. And ips! was the 
first to launch a film-financing prac- 
tice. It has thus far funded movies 
made by the likes of Crest 
Communication, Padmini Telemedia, Р.Р. Vora: Not a risky business 
and D. Rama Naidu. 

IDBI's secret: the success or failure of a film doesn't affect it; it re- 
covers its money even before the film is released. Post production, pro- 
ducers sell territorial rights to distributors. It is at this stage that the fi- 
nancial institution steps in and demands its money. If the producer does- 
n't ante up, the ri, which has rights to the master print of the movie 
holds up the release. Ergo, the only risk ipai suffers is, one, the film not 
being completed or, two, the producer being unable to sell the movie. 
The first the institution handles by financing only films made by reputed 
producers. The second should be addressed by the nascent but grow- 
ing practice of producers writing financiers a completion guarantee. One 
final tip: Kumar never lends more than half a film's budget. The formula 
has worked for him so far. 








Making Movies Better 

If Cutting Edge wants to make a 
go of its venture, it will need to 
tread a fine line between its business 
interests and the creative process 
that goes into (so traditional film- 
makers claim!) the making of a mo- 
tion pic. *Film-making cannot be 
done by everyone,” says producer- 
director Mahesh Bhatt. *There are 


people who like to delude them- 
selves that they are creative—we 
need their money, not for them to 
teach us our business.” 

Despite such opinions, there’s 
no denying the impact a corporate 
can make. For instance, Cutting 
Edge has designed a software that 
maps all scenes and their require- 
ments in terms of actors, props, 
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costumes, and technicians. Such 
monitoring, claims DSP Merril Lynch’s 
head of research, Jyotivardhan 
Jaipuria, can bring down costs by as 
much as 20 per cent. “Corporates 
are less wasteful than traditional 
producers,” says Pritish Nandy, 
whose eponymous company funded 
one of 2002-03's biggest hits 
Kaante. Jaipuria concurs. “Compa- 
nies have access to low-cost finance. 
They will also hopefully insist on 
things like bound scripts, a 
completion contract with the 
actors, etc., which will re- 
duce risks in execution.” 
Director Vikram Bhatt, for 
instance was happy to sign a 
20-page contract with Cutting 
Edge. “An organisation like 
this provides security to a 
creative professional,” he says. 

Thats the way things work 
in Hollywood where most 
motion pics are made by one 
of the six large studios— 
Disney, Warner, Universal, 
Paramount, Columbia and 
Twentieth Century Fox. All of 
them follow an integrated 
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All figures for 2001 


model, spanning everything from 
scripting to distribution. “These con- 
glos are vertically integrated,” ex- 
plains Sunir Kheterpal, a senior man- 
ager with Rabo Bank. “They adopt a 
portfolio approach to reduce risk.” 

That'll require companies such as 
Tata Infomedia to diversify into 
distribution and to process several 
motion pics simultaneously. Most 
corporate plays in film-making have 
chosen to steer clear of distribution 


BOLLYWOOD SNAPSHOT 
Some key Bollywood numbers 
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where Komal Nahata, Editor of 
Film Information claims “breach of 
contract is a norm and distributors 
promise to pick up a film only to 
throw up their hands later”. Cut- 
ting Edge sees the Rs 15 crore it is 
investing in Aitbaar as an educa- 
tional investment—one that will 
help it learn the business of film- 
making, yet fetch a 20 per cent 
return. It had better learn quick: 
Hollywood's conglos are making 
their presence felt in India 
and it is only a matter of 
time before they venture 
into the business of pro- 
ducing mainstream movies. 
*We are looking at distri- 
bution at the moment," says 
Paresh Manjrekar, Manager 
(Sales and Marketing), 
Twentieth Century Fox, *but 
we will enter production in 
the next three-to-four 
years." Bollywood Inc., then, 
seems set on the path of 
producing movies better. As 
to whether they'll be better 
movies, we'll wait for ticket- 
sales to do the talking. El 
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your spontaneous reactions to the situations you 

encounter. These top-of-mind reactions provide the 
best trace of your talents. They reveal the location of 
strong mental connections. 

Kathie P., a senior manager for a software com- 
pany, was bound for the Dominican Republic to attend 
her company's annual sales meeting. Squeezing into her 
tiny seat she glanced around her to see who was shar- 
ing the puddle jumper. Spread out in the back row was 
Brad, the aggressive and impatient CEO. In front of him 
was Amy, a genius at the details of software design. 
Across her was Martin, a gregarious, charming Brit 
who had singlehandedly managed to turned around 
their flagging European operations. And then there was 
Gerry, the insipid marketing head who as usual had an- 
gled his way into the seat next to Brad. 

"The problems began right after takeoff,” Kathie re- 
called. *We had just cleared the clouds when a loud 
alarm went off, the main lights went out, and the 
emergency lights started flashing red. As I felt the 
plane drop what seemed like a thousand feet in a 
second or two, I looked through the open cabin door 
and saw both pilots, necks flushed and stiff, turn to 
each other. I sensed immediately that neither of them 
had any idea what was going on." 

"After a moment of silence in the cabin—shock, I 
imagine—suddenly everyone started talking at once. 
Amy craned over and said, ‘Kathie, can you see the di- 
als? Can you see the dials?', Martin pulled out a bot- 
tle of Smirnoff from his bag and jokingly cried out, ‘At 
least give me one last drink", Gerry started rocking 
back and forth, moaning, ‘We are all going to die. We 
are all going to die.’ Brad was immediately at the 
cockpit door, screaming at the top of his lungs, ‘What 
the hell do you think you guys are doing up here?” 

“What was I doing?” Kathie said. “Watching, I sup- 
pose. The funny thing was, nothing was wrong. A 
faulty system had triggered the alarm, and the pilots just 
panicked and pushed the plane into a sharp descent.” 

Each of these reactions under extreme stress rev- 
ealed dominant talents and to an extent helped exp- 
lain each person’s performance on the job. Kathie’s 
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Beneath Those Reflexes 


Your spontaneous reactions to situations you encounter offer clues to your talents. 


keen observations of human nature made her a 
successful manager. Amy's instinctive need for preci- 
sion was the foundation for her genius at software des- 
ign. Martin's ability to find the humour in every sit- 
uation had presumably endeared him to his growing 
network of European clients. Brad's compulsion to 
take charge was the foundation for his leadership. 
Even Gerry's wailing was confirmation of his suspect 
backbone (not a true talent though since it's hard to 
see how it could be applied productively). 

Daily life offers thousands of less intense situations 
that also provoke revealing reactions. Think of a 
recent party where you didn't know most of the 
guests. Who did you spend the majority of your 
time with, those you knew or those you didn't? If you 
were drawn to the strangers, you have an innate 
need to win others over. Conversely, if you chose to 
hang out with your closest friends all evening, the nat- 
ural desire to deepen existing relationships is probably 
one of your leading themes. 

Recall the last time that one of your employees told 
you he could not come to work because his child 
was sick. What was your first thought? If you imme- 
diately focused on the child, asking what was wrong 
and who was going to take care of her, empathy is one 
of your strongest themes of talent. But if you imme- 
diately thought of who would fill in for the missing 
employee then the ability to juggle several variables at 
once is your dominant talent. 

Or how about the last time you had to make a 
decision when you did not have all the facts? If you 
relished the uncertainty, sure in your belief that any 
movement, even in the wrong direction, would lead 
to your obtaining a clearer perspective, you are prob- 
ably blessed with the ability to act in the face of 
ambiguity. If you stopped short, delaying action un- 
til more facts became available, a strong analytical bias 
may well be the explanation. Each of these reactions 
implies distinct patterns of behaviour and therefore off- 
ers clues to your talents. @ 
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leader in business process outsourcing (BPO), 

including call centres and back-office services. 
However, competition is increasing faster than cus- 
tomer acquisition and there has been very little dif- 
ferentiation among competitors thus far in this 
industry. As a result, margins have already begun to 
decline. To be able to reverse this trend, Indian lea- 
ders in call centres and business process outsourcing 
need to offer hard-to-replicate benefits for their 
clients. One way to do that is to create or acquire 
facilities in other parts of Asia. 

A recent survey of customers conducted by PSi in 
the US, indicates that there is a high level of satis- 
faction with the quality of service provided by the 
different call centres and BPO units in India. Most of 
these global corporations are attracted by Indian 
pricing and find the fluency of Indians in English 
pleasantly surprising. Above all, they find that the 
combination of intelligence and the problem-solv- 
ing skills that the Indian operators give them a 
definite competitive edge. A Fortune 500 company 
even admitted that it found the Indian call centre 
operators more professional and service-oriented 
than their own staff in the US. 

Many call centres in the US are aware of the 
success of Indian competitors, but believe that 
they can still compete with Indian players on the 
basis of their employees’ higher levels of training 
and experience. 

Several US players are in the process of set- 
ting up or acquiring offshore operations (e.g., in the 
Philippines and Mexico), and a few are even consi- 
dering setting up operations in India. Thus, the 
trend towards setting up of call centres in more 
than one location—even outside India—is likely 
to continue. 

Offering multiple locations including facilities 
abroad provides significant advantages to customers 
and will help convince more companies to switch to 
Indian call centres. 

While India is an excellent location for most 
call centre functions, global call centre solution 
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The Route To BPO Success 


Mobility across locations holds the key to Indian call centres’ continued growth. 


providers who are able to switch between locations 
around the world will ultimately have an advantage 
over single-country players. 

Multi-locational call centres are able to provide 
a wider base of skill-sets. For example, Northern 
China provides a low-cost environment for Japanese 
language call centres. For certain sales functions, the 
accent of a particular call centre executive often 
helps close a sale with the customer. For this reason, 
call centres in the China and the US will continue to 
serve niche functions. 

In addition, there are certain skills that Indian em- 
ployees lack, simply because until now there has been 
no need for them in India. For example, selling 
mutual funds in the US requires specific training and 
certification. Eventually, Indian call centres will 
recruit and train employees for purposes such as this, 
but setting up the training programs and gaining the 
required experience will take time. 

India-only call centres also represent a higher 
level of political risk for their clients. Several 
customers of Indian call centres interviewed by 
Psi expressed concern over the possibility of war 
between India and Pakistan. 

They were also concerned about the presence of 
terrorist groups in the Philippines. However, the 
likelihood of a simultaneous disturbance in India 
and the Philippines is extremely low. As a result, a 
business with operations in multiple locations 
would offer far higher stability for customers than 
one with a presence in only one location. 

India will continue to be an attractive destination 
for companies that wish to outsource, and young col- 
lege graduates will continue to find plenty of jobs in 
the field. However, the returns for investors are in 
doubt because of relatively low barriers to entry. For 
Indian call centres to succeed, they will need to 
differentiate themselves from their numerous local 
competitors and be at the vangaurd of the inevitable 
consolidation that will take place globally. Œ 





© The author is Director (Consulting & Private Equity Activities) at PSi. 
He can be reached at psi@psi-world.com. 








Dr. А.РЈ. Abdul Kalam 


Dr. A.P.J. Abdul Kalam, President of India, leads a galaxy of speakers at the 
India Today Conclave titled INDIA TOMORROW 2003: GLOBAL GIANT OR PYGMY? 
«Listen to India's first citizen and eminent scientist as he shares his 
thoughts оп the future. Interact with brilliant minds at the subcontinent’s 
premier gathering of leaders from the world of business, politics and 


strategic affairs as they map the future of India. 


At a time when the country is reaching out to the world and coming to terms 
with its internal dynamics, the Conclave offers a select group an 


opportunity to know more, interact and forge common interests. 
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FTER HAVING SPENT NEARLY FOUR DECADES AS 

a “public servant”, he feels he has been used 

and abused. Worse, he has been made a 
scapegoat and singled out for criticism by a com- 
mittee of lawmakers simply because it was the 
“safest thing to do”. 

Meet Ajit Kumar, a 1964 batch Indian 
Administrative Service (IAS) officer, who retired as 
Secretary, Planning Commission, in January 2002. He 
had been appointed to this post for barely three 
months, having served as Finance Secretary for 
roughly one year from November 2000. Earlier, he 
had been appointed Industry Secretary after a con- 
troversial tenure as Defence Secretary between June 
1997 and December 1998. 

His move from South Block to Udyog Bhavan co- 
incided with the government’s decision to uncere- 
moniously remove Admiral Vishnu Bhagwat as Chief 
of the Indian Navy. Kumar was ostensibly moved 
because the government received a lot of flak from the 
media not only for the manner in which Bhagwat 
was dismissed but also because of the alleged attempts 
made by civilians (read bureaucrats like Kumar) to 
dominate men in uniform. 

Kumar says he was happy in his job as Industry 
Secretary. But the then Finance Minister Yashwant 
Sinha had other ideas. He was reportedly unhappy with 
his seniormost secretary-level officer, Piyush Mankad. 
What made matters worse was the decision of E. A. S. 
Sarma, the then Secretary, Economic Affairs, in the 
Finance Ministry, to resign his post after being treated 
in a shoddy manner. A suitably senior bureaucrat 
had to be found barely two months before the pres- 
entation of the Union budget. Kumar thus came to oc- 
cupy the second-largest room in North Block. 

His stay in the Finance Ministry *was not exactly 
a happy experience". He did not endear himself to 
some of his colleagues with his objections to the way 
public sector banks were being regularly recapi- 
talised using public funds and the indiscriminate 
manner in which foreign loans were obtained. 
Then came the fiasco involving the Unit Trust of 
India's Unit Scheme of 1964. 
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A Bureaucrat s Bitterness 


Wrongdoer or scapegoat? This public servant's story may be only one of many. 


According to Kumar, the weekend before the 
UTI’s board of trustees met on July 2, 2001, the 
then uri Chairman P.S. Subramanyam “sneaked” 
letters to the residences of Finance Ministry offi- 
cials informing them about what would be on the 
agenda of the board meeting. 

An important item on the board's agenda was a 
proposal to freeze all transactions in 05-64. The Joint 
Parliamentary Committee, comprising 30 MPs belon- 
ging to different political parties, which inquired 
into the episode concluded that Kumar should have 
discussed the matter *immediately" with Sinha and 
that by not doing so, *the Secretary considered the 
problem in a routine and casual manner that is not 
expected from an officer of his rank." 

Months before the JPC presented its report in 
Parliament on December 19, 2001, copies of the 
draft report of the panel had been leaked to journal- 
ists. After reading news reports, on July 26, 2001, 
Kumar wrote to the JPC Chairman, Lt. Gen. Sri 
Prakash Mani Tripathi, saying he was “shocked and 
greatly perturbed” about the comments reportedly 
made against him. In that letter, Kumar pointed out 
what Sinha had himself acknowledged in Parliament. 
“...и may be an error of judgement, I don't know, but 
at that point of time, that was the judgement that we 
made in the Ministry of Finance—to intervene only af- 
ter the UTI board took the decision...” Sinha told 
the Rajya Sabha on August 1, 2001. 

After the JPC report was made public, a Congress 
member of the committee, Mani Shankar Aiyar, 
stated that Tripathi had gone back on his assurance 
that Kumar's name would be deleted from the final 
report. Tripathi then blamed unnamed junior officials 
for the so-called goof-up. Not surprisingly, Kumar feels 
he has been unfairly maligned. I hold no brief for him. 
Many consider him to be a pliable bureaucrat. Still, 
one can't help but feel sorry for a retired 14s officer, 
now shorn of pelf and power, who is aware that he 
won't be appointed as a government consultant. J 





The author is Director, School of Convergence at IMI, New Delhi, and a 
journalist. He can be contacted at paranjay@yahoo.com. 


Mir. Alvin Toffler 


Alvin Toffler, the world’s favourite soothsayer, has startled us with his 
commentaries on the future, like the collision of cultures in the age of 
change-a-minute technology and information. At the India Today 
Conclave, it is time to ponder on his next punchline. 


Toffler’s assessment acquires importance in India because of the 
digital divide and the problem of including the poor and illiterate in the 
global march. Can India emerge stronger from its current transition? 
Find out as Toffler takes stage at the Conclave with other leaders and 
opinion-makers from India and the world. 
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The J&K Bank has had a meteoric rise in the recent past, but 
there's more to the story than just the numbers. sy MOINAK MITRA 


N THE FACE OF IT, 

M.Y. Khan, Chair- 

man of The Jammu 

& Kashmir Bank, 

has no reason to be 
sweaty around his collars as he 
poses for the camera, his back 
more than adequately covered by 
the imposing pentagonal structure 
that serves as the bank's head- 
quarters on Srinagar's arterial 
Maulana Azad Road. The 
performance of the bank (2001-02 
assets of Rs 14,699 crore) has been 
exemplary, landing it at No 5 on 
the recent Business Today-KPMG 
chart of India's best banks. Net 
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A UNIQUE BANK 


Shareholding pattern 
Resident Govt of J&K 
individuals 








53.2% 
34.1% | 


Institutions Corporate 
& others bodies 
6.6% A 2. 6.1% 


Paid up capital: Rs 48 crore 


profit for the first three quarters of 
2002-03, cumulative, stands at 
Rs 236 crore (up 35 per cent) on 
income of Rs 1,293 crore. 

Is it for real? The building’s 
interior, with its see-through lift 
and wood-panelling, has no clues 
to offer. It feels more like an 
insulation chamber after all the 
rows of trees and camouflage- 
attired soldiers en route from 
the airport. 

This is no ordinary bank. It is 
not a private nor public sector 
bank. It is, instead, something of 
an autonomous unit. “What is 
unique about The J&K Bank is that 
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M.Y. Khan, Chairman, The Jammu & Kashmir Bank: Expecting profit to top Rs 300 crore this year 


it is the only bank in the country 
with state government equity,” 
says Khan, “and moreover, it acts 
as a banker to the state govern- 
ment.” The J&K government has 
53.2 per cent of its equity, after a 


THE MONEY IT DEPLOYS... 
14,699 


Assets and Deposits 


12,719 
11,168 


10,561 
9,422 


2000-2001 
Figures in Rs crore W Total Assets W Deposits 





1999-2000 


Rs 70-crore IPO in 1998 diluted 
the holding from 84 per cent, and 
all its funds are routed through 
it. Otherwise, it functions under 
RBI regulations as any other private 
bank (a financial intermediary that 


Income and Profits 


12,911 


990 


120 





2001-2002 1999-2000 


Figures in Rs crore 








Income 


operates, yes, on interest). And it 
seems to be doing quite a job of it 
too—under Khan, a 58-year-old 
civil officer who tries as hard to be 
a hardnosed banker as a ghazal 
turned-Adnan-Sami-fan can. 


...AND THE MONEY IT MAKES 


1,157 m 





2000-2001 
W Net Profit 


2001-2002 


PON GCSE 


bt banking 


Transparent Elevation 

The bank's yearning for safety is 
apparent in the numbers. It scores 
rather well on asset-liability man- 
agement. The bigger source of pride 
is asset quality. The rotten loans 
on its 2001-02 balance sheet stand 
at just 1.9 per cent of its net ad- 
vances, down from over 5 per cent 
(also the current national average) 
when Khan took over in December 
1996. And the figure is projected to 
drop to 1.5 per cent by March 31, 
2003. For part of this, the bank 
has to thank the state government, 
which cleared bad debts to the tune 
of Rs 70 crore at one go. “After 
Khan's arrival on the scene," re- 
counts Ashvin Parekh, Executive 
Director, Deloitte Touche Tohma- 
tsu, and one-time consultant to the 
bank, *the bank underwent a major 
cleanup to the extent that NPAs were 
knocked off the bank's balance 
sheet." However, adds Parekh: 
"Khan never allowed the govern- 
ment to interfere after that." 

The bank has continued to ope- 
rate with caution, evidently, crushing 
costs while keeping a sharp eye on 
fund deployment. If its capital cush- 
ion, at 15.5 per cent of risk-weighted 
assets, is nice and fluffy, it's largely 
because a large portion of its funds 
have been parked in Indian govern- 
ment securities (70 per cent of about 
Rs 7,000 crore in 2002-03 invest- 
ments). The bond portfolio's value 
has risen this year by a neat Rs 450 


GEARED FOR SAFETY 


err UNE TUE 


J&K residents owe their loyalty to the bank, it 





claims, because it stayed open during the 
worst phase of militancy in the state 


crore, claims Khan, with pride. 
What about corporate lending? 
Opportunities for safe lending are 
low within J&K, so the bank’s risk- 
bearing assets are typically loans to 
corporates outside the state. Port- 
folio diversification keeps risk levels 
low, says Khan. Sure, lending rates 
have been declining, but The J&K 
Bank still manages a decent spr- 
ead—it claims an average of 3.3 
per cent—because it has access to 
reasonably low-cost funds. “The 
cost of funds or deposits is about 6.7 
per cent, but by March, it will come 


How it compares with some of India's other banks on key prudential ratios. 





R UTI Bank 


10.7 10.7 и 
19 27 
By J&K Bank | 


& Punjab & Sind Bank 


All figures for March 31,2002 W Capital Adequacy Ratio — I Net NPAs to Net Advances Ratio 
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down to 6.5 per cent,” says Khan. 
Just recently, some high-cost depo- 
sits were terminated on maturity. 
That, the bank claims, gives it an 
edge. While regular banks find their 
financial intermediation role under 
threat, J&K's peculiar circumstances 
have left a vast gulf between the 
many who save money and the few 
who need it for business. The result: 
a vast base of depositors from within 
J&K, accounting for some 60 per 
cent of the bank's entire deposit 
pie. These depositors could be ter- 
med ‘captive’, in a sense, for lack of 


0.5 


" EP 
iu HDFC Bank 





1.3 
m 





ie r Ba ee wa Tj TF 


choice—but the truth, claims Khan, 
is that the bank has their backing. 
They owe their loyalty to the bank 
for the simple favour of keeping its 
shutters up even during the worst 
phase of militancy. Some 280 of 
the bank’s 450-odd branches (over 
half of them computerised) are in 
J&K, and their reach is deep. 

The network of ATMs and other 
modern facilities ensure that many 
of the half-million-odd Indian sol- 
diers in J&K also opt for its services. 
On the whole, however, the bank’s 
fee-based income remains a paltry 
3.4 per cent of the total—much 
below the double-digits that India’s 
top banks have attained. While there 
may be no immediate disinterme- 
diation pressure, Khan knows this 
figure must rise. And for that, the 
bank must expand its presence in 
other parts of the country. Go natio- 
nal in a big way, that is. 

Some efforts have begun. Bran- 
ches in Delhi have risen from 9 to 
22 in four years. The focus: retail 
banking. “That is our thrust,” says 
Khan, outlining the retail loan 
schemes the bank offers. “We are 
converting most of our branches 
into financial supermarkets,” he 
adds. The J&K Bank has recently 
tied up with MetLife and Bajaj 
Allianz to distribute insurance poli- 
cies. Asset management and a mu- 
tual fund are being planned, too. 
Otherwise, the scope for offering 
fee-earning retail solutions is rather 
limited; Srinagar is not exactly the 
place to catch finance-savvy cus- 
tomers. What sort of special services 
would anyone around here want? 


Facing The Music 

Stupid question, that. For many 
people іп the valley, The J&K Bank 
brand is special in itself, not just 
for its autonomy, but also for 
showing such a keen interest in 
the modernisation of this strife- 
torn state. But how, really, does 
the bank ensure that all its depo- 
sits are ‘clean’, so to speak? 


“We are a people’s bank,” beg- 
ins Khan, with a preamble while he 
frames the rest of his response, 
“and have depositors from all 
walks of life... so whether a mili- 
tant keeps money with us, is not re- 
ally our concern—since it is not 
written on anyone's forehead if 
he is a militant or not." Verification 
procedures for new account hold- 
ers, he adds, are as stiff as any. 

Yet, Dalal Street remains scep- 
tical about the bank. The J&K Bank's 
stock trades at a multiple of just 
1.5 times its earnings for the 12- 


Khan claims complete inde- 
pendence, but civil officers do get 
arbitrarily transferred, as Parekh 
points out. Khan, who retires in 
2004, has still to get a succession 
plan in place. *The grooming 
process should start now," he adm- 
its, though he still has plenty on his 
agenda. Raising fresh capital, for 
instance? Says Khan: *We will have 
to consult the state government to 
bring in some more strategic inves- 
tors who are knocking at our 
doorstep ready to pick up 5-10 per 
cent equity." Whether this would 





Some three-fourths of the bank's branches are 
in J&K; and all-India expansion could help 
generate national level brand equity for it 


month period ended September 
2002. This, despite a dividend yield 
above 5 per cent. How come? 
According to Punit Srivastava, 
banking analyst, Enam Research, 
that's because of the bank's *re- 
gional perception" and the “J&K? 
name that adds a bit of uncertainty". 
Could it also be the bank's 
blurred status? While autonomy 
from the Union government might 
be a fact, and J&K state residents 
might back it with all their hearts 
and savings, the question is how well 
is it backed by the state government. 


divest the J&K government of majo- 
rity control, he doesn't say. 

The bank's relationship with the 
state government, Khan says, is 
plainly business. The bank lends it 
*secured advances" —and that too, 
within a Rs 1,000-crore annual limit. 

Raising capital is an issue the 
bank must face up to straightaway. 
This is critical to its all-India ex- 
pansion plans. Three in every 
four branches are in J&K, and bal- 
ancing this ratio out (a target of, 
say 1:1) would help generate 
national level brand equity. Ell 
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Equity funds delivered their 
best performance for the year 
last quarter, with an impressive 
average return of 11 per cent. 
A BT-MUTUALFUNDSINDIA.COM STUDY 


OW A QUARTER CAN CHANGE FORTUNES. 

In the second quarter of 2002-03, not one 

equity mutual fund made a profit. Fast for- 

ward to quarter ended December 31, and— 

lo and behold—95 per cent of the funds 
make it home with not just gains, but an impressive average 
of over 11 per cent. Heck, even the scandal-rocked uri man- 
aged to return to the positive territory. And that despite a 
series of shocks in the quarter. Alliance and Dundee annou- 
nced plans to shut shop in India, and IDBI and Zurich too 
were reported to be keen on getting out of the mutual funds 
business. So, just what lifted funds' fortunes? 

Answer: The rally in stockmarkets, led by the return of 
the disinvestment story, and a spurt in tech stocks due to a 
revival in IT services growth. Bank stocks too gained, cour- 
tesy the passage of the Securitisation Bill, which allows banks 
to now seize assets of defaulters. Therefore, technology funds 
and funds with higher exposure to tech stocks made the 
biggest gains. The best performing fund Franklin Infotech 
Fund doled out a whopping 22.2 per cent return, with 
Pruicic! Tech Funds snapping at its heels. Oil psu stocks 
again flared in the quarter, and smart fund managers who 
had built up an exposure in those stocks made handsome 
gains. The sob story of the quarter came from an unlikely 
sector, pharma. All pharma funds except one made losses. 

The trick in fund management, then, is not just in su- 
perior stock selection. Timing is crucially important. Ergo, 
while most of the fund managers have exposure to common 


stocks, their returns differ because of the timing 
of their entry and exit from a stock. In the bal- 
anced category, Zurich India Prudence Fund 
fared the best and posted an absolute return of 
13.90 percent in the last quarter. This scheme is 
fairly consistent in its performance and has been 
rewarding its unit holders well. The fund manager 
has been maintaining a prudent mix of equity and 
debt, with exposure to equity hovering just aro- 
und 60 per cent. Gilts comprise around 13 per 
cent of the portfolio, while corporate debt papers 
constitute the balance 27 per cent. 


Bright And Cheerful 

Talking about gilts, ‘ет shiny funds continued to 
glitter, clocking an outstanding average return of 
6.25 per cent. KM K Gilt (Serial) 2019-Growth 
again dished out the maximum return of 14.16 
per cent, with Tata Gilt Securities Fund-Growth fol- 
lowing at 12.8 per cent. The best performing funds 
yet again were those with a long-maturity profile. 
With interest rates falling, long-term papers con- 
tinued their march north resulting in handsome 
returns to investors. But, investor, take care. The 
high growth rates do not seem sustainable. KM K 
Gilt (Serial) 2019 has a very minuscule fund 
size of 1.13 crore and the entire money 
is invested in just one 17-year secu- 
rity. Tata Gilt manages Rs 150 crore of 
funds and has invested around 80 per 
cent in gilts, more than half of which 

have a maturity of about 20 years. 
Debt funds also continued down the 
winning course. In general, it seemed that the higher 
a fund’s exposure to long-dated government secu- 
rities, the better its returns. Escorts Income Bond 
again was the best performer with a stellar return of 
17 per cent, but there are some issues with the 
fund. It has high volatility and high Npas, it makes ir- 
regular declaration of portfolios, and its size is minu- 
scule. Sundaram Select Debt-Dynamic Plan came in 
at No. 2 with a return of 8.45 per cent. Around two-thirds 
of its portfolio comprises government securities. 
Similarly, Templeton Income Builder Account- 
Institutional Plan, PNB Debt Fund and Sundaram 
Bond Saver, the other top performing funds in the 
category, also have very high exposure to gilts. 
The average performance of all debt funds was a 
healthy 3.5 per cent in the quarter. They continued to 
post high returns in the wake of interest rate cuts. 
Let’s move on to liquid funds. As their name sug- 
gests, liquid funds have to maintain a highly liquid 
portfolio, sacrificing returns in the process. IL&FS 
Liquid Fund Call Plan was a surprise entry generating 





The Top Five 


Scheme Absolute Returns (9) 
Franklin Infotech Fund -Growth 22.22 
Prudential ICICI Technology Fund -Growth 21.86 
ING Growth Portfolio -Growth 21.11 
UTI Growth Sector Fund - Software 21.02 
KM Tech Fund 20.48 


For 3 months ending December 31, 2002 


Income Funds 


Scheme Absolute Returns (%) 


17.01 
Sundaram Select Debt - Dynamic Asset Plan - Appreciation 8.43 
‘Templeton India ІВА - Institutional Plan -Growth 7.74 
PNB Debt Fund -Growth 7.64 
‘Sundaram Bond Saver -Growth 7.18 


For 3 months ending December 31, 2002 


Liquid Funds 


Scheme Absolute Returns (%) 
IL&FS Liquid Fund Call Plan 4.44 
Canliquid 1.95 
BOB Liquid Fund -Growth 1.81 
LIC MF Liquid Fund -Growth 1.79 
JM High Liquidity -Growth - 1.74 


For 3 months ending December 31, 2002 


Balanced Funds 


Scheme Absolute Returns (%) 
Zurich India Prudence Fund -Growth 13.91 
DSP ML Balanced Fund -Growth 13.35 
 Canganga. J 12.70 

12.01 


PNB Balanced fund - Growth 
G Balanced Fund = 11.83 


For 3 months ending December 31, 2002 


Gilt Funds 


Scheme Absolute Returns (%) 
KM K Gilt (Serial) 2019 -Growth 14.16 
Tata Gilt Securities Fund -Growth 12.80 
ILBES Git Fund - Long Term Plan -Growth 12.36 
FT India Gilt Investment Plan -Growth 12.05 
‘DSP MLG Sec Plan A Long Duration - (б) 11.85 


For 3 months ending December 31, 2002 
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The Risk-Adjusted Ranks 


Balanced Funds 
Scheme Name 


Risk Adjusted Ranking Ву Risk 
Avg Returns Category 
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Templeton India Pension Plan -Growth 2 





Zurich India Prudence Fund -Growth 4 6 
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Category 
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IDBI-PRINCIPAL Income Fund -Growth 4 5 
‘Sundaram Bond Saver -Growth L 7 


For two years ending December 31, 2002 


a return of 4.44 per cent in the quarter. Others in 
the category managed a return in the range of 1.1 
per cent to 1.95 per cent, with an average of over 
1.55 per cent. The public sector mutual funds seemed 
better than their private sector counterparts at managing 
liquid funds. No wonder they ruled the roost last 
quarter among top performing liquid funds. 


A Tricky Balance 
Managing investments is invariably about managing the 
risk-return trade-off. The higher the risk, the higher the 
return investors expect. On the basis of risk adjusted 
performance measure, tax planning schemes and sector 
schemes were the best performers for the three-year pe- 
riod among all equity-based schemes. An analysis reveals 
that the funds posted returns higher than what was ex- 
pected of them on the basis of risk taken by the fund 
managers. The analysis focuses on the returns generated 
by the fund managers due to superior stock selection by 
subtracting the risk-free return and market sentiment re- 
turn from the total return generated by them. 

In the equity category, tax schemes fared 





100 BUSINESS TODAY FEBRUARY 2 2003 










Equity Funds 


Scheme Name 





Risk Adjusted Ranking By Risk 
Rank Avg Returns 
JM Basic Fund 2 
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UTI Equity Тах Savings Plan 4 
Reliance Vision = 
For three years ending December 31, 2002 








Liquid Funds 
Scheme Name Risk 


Category 







Risk Adjusted Ranking By 
Rank 


Avg, Returns 
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Templeton India TMA -Growth 2 
KMK Liquid -Growth — TEM 
Reliance Liquid Fund - TP -Growth 4 1 
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For one year ending December 31, 2002 


Gilt Funds 


Scheme Name 





Risk Adjusted Ranking Ву Risk 
Rank Avg Returns Category 
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For two years ending December 31, 2002 





better than normal schemes, since the fund managers 
have the liberty to remain fully invested without wor- 
rying about redemption contingencies. The top five 
schemes included one tax planning scheme, two sector 
schemes of the UTI and two diversified funds—jM 
Basic Fund and Reliance Vision. Reliance Vision has 
been a consistent performer and has a diversified port- 
folio with exposure to mid-cap and small cap stocks. JM 
Basic, although classified as a diversified fund, has its 
portfolio completely stacked up with petroleum stocks. 


The public sector mutual funds ruled 
the roost last quarter among the top 
performers in the liquid segment 
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bt personal finance 


UTI dominates the list of top performing schemes with 
three schemes. 

In the balanced funds category, Canpremium stole 

a march and displaced Templeton India Pension 
Plan from the top position it attained in the previous 
quarter. Both the top performing funds have been re- 
stricting exposures to equity and have about 60 per 
cent of their investment in debt and cash equiva- 
lents. And although their three-year returns have 
not been very attractive, the schemes have been able 
to diversify the risk for the investors. 

Among debt funds, lower risk was the buzzword in 

a declining interest rate scenario. The top performer 
on the basis of risk adjusted return (calculated as the 
risk premium on total risk assumed by the fund man- 
ager) was Grindlays ssiF-Short Term that had taken the 
least risk. Its absolute return was not the best, but it got 
the maximum score due to its consistency in NAVs dur- 
ing volatile debt market conditions. Escorts Income 
fund came in second by restricting the maximum 
portion of its portfolio in state government securities, 
which showed less sensitivity to interest rate move- 
ments. Birla Income Plus slipped from its top slot in the 
previous quarter, but managed to stay among the 
best five by posting decent returns along with lower 
volatility in the NAVs. 

In the gilts category, Alliance G-Sec led 
the pack and wrested the top position 
from DSP ML G-Sec Short-Term Fund. 
The psp fund has been figuring on the list 
of toppers due to its low risk profile, al- 

though it has not been generating very 
high returns. The performance of the long- 
term offering from the same fund house (DsP ML G Sec 
Long Duration) has been in sharp contrast. It delivered 
its best performance yet, but still lagged at Number 3. 
The culprit: Its high risk. 
Liquid funds too saw a new topper this quarter with 
JM High Liquidity rising above all the others. Again the 
performance in terms of returns was not very attrac- 
tive, but because the risk taken by the fund was very 
low, it scored over its peers. Templeton India TMA of- 
fered better returns to investors when compared to JM 
High Liquidity Fund for one-year time period, but 
stood at Number 2. Reliance Liquid and Grindlays 
Cash also made it to the top five this quarter. JM 
High Liquidity has invested about 30 per cent in call 
money and 70 per cent in debt of short maturities. The 
average maturity of the portfolio stands at around 85 
days, while Grindlays Cash Fund is higher at 135 
days as on December 31, 2002. 
What’s in store for the last quarter of 2002-03? We 
don’t want to hazard a guess on the specifics, but 
broadly equities seem set for a comeback. There are several 
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The Method Behind 


The Surve 





How we rank the funds. 


BT-Mutualfundsindia.com has considered only 
those open-end schemes (growth options) that 
have been present during the entire timeframe 
considered. So, for equity and balanced funds, 
only schemes having completed three years of 
regular NAv and portfolio declaration were con- 
sidered. For the Income and Gilt funds, the 
study covers schemes that have been declaring 
regular NAVs for the last two years, while in the 
Liquid Funds category, only the schemes that 
have a life of more than one year have been con- 
sidered for the study. The schemes have been 
ranked on their performance on the risk-return 
framework, while due emphasis on the two 
components of success—average returns and 
risk taken—has also been given. 


RRR (Risk Return Rank) 

Equity-based funds have been ranked on the 
basis of Net Selectivity as calculated by the 
Eugene Fama Model 

Debt based Funds have been ranked on the 
basis of Sharpe Ratio 


MRR (Mean Return Rank) 
It is a ranking based on the average daily return 
of the scheme over the period of study. 


Risk Categorisation 
The risk categorisation has been done on the 
basis of daily standard deviation as follows: 


Top 10 per cent of the universe with lowest 
standard deviation: Very Low 

Next 25 per cent of the universe: Low 

Next 30 per cent of the universe: Medium 
Next 25 per cent of the universe: High 

Bottom 10 per cent of the universe - 

with highest standard deviation: Very High 


reasons for it. One, Dalal Street expects fiscal year-end 
results to be in line with its expectations, and some Fits 
are likely to step up their exposure to the Indian mar- 
ket. So go ahead, make your smart bets, but keep 
your fingers crossed and eyes peeled. El 





INDUSTRY FOCUS SERIES 


OU CAN PAINT IT ANY COLOUR, SO LONG AS IT'S BLACK." 
үн» Ford's Model Т, about which the world’s 

most celebrated car maker made this remark, 
ruled the roads of America for 19 years notching up sales 
of 15 million units. It survived the competition and 
changing consumer tastes though its design remained un- 
changed. It was the ultimate car for the masses. 

A similar story thing has happened with Maruti 800, 
which has had a dream run in the Indian market. Since 
1984, more than 1.8 million units of Maruti 800 have hit 
the road. But as had earlier happened with Model T, the 
dream run for the Maruti 800 too seems to have reached 
its end. With the entry of more players, offering state-of- 
the-art products and along with attractive financing op- 
tions, the makers of the Maruti 800 have been forced to 
shift gears. The success of the newer entrants can be 
gauged from the fact that they have succeeded in grabbing 





a sizeable chunk of 
MUL's marketshare, 
which has come 
down to 49 per 
cent from a stag- 
gering 80 per cent 
a few years ago. 
During April- 
November period 
in 2002, car sales increased by 7.6 per cent to 3,44,924 
units from 3,20,403 units in the previous year. According 
to a National Council of Applied Economic Research 
(NCAER) forecast, demand for cars will touch 12,27,000 
cars by 2011-12, up from 6,13,000 units in 2002-03—a 
compound annual growth rate (CAGR) of 8 per cent 
(See The Market And Its Drivers). The study points out that 
demand growth will be fuelled by ‘replacement factors’ 


BY ADITE CHATTERJEE 
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The Market And Its Drivers 


How the 
demand for 





vehicles is 
projected Passenger Car 


to grow. 





All figures in thousands 


Agrees Harish Bijoor, CEO of Harish Bijoor Consults Inc 
and a brand-domain specialist, "Car purchases will cease 
to be long-term marriages. Instead they will be func- 
tional. As offerings with new features are made, the car 
user will want to move on." Here too, differentiation is the 
key. You only have to look as far as the air cooling systems 
that come with different cars. These range from the basic 
‘cool’ airconditioners with unidirectional blowers fitted in 
the Premier Padminis to coolers with multi-flow blowers in 
the Maruti 800 to the HVAC (Heating Ventilation Air 
Conditioning) systems that have both cooling and heating, 
that the Mahindra Bolero comes with. Compare these with 
the Honda City’s multi-directional vents that that offer ded- 
icated ducts for rear-seat passengers or the microcomputer- 
enabled ACs that Mercedes S-class comes fitted with. 


YOU Are What You Drive 

This is clearly the modern mantra as far as cars are 
concerned. Says Bijoor: "The modern customer looks at 
a car as a fashion statement. The car is quite like a 


2002-03 158 
2011-12 296 
CAGR (76) E de 9.1 


CAGR: Compounded annual growth rate 


151 
331 w i 
5.4 82 80 








Source: NCAER 


designer shirt, a branded watch or an expensive cigar to- 
day." While it may be argued that the car-as-a-fashion- 
accessory brand positioning can work only at the niche 
premium-end of the market, this trend is soon catching 
on in the B and C segments as well. 

Maruti, for instance, has started manufacturing limited 
editions of the Wagon R Pride—its offering in the B seg- 
ment. Says Arun Arora, Senior Manager (Corporate 
Communications), Maruti: "There is a section of car own- 
ers who want to be different from the rest. And it is this 
section that we are tapping with special editions. It also 
helps create excitement for the brand." 


Have Finance, Will Buy 

At another level, consumers' decision to move up the 
car segment ladder is being driven by easy access to fi- 
nance. The NCAER survey reveals that 39 per cent of all car 
purchases are done with the help of car loans. According 
to Indiainfoline.com, cars and multi-utility vehicles (MUVs) 
form the biggest segment in auto finance with a market 
size of Rs 20,000 crore and finance 
volumes of around Rs 15,000 crore. 

Most banks and finance compa- 
nies are tying up with auto manu- 
facturers to give a boost to this seg- 
ment. Maruti has even initiated a 
finance package in conjunction with 
Maruti Countrywide for the sale of 
accessories to buyers of its cars. 

Another development is the emer- 
gence of the used-car market. With 
car manufacturers jumping into the 
used car market, the used car market 
is poised for spectacular growth. 
MUL's Maruti True Value is aimed at 
exploiting this latent market. 

Says Arora of Maruti: "Old cars 
are assessed on 120 parameters. 
These cars are then thoroughly 
refurbished and sold. They will also 
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In a recent research, 81% Speed users claimed a 
huge increase in mileage. The rest were more 


impressed by easy starting, faster pickup, zero 





danse: engine knocking. Go on, fill up and keep driving. 


Source: Indica Research 


For research details, visit www.bharatpetroleum.com 


SPEED IS NOW AVAILABLE AT SELECT “PURE FOR SURE" OUTLETS IN MUMBAI, DELHI, CHENNAI, KOLKATA, PUNE, HYDERABAD, BANGALORE, CHANDIGARH, JALANDHAR, LUDHIANA 
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carry with them provision for three 
free servicings and as well as a one- 
year warranty." 


It’s About Mobility Solutions 
The intensely competitive nature of 
the market has forced automobile man- 
ufacturers to launch new products, ad- 
vanced features and financing schemes. 
MUL's product portfolio comprises 11 
products and 40 variants. Besides by en- 
tering into auto finance, car insurance 
and the used car segment, Maruti is 
gearing up to offer its customers total 
mobility solutions. 

The Fiat Palio, a relatively new ent- 
rant with has 36,000 cars on the road 
today, is also planning to introduce 
the 1,900 cc diesel Palio in the begin- 
ning of 2003. Says a spokesperson for 
Fiat: “The entry of the Palio has rede- 
fined the ground rules for the B seg- 
ment as we it offers the customers a C 
segment mobility solution at a B seg- 
ment price." Call it customisation if 
you will, but it is a fact that marketers 
can no longer fall back on the old 'one 
car fits all’ strategy. Palio carried out a 
Clinic test to understand customer pref- 
erences and also undertook extensive 
road tests totaling 1,00,000 kms. 

With car makers evolving new man- 
ufacturing and marketing techniques 
at this rate, it's only a matter of time be- 
fore the Indian car industry enters the 
age of specialised marketing. Says Віјоог: 
"The car manufacturer today is follow- 
ing the super-market agenda, using the 
available infrastructure to cater to all 
segments through a wide range of of- 
ferings. This is indeed the manufac- 
turer-oriented strategy at play. The real 
consumer-oriented strategy caters to 
the needs of each customer by offering 
specially designed vehicles. The special- 
ist car-maker phenomenon is yet to 
happen. The Mahindra Scorpio, if re- 
stricted to the range, could be the first. " 

In the mean time, car marketers are 
doing their best to rev up the market by 
offering freebies, features and conven- 
ient finance. Henry Ford's famous words 
may after all remain just a salute to the 
olden days of car marketing. 
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How They Stack Up 


A break-up of car sales in across categories and models. 
Maker Model 2001 


SEGMENT 


SEGMENT. 


SEGMENT 





Mini (A) 
Maruti 800 1,50,335 
Compact (B): Rs З lakh + 
Hyundai ^ Santro 66,396 
Maruti Zen 63,900 
Maruti WagonR 22,579 
Maruti Alto 31,054 
Daewoo Matiz 18,754 
Fiat Uno 4,380 
Fiat Palio 8,055 
Telco Indica 53,239 
Mid (C) Lower: Rs 5 lakh -- 
Hyundai Accent 16,267 
Maruti Esteem 11,809 
Maruti Baleno 1,347 
Fiat Siena 1,042 
GMI Astra 2,207 
GMI Corsa, 5,805 
Swing 


Ford 


Ikon 


15,218 


Daewoo  Cielo/Nexia 61 


Honda City 9,223 
HM Lancer 6,438 
HM Ambas 14,382 
Executive (D): Rs 10-20 Lakh - 
Skoda Octavia 202 
HM Contessa 27 


Merc. Benz C Class 





765 





Jan-Nov'02* Growth 
- Growth in 2001: 1.595 
11,415 07% 
7,020 35.1% 
5,376 6.4% 
2,521 53.5% 
2,200 49% 
23 -100% 
99 -29.9% 
2,512 -61.4% 
6,426 11.1% 
1,681 28% 
939 -13.5% 
53 -8.5% 
240 202.7% 
122 -26% 
618 -4.4% 














SEGMENT 


SEGMENT 





Hyundai 
Honda 
Ford 
Toyota 
M. Benz 


Luxury 
M. Benz 


Passenger cars 


5,06,393 


Premium: Rs 20 lakh+ 


Sonata 
Accord 
Mondeo 
Camry 
E Class 


S Class 


46,085 


Sales in no. of units * Average sales 








185 -15.4% 
100 31.2% 
68 

19 

30 123.3% 
4 -80% 





Source: SIAM 








JK TYRE 


BAGS THE PRESTIGIOUS 
RAJIV GANDHI 
NATIONAL QUALITY укр 2001 

















Raghupati Singhania, Managing Director, J.K. Industries Ltd., receiving 
the award from Shri Sharad Yadav, Hon'ble Minister of Consumer Affairs, 
Food and Public Distribution. 


JK Tyre's Kankroli Plant has won the Rajiv Gandhi National Quality 
Award 2001, instituted by the Bureau of Indian Standards. Proving once 
again that JK Tyre is the ‘Champion of Quality’. 

The award is yet another testimony to JK Tyre’s commitment to quality. 
• Cll Exim Bank Award for Business Excellence 2001 - Commendation 

certificate for strong commitment to TQM 
* |SO 9001 * QS 9000 * ISO 14001 
* 16th largest tyre manufacturer in the world 

These accolades continue to establish that at JK Tyre, the customer 
always comes first. 


*For JK Tyre Plant, Kankroli, Rajasthan 
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Jk Tyres Signs up with Chinese СО" late its position in international with the menace of adulteration, BPCL 
manufacturer to outsource self-branded —' ^'^ showed the way with its Pure for Sure 


roaram executed in more than 1000 
tyres. prog 
With exports to 6! nitriles. in. five Utlets across the country. Having 


ntinents Jk Tyres is already the biggest addressed the threshold consumer 
Indian tyre exporter and its products expectation of correct quality and 
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BS CARBURETTOR 





SECONDARY AIR VALVE 
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MPFI RELATED PRODUCTS FOR FOUR WHEELERS | 











HIGH PRESSURE 
FUEL FILTER 





THROTTLE BODY 
ASSEMBLY 
DELIVERY PIPE WITH 
PRESSURE REGULATOR 
UCAL FUEL SYSTEMS LIMITED 
Plants. Regd. Office: Raheja Towers, 
-Maraimalainagar Delta Wing, Unit 505, 177, Anna Salai, Chennai - 600 002. 
«Pondicherry Tel : 044 - 28594652/53/54/55. 
"Gurgaon Fax : 044 - 28524946. Email : ucalho@md4.vsnl.net.in 





Website : www.ucal-mikuni.com 


Locking farther, aiming higher 
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Ucal’s Growth Fuel 


Strategic diversifications, and new 
domestic and international customers 
puts Ucal Fuel Systems on the fast lane. 


UCAL FUEL SYSTEMS came into 
existence in 1985 manufacturing 
carburetors and fuel pumps for Maruti 
vehicles. Its first plant in Maraimalainagar 
near Chennai was set up in technical 
and financial collaboration with Mikuni 
Corporation of Japan. Buoyed by the 
early success, the company decided 
to go public in 1989—just four years 
after it commenced operations. The 
market displayed its faith in the 
company as the equity issue was 
oversubscribed 37 times 

Although the company was founded 
primarily to meet Maruti's demand, it 
Soon realised the opportunity that the 
country's burgeoning two-wheeler 
market presented. As part of the 
diversification programme, Ucal started 
manufacturing carburetors for two 
wheelers and found ready customers 
in TVS Motors, Bajaj Auto, Yamaha India 
and LML Motors. Ucal still continues its 
association with Maruti as all the cars 
sold by the carmaker in non-metro 
regions are fitted with Ucal-Mikuni 
carburetors. 

The rapid strides made by the company 
can be attributed to its focus on quality. 


AN IMPACT FEATURE 





Company was awarded ISO in 1994 
Ucal was the first South based multi 
product company to get QS9000 
certification for its Maraimalai Nagar 
Plant. Subsequently, its Pondicherry 
and Gurgaon units were also awarded 
the QS9000 certification 

With the support of its collaborator, Ucal 
got into fuel injection related products 
Such as throttle body, delivery pipe, 
pressure regulator and high pressure 
fuel filter for passenger cars. It has 
already started production of these 
products for Hyundai Motor India's 
Santro cars. The company has also 
started supplying fue! injection system 
parts for passenger cars manufactured 
by MUL to meet Euro Il emission norms 
for its vehicles 

Ucal has found lucrative export markets 
for its products in EU and China. Since 
1997-98 exports contribute nearly 9% 
of the its turnover 


The Quality Mantra 


With a strong quality focus FENNER INDIA 
emerges as a Rs 3-billion multi-product 
company. 





Excellence has been a way of life for 
Fenner ever since the company made 
an entry into India in 1929. Its products- 
--V-belt drives, conveyor belts, oil seals 
and.power transmission equipments- 
--epitomise unrivalled standards of 
quality. After its acquisition by JK 
Industries in 1987 and subsequent 








nto textiles, Fenner India 


diversificatior 
today is a Rs 3 billion multi-division, 


multi-product company 

Quality has always been the сотегѕіопе 
of Fenner India and it is reflected in its 
clientele, which is a virtual who's who 
of Indian industry, operating in diverse 
sectors like steel, cement 
fertilizers and appliances 
With regular vendor audit, optimum use 
of raw materials and a dedicated team 
in place to ensure Total Production 
Management, the company has been 
able to stretch the quality focus across 
the value chain. All of Fenner India's 
auto products manufacturing units are 
ISO 9001 certified and its Madurai plant 
was the first in the country to receive 
the certification for V-belts and oil seals 
That's not all. The Fenner V-belts also 
enjoy the prestigious American 
Petroleum Institute (API) certification 
-something that no other Indian 
company can boast of. The company's 
automobile products command 
tremendous brand loyalty with auto 
ancillaries and OEMs 

“Providing world-class products and 
services by understanding customer 
needs and fulfilling them by developing 
new process technologies and evolving 
cost effective solutions is the mantra 
for our leadership in the industry,” 
explains Raghupati Singhania, 
Chairman, Fenner India 

No wonder, nearly eight out of ten 
vehicles made in India have Fenner 
India’s products fitted in them 


automobiles 
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In Search of 
Excellence 


Î Distance Learning Program (vf Electives in Finance, Marketing, 


(Ví Duration : 2 years HR & International Business 


ví Excellent Courseware (vf Case Studies for Skill Development 
(Ví Examinations 4 times a year Vf Enrolments from Blue-chip Companies 
(vf 52 Test Centers all over India (vf Placement Assistance 


For Whom 
>> Graduates and Postgraduates (any discipline) 
>> CFAs, CAs, CWAs, CSs, CAIIBs 


Visit us at ww w.icfai.org 
for Prospectus and Online Registration 


For Details and Prospectus please contact ICFAI University Study Centers at: 


AGRA : No.10, First Floor, Narain Towers, Block No. G-13A/8, Sanjay Place. (Ph : 2527035); AHMEDABAD : 508, 5th Floor, Shitiratna Complex, Ellis Bridge, Near Panchavati Pancharasta 

(Ph: 6563042,6562458); ALLAHABAD: 2nd Floor, Back Portion, Shri Ram Complex, 54, Sardar Patel Marg, Civil Lines; BANGALORE : Unit No. 303, 111 Floor, No.134, Infantry Road 

(Ph: 2899-363, 262); BHOPAL : Ist Floor, 131/7, Tripta Complex, M P Nagar, Zone - Il, (Ph: 5277253); BHUBANESWAR : Plot No.69, Ground Floor, Satya Nagar, Near Kali Mandir, (Ph: 2506204); 
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AJENDER KUMAR SHARMA 
is 55, and worried as 
hell. He has spent his 
life—33 years of it any- 
way—as a salesman, selling shoes 
for one of India's most enduring 
footwear brands. But his company, 
he hears, has been having trouble 
over the past decade or so. Now, as 
part of a modernisation drive, it 
wants to impose a system of near- 
total variable pay to replace the 
fixed compensation package that 
included a base salary and dear- 
ness allowance (DA). At least that's 
what the management has pro- 
posed to his employee union (one 
of the many that this firm has). 
Sharma currently earns a fixed 
salary of Rs 2,200, and gets com- 
missions of 2.5 per cent on non- 
footwear and 3 per cent on 
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footwear sales. Now, most of the 
brand's popular products are low- 
priced, and so he'd have to be one 
lucky salesman to sell almost Rs 1 
lakh worth of goods in a month 
to scrape together a variable com- 
ponent equivalent to his salary. His 
terror: if his fixed portion were to 
vanish, he'd be left starving. Even if 
the commission were to be trebled 
or quadrupled. Being better incen- 
tivised may not help him sell more. 
After all, this is no mysterious new 
concept he's selling, and he knows 
that in his company's case, a sale is 
more a result of customer predis- 
position to the brand than the re- 
sult of his own power of convic- 
tion. The employee union has been 
sparring with the management on 
the issue, no doubt, but Sharma 
sees his future as bleak. 
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Variable pay is closing 
in, and some employees 
are terrified. It’s worth 
trying to understand why. 
BY VINOD MAHANTA & 
ABHA BAKAYA 


Variable Tussle 


“If the company is doing badly,” 
says a plaintive Sharma, “will they 
get rich by cutting my pidly salary?” 
The look in his eyes is impossible to 
forget. It’s a plea. A plea for com- 
passion—in a business environment 
getting colder and colder. 


It's Here 

Managers deal largely with num- 
bers. And theories. And the two 
often combine to create trends. The 
current compensation trend points 
in the clear direction of variable 
pay. Over three-fourths of compa- 
nies in India’s organised sector are 
reckoned to use variable pay in 
some form or the other. The ratio- 
nale, of course, is to incentivise per- 
formance. Moreover, says Atul 
Khosla, Associate Director, Watson 
Wyatt, it helps to “distinguish 





between high and low performers”. 
“Secondly,” says Dhruv Prakash, 
consultant, Hewitt Associates, “the 
definition of performance is now 
sharper. Organisations want every 
individual to think of performance 
in the same way as the organisa- 
tion.” According to a survey by 
Hewitt, organisations across indus- 
try segments in India are projecting 
an increase in the variable compo- 
nent of their compensation packages 
in 2003. Senior management would 
have the largest variable compo- 
nents; their variable pay as a 
percentage of their total cost 
to company would rise to 
18.6 per cent from the cur- 
rent estimate of 15 per cent. 
“It is a positive change that 
is happening,” says Khosla, 
evidently pleased with the 
way variable pay is playing 
out. The trend is apparent at 
the recruitment level too, adds 
Rahul Taneja, vice president, 
ConsIndia, a headhunter. 
Employers, he says, “are now 
looking at what they are com- 
mitting to more closely.” 
Good performers don’t 
have a problem with that, 
says Y.V. Verma, Vice 
President (HR), LG Electronics 
India Ltd. “It shows their be- 
lief in themselves,” he says. 
“It is a mutual win-win situation 
for the employer and employee,” 
sums up Varadarajan S., Vice 
President (HR), Wipro Spectramind. 
If sales teams are thought to be 
best suited to variable pay, it’s be- 
cause it is an open-and-shut case 
of achieving numerical targets— 
which are measurable. It’s all about 
numbers and more numbers. And 
the whole system’s credibility hinges 
on an objective set of individual 
achievables, though many firms still 
like to ensure that some of the vari- 
able component is a function of 
overall corporate performance. 
All clear, then—three cheers 
for variable pay? 


And It’s Hurting 

The variable portion goes under 
the term ‘incentives’, typically, but 
when companies expect their emp- 
loyees to make their living on this 
part of the deal, one can’t blame 
employees like Sharma for feeling 
victimised instead. It’s a morale- 
killer, concedes Khosla, when com- 
panies increase the proportion of 
variable pay while managing to pay 
out a total that’s roughly the same, 
or less. This is a simple case of 
wage-cutting masquerading as incen- 


EMPLOYEES GRIPE... 


... BUT MANAGERS SAY 





tivisation. “Variable pay should be 
on top of what they are already 
getting,” says Khosla. 

There’s a reason for that, and a 
darned good one too. A decent base 
salary spells security. An eight-letter 
word that matters a lot. Something 
that gets slotted right at the bot- 
tom of Maslow’s hierarchy of needs, 
the stuff without which ordinarily 
stable people are driven to weird 
acts of desperation. 

It’s not as if the corporate ad- 
vocates of variable pay don’t know 
that. Even companies like LG, where 
the variable component (in the form 
of performance bonuses) can go up 
to 14 times the salary, have fixed 


salaries that are more than enough 
to put food on the table. 

A refusal to assure employees 
even that much gives the whole 
employer-employee relationship a 
mercenary dimension. Cold and 
transactional, rather than warm and 
relationship oriented. 

“It gives a very short term pers- 
pective for the employee,” admits 
LG’s Verma, “he doesn’t think 
longer term.” 

In that business-like observa- 
tion may lie many truths ignored by 
the ultra-rational school of 
compensation. It’s not just 
Sharma. It’s many other 
employees as well. Workers 
are often emotional beings. 
They are people. People who 
want to belong, and feel that 
they actually do belong—and 
with a somewhat broader rel- 
evance than the dry task of 
making the cash register jin- 
gle, or whatever. People who 
sacrifice a lot of intangibles 
for their jobs, and expect a 
safety net in return to save 
them when they stumble. 
People who might use salary 
as their overt bargaining 
point, but need something 
they can’t articulate without 
embarrassment; compassion. 

Salesman Sharma may not 
be an energetic salesman anymore. 
At 55, he’s too old to rock and roll. 
And too young to, er, succumb to 
the harsh reality of Darwinian logic. 
But surely, three decades of selling 
shoes would’ve equipped him with 
some ground-level insights related to 
purchase behaviour. Surely, there’s 
some talent he possesses that his 
company can deploy for something. 
Surely, even he has some thoughts 
on why the brand has been losing 
customers. Maybe, just maybe, he 
needs to be heard out. 

It may not earn Sharma any 
money, but it might do something 
to assuage his hurt feelings. Thirty- 
three years is a lifetime. Bl 
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MOTHER DAIRY 


Whipping 
It Up 


It is striking strategic alliances, slashing costs, and launching 
new products in a bid to transform itself from a cooperative to a 
marketing powerhouse. Meet the new Mother Dairy. sy vinop MAHANTA 


N DECEMBER 27 LAST YEAR, WHEN 

Mother Dairy Food Ltd (MDFL)—a 

wholly-owned subsidiary of the 

National Dairy Development Board— 

signed a joint venture agreement 

with the Kerala Cooperative Milk 
Marketing Federation, it should have been business as 
usual. Except that it wasn't. By inking the deal, NDDB, 
set up in 1965 to replicate the success of Amul (from 
the stables of Gujarat Cooperative Milk Marketing 
Federation, GCMMF), was declaring war as much on 
Amul as other dairy marketers. To the industry watch- 
ers, the message was unmistakable: NDDB—or rather 
Mother Dairy, its flagship marketing company—was 
not going to be content playing a meek cooperative. 
It wanted to take on Amul and other multinational 
players and beat them at their own game. 

The blueprint for the makeover is being drawn up 
as much in the Rs 1,000-crore Mother Dairy's 
Patparganj (Delhi) office as in NDDB's Anand headquar- 
ters, chaired by *milkman" Verghese Kurien's proté- 
gée-turned-competitor Amrita Patel. Like his boss, 
Mother Dairy's Managing Director N.A. Shaikh, 55, 
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MOTHER DAIRY'S MAKEOVER 


How the cooperative is turning a corporate. 


Getting Customer-Friendly: To boost sales, Mother 
Dairy is tracking consumer demand more closely and 
upping its service levels 


Expanding Markets: It is tying up with various 
state cooperatives to expand reach and source raw 
materials and products 


Cutting Costs: To protect the farmers' prices, Mother 
Dairy is slashing its own manufacturing expenses via 
better management 


Improving Quality: To fight multinational and other 
cooperative rivals, it is improving both the taste and 
the packaging of its products 


Building The Brand: To get greater customer 
attention, the cooperative is investing in reinforcing the 
appeal of its brand 





speaks the same language. “Corporate or cooperative,” 


N.A. Shaikh, MD, Mother Dairy: To beat new corporate players, Mother Dairy is beginning to think like one 





litres per day. However, the sale of liquid milk in that 


says the NDDB veteran of 33 years, “is just a difference in riod grew less than 19 per cent—from 112.94 Ilpd to 
pe gr pe I 


nomenclature. Both serve their 
stakeholders, only in our case they 
are farmers and not investors." 
At the core of Shaikh's con- 
cern is the growing gap between 
the milk procured from farmers 
and the milk sold to consumers. In 
1997-98, 130.71 lakh litres of 
milk was bought from farmers 
every day and by 2001-2002 it had 
grown 34 per cent to 176.02 lakh 


Mother Dairy needs 


to figure out ways 
to increase milk 
sales to keep up 
with the supply, 
and do so fast 


134.23 Пра. The issue for coop- 
eratives like Mother Dairy is this: 
if they don't figure out ways to 
increase milk sales to keep up with 
the supply, oversupply will even- 
tually lower prices and prompt 
farmers to switch to other activi- 
ties. That, of course, defeats the 
cooperative's very purpose. 
Then, private players have 
been cropping up in markets 
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where the cooperatives traditionally With com etition tive even has five different types of 


held sway. In Delhi, Mother milk—cream, skimmed, toned, 


s Dairy’s bread and butter market, for shel space double-toned, and homogenised 


j new contenders Nestle, Paras, , toned milk—to appeal to a larger 

E Gopaljee, Gagan, and Britannia hottin: up, rand- consumer base. 

; are beginning to flex their muscle. bu din has The point: To beat the new 

Fine, Mother Dairy still has 55 . corporate players, Mother Dairy 

Я per cent share of the 41 Пра mar- acquire a new is beginning to think like one. All 
ket, but it is beginning to feel the 1 these years its attention was focus- 
pressure. Britannia is believed to be importance sed on the backend, ensuring that 


talking to Fonterra, a cooperative the milk reaches consumers every 
from New Zealand, for a joint venture. Its entry will di- day. Now, it is beginning to focus on the consumer and 
rectly threaten Mother Dairy's pole position in Delhi. her needs. Its consumer research group of six regularly 
That apart, Amul has been making inroads into — visits different schools and neighbourhoods to keep its 
the capital. Last year, it came in with ice cream and but- finger on the consumer pulse. The launch of products 
ter and has since expanded its range to include dahi, such as butter and dahi last year was a result of this 
mishti doi and shrikhand. In response, Mother Dairy has process. Its Safal brand of frozen vegetables vends 
been filling up its pipeline too. Its ice cream launch has through 279 self-owned retail outlets in and around 
been followed by lassi, dabi and flavoured milk, and Delhi. It even has a 100 per cent export oriented 
other milk-based products like butter are in the offing, unit in Mumbai that sells to markets in countries 
but Shaikh wouldn't divulge the details. The coopera- such as the United States and The Netherlands. Says а 
Delhi-based industry analyst: 

"Corporate marketing is a dif- 





MOTHER DAIRY LEADS IN DELHI ferent ballgame. Mother apg is 

trying to transform itself, but 

30% Kwality Walls ICE CREAMS | 38% Rest MILK only time will tell whether it 
13.5% Delhi Milk Cooperative will be able to pull it off.” 

14% Amul 5% Gopaljee 5% Paras Branding is another area 


RE where Mother Dairy is getting 
| 1.5% Britannia 31% . down to work. The reason is 
Ба | Mother ^ simple. Earlier, when milk was а 
Dairy ^ commodity, it could afford to 
not invest in the brand. But with 
competition fighting it for shelf 
space, brand building has acq- 
uired new importance. Two adv- 
ertising agencies, Interphase (of 
FCB Ulka) and Interact Vision 
Source: Industry estimates (Mudra) have been given the 


1% Rest 
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mandate to work out a new branding strategy for the co- 
operative, and the advertising spend is to be jacked up 
from nearly Rs 1 crore in 2001-02, though Shaikh 
wouldn’t say by how much. Says an Interphase exec- 
utive working on the brand: “They are reforming their 
image. We are going to see a resurgent Mother Dairy. 
They are talking more often to the customer now.” 
Increased customer interface has led Mother Dairy 
to remove “painpoints” in reaching the customers, 
who were beginning to complain about poor proxim- 
ity of its booths. In the last three years alone, it has 
added 1,000 outlets and 150 bulk vending machines. 
Apparently, the pace of addition of outlets would 
have been faster, but for the long- 
drawn process of land acquisition. 
To strengthen the marketing team, 


Despite a 5-6 per cent 





explains Shaikh. Even today, Mother Dairy gets milk 
from five state federations comprising UP, Haryana, 
Punjab, Madhya Pradesh and Rajasthan. 

Like in any marketing battle, price is a big issue in 
the dairy business. Despite a 5-6 per cent increase in 
producer costs over the last two years, Mother Dairy 
has kept its retail price for milk at Rs 13 a litre. 
How? By slashing its own costs—by some 25 per 
cent in the last two years—of processing using total 
quality management techniques. For instance, back in 
2001 one litre of furnace oil was needed to process 250 
litres of milk; today, the same quantity of furnace 
oil can process 400 litres of milk. 

Impressively enough, such 
gains are coming from improve- 
ments at the operator level. The 


Shaikh has repurposed people yy Patparganj dairy has been divided 
rise in p ucer costs 


from other departments. For ex- 
ample, a former plant maintain- 
ance worker now works on the 
bulk vending team. Impressively 
enough, the cooperative has even 
managed to convince a mid-level 
executive from Hindustan Lever to 
join head its marketing subsidiary. 


Reach 
The key to Mother Dairy’s future growth, however, is 
market expansion. Its new marketing subsidiary, 
Mother Dairy Food Ltd (MDFL), is trying to reach 


. Out to each of the 23 state federations, and striking a 


joint venture with them. The December deal with 
Milma, for example, involves co-branding the milk. 
Shaikh says about 15 dairy federations, including 
Vijaya (of Andhra Pradesh), Verka (Punjab), Saras 
(Rajasthan), Nandini (Karnataka), and Gokul 


. (Kolhapur) are interested in joint ventures with Mother 


Dairy. “This joint effort is needed because it faci- 
litates the movement of products for better marketing," 


over two years, 
Mother Dairy has 
kept its retail price 

at Rs 13 a litre 


into a number of zones to enable 
easier house-keeping. A kaizen (or 
continuous improvement) move- 
ment encourages employees to 
identify improvements in their 
areas of work. A recent total pro- 
ductive maintenance (TPM) initia- 
tive has turned the focus on zero 
breakdowns and defects. Such initiatives are helping 
improve employee satisfaction too, which has gone up 
from 66 per cent in 1998 to 83 per cent last year. 

A lean, mean Mother Dairy is precisely what Shaikh 
will need in his battles to come. The good news is that 
the overall market for milk and milk-based products is 
set to boom. According to Dairy India (a trade publi- 
cation), milk production will touch 120 million tonnes 
by 2010 and per capita availability 275 grams per 
day. And the demand for products like ghee and cheese 
in the organised sector will soar—from 1 lakh tonnes 
to 2 lakh tonnes for of ghee, and from 4,200 tonnes to 
15,000 tonnes for cheese. Shaikh’s challenge then is to 
ensure Mother Dairy stays on top of the wave. @ 
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The Case Of 
Range Dynamics 





Can Loka Auto widen its product range while maintaining its cost advantage? J. Khattar 
of Maruti Udyog, V. Dixit of General Motors and auto consultant M.A. Baig debate. 


HE LOKA CARVAKA WAS NOT JUST ANOTHER 
sedan, three boxes on four wheels. It was, as 
Loka Automobiles saw it, the definitive “Indian 
family car’. It was an Indian product by conception, de- 
signed with the Indian consumer in mind, to be sold un- 
der an Indian marque. More importantly, the base 
model was priced just low enough—at Rs 4.5 lakh—to 


. attract a wave of upgradations from subcompact cars 


(such as its earlier offering, the Loka Anubhav). Plus, 
there were four other variants of the sedan as well, to 
suit assorted needs and budgets. 

Having started operations only five years ago, and 
that too with single-minded attention to the Indian mar- 
ket, Loka was moving in close synchrony with the 
evolving needs of the domestic consumer. 

“The story of this decade will be the shift in com- 
mon perception of a ‘car’ in India from subcompact 
hatchbacks to proper three-box sedans, and the good 
news is that we've got that spectrum covered,” said 
Rakesh Prajapati, Chief Marketing Officer, with satis- 
faction, as he surveyed a six-foot-across poster sus- 
pended across his white-board, detailing every Loka car. 
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From subcompacts to sedans, with diesel and petrol en- 
gines, frill-free and fully-loaded, along a price graph 
from Rs 3 lakh to Rs 7 lakh, Loka had spanned the so- 
called B and C segments of the market. As the Indian 
market had started ascending the upgradation curve 
(from the entry-level A to subcompact B and from B to 
sedan C and so on), these two had become the hot seg- 
ments, selling good volumes at good margins. 

Range. In a word, this was the market weapon 
that Loka's rivals couldn't hope to match in a hurry. At 
least not when it came to the crunch—delivering value- 
for-money in an extremely value-conscious market. 
The Indian consumer primarily wanted his rupee 
stretched to provide the best transportation possible on 
earth (if the brand was also evocative, then all the 
better). Most cars designed overseas, in contrast, were 
created with a differently motivated ‘global’ consumer 
in mind. And consumer orientation, Loka believed, 
could only work if the company had a clear demo- 
graphic and psychographic understanding of this per- 
son, right from the drawing board stage. 

*Retro-fitted diesel technology won't get them 
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far,” said Prajapati of his rivals, aware that their diesel 
products, while saving customers equivalently on fuel 
bills, would not be priced low enough to trouble Loka. 

“That’s the beauty of how well integrated we are in 
manufacturing,” said Prakash Raman, Executive 
Director, sinking his large frame into an armchair, 
“and that, dear fellow, is the real market buster.” 

Indeed. While Loka's products spanned the B and c 
segments, the manufacturing base was a single plat- 
form. This was the heart of the business, and the less vis- 
ible weapon in the company's war-chest. The core en- 
gine for all variants of Anubhav and Carvaka, for ex- 
ample, was modeled on a basic 1,450-cc design (which 
needed some minor re-engineering to power the sedans). 
This meant that all it took was a single dose of heavy inv- 
estment (in R&D, vendor network, moulds, presses and 
assembly lines) for the company to add- 
ress a variety of needs, and thus aim for 
an 80 per cent plus utilisation of its 
1,20,000-units-per-annum capacity. 
Manufacturing concentration, after all, 
was the key to achieving economies of 
scale on volume growth. And this, in 
turn, spelt cost competitiveness. 

"The fixed costs were low to start 
with," continued Raman, *and now as 
we scale up, we attack variable costs." 
Loka's cost structure was already the envy of the in- 
dustry, and now with more Loka cars rolling out on to 
Indian roads, the cost picture would look better still. 

In a sense, it worked so well because of the diver- 
gence in the two departments’ motivations. Manu- 
facturing was forever in consolidation mode, eliminating 
the variation in parts and processes, and ensuring that 
inputs could be kept as common as possible, to crunch 
costs. Marketing, on the other hand, was forever in di- 
versification mode—striving to map as broad a section 
of the market as possible, and nudging people up the as- 
piration curve through its brand communication. 
Together, they made Loka a winner. 

The company, really, had nothing to worry about. 
Except the threat of being beaten at its own game. 
Rivals, it knew, were not sitting idle. They were con- 
solidating their manufacturing, and a trio of three big 
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foreign-backed players was even talking about sharing 
a plethora of resources. Loka had brand power, but 
without its cost edge, it could be in serious trouble. 

“So,” said Prajapati, coming round to the main 
reason for the discussion, “I want to stretch the 
brand in both directions. We're mid-zone players, but 
I can think of two good reasons why the A and D 
segments make sense." 

Raman nodded, and pursed his lower lip—waiting 
for Prajapati to elaborate. 

“You see,” explained Prajapati, “it now appears 
to be a mistaken assumption that A segment cars 
would get phased out and the B segment cars would 
serve as entry-point products. And for range to work 
comprehensively, we need to be present at the entry 
point as well—even if we have a loss-leader in this seg- 
ment to start with. Anubhav has to be the 
first four-wheel vehicular experience for 
the Indian, if the brand is to appropriate 
the basic notion of a ‘car’ as understood 
in the remotest of villages.” 

“Hmmmm,” responded Raman, “loss 
leadership I’m not sure, but hitting a 


promising on quality is a tough order. 
And what about the D segment?” 

“Ah, that’s a question of making Loka 
a brand worthy of satisfying the highest order of needs 
in the market,” said Prajapati, “It’s the rub-off that | 
need to convince the sophisticated globally-exposed cus- 
tomer of my quality credentials. Even a D segment lux- 
ury car would only be the level of a mass seller in the 
US—and if we establish our technical competence 
here, we've got top-end perceptions in our favour. 
Besides, it's a matter of five years that significant num- 
bers reach that point of the upgradation curve." 

Raman took a deep sigh, and then replied: “I see 
your point, Rakesh. But let me tell you, no car maker 
anywhere in the world has used a common platform to 
span segments from A to D. So we're talking about a ba- 
sic rethink on our operational economics here—and Pm 
not sure if the returns justify A and D segment plays." 

The question: Should Loka widen its range to 
cover the А and D segments? Itf 
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Straddle All Segments 






JAGDISH KHATTAR 


Managing Director, 
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M IS GOING RIGHT FOR LOKA AUTOMOBILES. IT 
appears that customers recognise it as a com- 
pany that offers products conceptualised and de- 
signed for the Indian customer, under an Indian 
brand name. It has a reasonable range of offerings in 
the segments where it is present. Also, it is apparent 
that the company enjoys a cost advantage. 
Offerings in the A and D segment will, of course, 
have a positive rub-off for the company's image and its 
other products. There is a huge potential market that 
Loka Automobiles can tap with an entry-level car. 
The car ownership rate in India is currently an abysmal 
six per 1,000 population. The car owner base in the 
country's towns is widening. Rural incomes are grow- 
ing. The national highway and rural road network is ex- 
panding. Car finance is cheaper and more accessible 
than ever before. 


"Unless Loka can In fact, Loka's Prajapati 
adapt and develop recognises that the earlier as- 
sub-assembled sumption about A segment cars 
modules that can be being phased out and replaced 
standardised across by B segment cars at the entry 
models, its cost level is turning out to be wrong. 
advantage may be Ап entry into the A segment 
underthreat" will also reinforce Loka's 


‘Indian’ brand image. 

But Loka would need to consider a few issues 
while moving into new segments. The foremost is ca- 
pacity. To be able to offer an entry level car at Rs 2.2 
lakh, it needs huge volumes. Even for its existing 
models, it would need to ramp up the numbers to sus- 
tain its cost advantage. Its current overall capacity of 
1.2 lakh units per annum would be a constraint. 
Capacity upgradation will impact the company's cost 
structure. It may even run the risk of losing its 'value- 
for-money' edge in the existing models in the process. 

While a common platform between B and C 
segment models is a positive for Loka Automobiles, 
it should not be stretched. An A segment car on this 
platform may turn out to be too heavy, which will 
affect its fuel efficiency, a key attribute that an en- 
try level buyer desires. 
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Global car manufacturing is moving up from com- 
mon platforms to sub-assembled modules that can be 
standardised across models. This enables companies to 
compress lead time for introduction of new models as 
well as lower per unit costs. Unless Loka Automobiles 
can quickly adapt and develop common modules 
across models, its cost advantage may be under threat. 

While Loka Carvaka comes in a range of variants, 
it appears to enjoy a certain advantage in diesel en- 
gine products. Loka Automobiles will have to factor 
in the possible impact of a genuine dismantling of the 
administered price mechanism for oil products in the 
future while working out its strategy for entry into 
new market segments. 

Overall, I believe Loka should move aggressively to 
straddle all segments of the passenger car market in 
India. For that, it would be advisable to go in for suit- 
able capacity expansion, work towards standardised 
modules and, together with its suppliers, use value 
analysis and value engineering to bring Anubhav down 
to an entry level car. That will be good for Loka. 
That will also be good for the Indian consumer. 






VINAY DIXIT 


Vice President (Marketing), 
General Motors India _ 








IRST OF ALL, IT’S IMPORTANT “Loka should focus 
Е for any company to de- on consolidating its 

fine its core field of play... position in the curr- 
and then stick to it. There аге ent segments and 
many examples of companies ensure that changing 
trying to expand their portfolio customer needs are 
too wide without understanding anticipated and 
its true implications. responded to, first” 


Now, an expansion strategy 
can be quite successful, but only if the required capa- 
bilities—financial, product developmental and mar- 
keting—are available to the company. Success in one 
segment does not necessarily imply success in other seg- 
ments. The motivations and key success drivers are quite 
different in different segments of the market. 

A product that is successful needs continuous in- 
vestment in upgradation. Product refreshment or the 
novelty factor plays an important role in keeping any 
brand top-of-mind in the prospect’s mind. This re- 
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quires significant investment in model-year changes, 
mid-cycle enhancements and full model changes. 

As we go higher up in the segment ladder, image 
considerations overtake mere product considerations. 
It will be almost impossible to offer a D segment vehicle 
on the same platform as a B segment vehicle. The key 
product parameters are quite different in these cases. 

Bearing these factors in mind, Loka should focus on 
the current segments and ensure that changing customer 
needs are anticipated and responded to, first. 

If an expansion strategy is being contemplated, it 
should move to A segment first, and that too, only if the 
move is profitable or at least capable of quick breakeven. 
A money losing strategy is just not a sustainable one. 
However, significant value engineering may enable 
the company to take enough cost out of the existing B 
segment vehicle to launch it in the A segment. 

Given the current cost structure in India, and as- 


suming a 3 per cent net profit margin for the B segment 
product, the company would need to slash roughly Rs. 


:40,000-45,000 from its cost to price it at Rs 2.2 lakh. 


However, there could be considerable diversions 
from the B segment vehicle to the A segment vehicle, 
unless the value offerings are significantly differentiated. 
The benefits, though, would be in the form of a much 
larger customer base from which to upgrade to the B & 
C segment offerings. The ownership experience (serv- 
ice experience & costs of ownership) will play an im- 
portant role in this upgradation pattern. 

A move to the D segment should be contemplated 
once the A segment strategy is found to be successful, 
and after evaluating the requirements of overseas mar- 
kets. The company should be clear on whether the ob- 
jective is to target exports or the domestic market. 






MURAD ALI BAIG 


Management Consultant, 
Murad Baig Consultants 





HE DISCUSSION BETWEEN LOKA AUTOMOBILES' CHIEF 

Marketing Officer Rakesh Prajapati and 

Executive Director Prakash Raman, evidently, is 
far from concluded yet. In which direction might it 
continue? Here's a possibility. 
Rakesh Prajapati: *From a marketing standpoint, I 
think we should see beyond the A,B,C,D segments as 
just size classifications. In India, everyone would like a 
bigger car, but the key question is price. We have 
now established a solid market position with our 
Anubhav hatchback in the B segment, and with a 
modest additional investment, have been able to stretch 
the wheelbase by 5 cm and add a boot to get us a very 
competitive car for the C segment with the Carvaka." 


Prakash Raman: "That's putting it modestly. We've 
done some impressive technical work to get higher 
power for the Carvaka, and then there's a far more 
sophisticated suspension, don't forget. Yes, and 
you were saying..." 

Rakesh Prajapati: *As we have crossed our breakeven 
volumes with 62 per cent capacity utilisation, and are 
now making profits, we could consider a low cost 
version of the Anubhav to compete in the A segment. 
As 70 per cent of our costs are variable costs of mate- 
rials and labour, we could easily produce a low spec ver- 
sion with no initial overhead costs for a car in the A seg- 
ment, which still commands 35 per cent of the domestic 
market. Though the finance boys will scream, we 
could easily increase our sales by about 25,000 units 
from 75,000 units to achieve 83 per cent capacity 
utilisation. These increased volumes would spread our 
overheads and those of our suppliers and these savings 
should satisfy the finance boffins." 

Prakash Raman: “That is very good in theory, but a low 
cost variant of the Anubhav would also cannibalise our 
existing sales in the B segment." 

Rakesh Prajapati: *Not necessarily. We would have to 
present it as a different product with completely diff- 


erent styling, and perhaps —,. 
a slightly shorter platform With 62 per cent 
and boot. It would need manufacturing 


some investment in the Capacity utilisation, 
body shop, new lights, Loka can easily 
grille and plastics, but these produce a low spec 
are costs that the volumes version of the 
would quickly justify.” Anubhav by cutting 
Prakash Raman: “I sup- variable costs” 


pose you are now going 

to recommend a super stretched version to enable us 
to get into the D segment.” 

Rakesh Prajapati: “No way! A D segment saloon has to 
also be wider and stronger. This will require a com- 
pletely new platform and more powerful new engines. 
The high costs of importing small volumes of D segment 
cars into India makes this market small, so I think we 
need to initially target our model at foreign markets, and 
with volumes, we will be able to underprice all our for- 
eign competitors and really grow this segment in the do- 
mestic market. But we need to be different. Most 
competitive cars in this segment are not really luxury 
cars like the S Class Merc. In Europe and the US, 
there are executive saloons that are great in the front 
seats but cramped in the rear, not cars suitable for 
top executives with chauffeurs. We could design a 
smaller D segment saloon with very spacious and lux- 
urious rear seats instead of focusing on the front ones. 
With our low cost production base, this car could do 
very well in Asian and European markets." 
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А data-backed book on taking the emotional route to sustainable success, a 
quick word with one of its co-authors, and some entrepreneurial home truths. 


9 CURT COFFMAN, 


CABRIEL GONZALEZ-MOLINA, PhD, 


and ASHOK GOPAL 


Follow This Path 


By Curt Coffman, Gabriel 


Gonzales-Molina 
& Ashok Gopal 
Warner Books 
PP: 284 

Rs 950 
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HE STUFF THAT HAUNTS JIM CLIFTON, CEO OF THE GALLUP ORGANIZATION, 
must never be brushed aside. A decade ago, he was haunted by IBM’s 
nosedive. Now, as he declares in the first line of this book's foreword, 
he’s haunted by a wider graph: US non-financial companies’ profits crashed 
from 20 per cent of US Срр іп 1950 to around 5 per cent in 2000. Zero ain't far. 

To turn the trend around, Clifton offers the Gallup Path—engage 
employees emotionally, to engage customers emotionally. The actual 
book is written by three Gallup professionals from across the world: 
Ashok Gopal (See Path Preference), Gabriel Gonzalez-Molina and the in- 
fluential co-author of First, Break All Tbe Rules, Curt Coffman. 

To adopt this Path, first overthrow the worship of reason. *Humans are 
emotion-driven entities, and emotions are messy," say the authors, arguing 
that business folk are huffy-puffy dealing with these, even in the face of sci- 
entific evidence that these are not merely linked inextricably with all our neu- 
ral pathways, they even set the brain's *highest-level goals’. Yet, like the benig- 
hted times in which Galileo lived, we persist—robotically maximising value 
propositions for the supposedly rational consumer. The Gallup Path intends 
to effect a Galilean shift towards emotional economics. 

Forgive the Gallup Path that little conceit. If there's a word to describe 
Gallup's brand equity, it's ‘unbiased’—and so, ever since the famous 1936 
US presidential election prediction it made on the basis of a truly rep- 
resentative sample. And the book's real conviction value lies in the 
statistical validation (no straw polls here) of the fuzzy hypotheses all good 
managers have always had. 

America Inc’s proportion of emotionally engaged people is pathetically 


VIMAVHO LNVIN3H 


Path Preference 


Ashok Gopal, Co-author of Follow 
This Path talks to BT’s Aresh 
Shirali on what led the three Gallup 
professionals to write this book. 
Isn't it peculiar for a left-brained 
statistical firm to talk emotion? 

We at Gallup have been thinking 
more and more about what kind of 
impact what we do can have on 
business outcomes. We found that 
all the rational things businesses 
did for, say customer loyalty, ac- 
tually had much less significance 
than the emotional. Suddenly, we 
started moving from being just a 
polling kind of company to one 
that sees its task as redefining busi- 





ness. We had the luxury of huge 
amounts of data from employees, 
and from customers—and we were 
able to see inextricable links be- 
tween the two. 

For customers, isn’t advertising 
emotionally engaging enough? 
That’s a bit of a fallacy. We looked 
to see if there’s something beyond 
the traditional four Ps of marketing, 
and we found the fifth P. People. 
Our research shows that this drives 
customer loyalty twice or thrice 
more significantly than advertis- 
ing, product servicing or whatever. 
Also, the days of product superi- 
ority are by and large over. 

Isn't this book more relevant to the 
reason-obsessed West than the emo- 















tionally comfortable East? 

I used to believe that the West is 
very different from the East—till I 
actually started to see the data. The 
disparity in emotional engagement 
within companies is a global phe- 
nomenon. Yes, there is a cultural is- 
sue, but it's a work-group rather 
than country level issue. 














low, and its correlation (a perfect 1 would be wonderful, 
but a lower figure still establishes the link) with success 
is reasonably convincing. Funnily enough, low enga- 
gement afflicts every firm. “The stunner here is that the 
range of performance within companies is usually 
much larger than the range of performance between 
companies." In other words, the scope for improvement 
is vast—and Gallup provides a comprehensive set of 
metrics and indices that allow businesses to go about the 
task in an objectively measurable way. 

Good. But on customer engagement, the Path 
seems over-oriented towards one-on-one interactions 











of the services sector, while underplaying the emotional 
engagement of one-on-millions advertising. Coca- 
Cola's brand appeal and rehydrative formula, for ex- 
ample, get short shrift. Also, the book would've done 
well to bust the ‘Customer is King’ fallacy more force- 
fully, perhaps with data on the fallibility of this pop- 
ularly-anointed creature, instead of giving it just an 
oblique mention among common follies. But—aw 
gee—this is reason speaking, and it's so much harder 
to make emotional headway with a negation than an 
affirmation. Galileo would vouch for that. 

ARESH SHIRALI 


The Entrepreneur 


By William Heinecke 
with Jonathan Marsh 
John Wiley & Sons 
PP: 282 

Price: Rs 765 


VERYBODY LOVES ENTREPRENEURS. 

Why? Because these are the 
people who went ahead and seized 
an opportunity while the more con- 
templative people like us contin- 
ued weighing the pros and cons. That's why the how-I- 
did-it stories make pleasurable—and sometimes, inspi- 
ring—reading. Heinecke does not fail the reader on that 
count. After all, he does have interesting stories to tell 
about himself and his entrepreneurial adventures. How 
he started off at the age of 18 with a bucket and a mop 
to set up business, how he fought franchise battles 





with Tricon (of the Pizza Hut and КЕС fame, and now 
called Yum! Brands, Inc.), and how he survived the Great 
Asian Flu of the late Nineties. Today, Heinecke heads 
a $400-million business empire out of Bangkok, spanning 
everything from a pizza chain to a catering company. 
Where The Entrepreneur fails, however, is in mak- 
ing its “25 golden rules for the global manager" sound 
rather pedestrian. For example, you don't need to be 
a Heinecke to say that the first rule of entrepreneurship 
should be to find a niche and fill it. Or that one should 
learn from one's failure and move on. An equally 
glaring shortcoming is Heinecke's inability to put his 
formulas in a Southeast Asian context. After all, he made 
his fortune in Thailand, and by no stretch of imagina- 
tion can one say that what works in Thailand will 
also work in the US or UK. Still, if you've been waiting 
for just that bit of urging to take the entrepreneurial 
leap, then Heinecke's colourful book may be it. El 
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To successfully take your company down the 
technology road, you needn't know IT. But you 
certainly need a vision of the transformative 
power of IT, and the drive to push through often 
painful changes to achieve that success. Which 
Indian CEO has it? We polled the Indian 
technology industry to find out. 
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This and more in the January issue of 


The New, "TECHNOLOGY IN BUSINESS’ magazine 
brought to you by The India Today Group 


| Pa. Making ERP work 
| Ргоѓіќаб1е-4 ; at Sony India 


ШИ purchasing /» 


The business of buying is getting a whole lot 
smarter. Several firms are already profitably 
using online models to get more out of their 
suppliers. 


Meet Ravi Parasuram, General Manager, MIS, 
Planning & Control Division, Sony India 





It may be a while before the business of selling 
cement becomes uniformly high-tech. But 
purchase is an entirely different matter for 
cement companies looking for raw materials; 
many cement manufacturers are up there with 
the best in applying information technology 
solutions. One such solution is e-procurement, 
which is becoming the new mantra for a more 
efficient raw material purchase process... 
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Geographical Information systems 


Eye in the sky Other Highlights 


To manage resources, interpret demographic » Spicy Idea!: Billing has rapidly moved up 
trends and model consumer behaviour, the value chain from an IT manager's 
companies are increasingly turning to satellite exclusive domain to a strategic business 
imaging technology. tool. Telecom has been an early adopter 

- f of billing technology, but the principles 







apply in any service industry. Here's how 
two leading cellular telephony providers 
deployed prepaid billing solutions. 


2» Priced to perfection: Dynamic pricing on 
the Internet could be one of the cures for 
CEOs who are faced with the arduous 
task of boosting margins in tough times 
such as these. 


» Out of the XXX-box: Sexuality is the 
newest supercharged element in many of 
the latest video games in stores now. 
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Ready for the grand finale (L-R): Ashish Bagga, Publisher, Business Today, R.K. Tripathi, Secretary, Ministry of Tourism, West 
Bengal (winner), Sanjoy Narayan, Editor, Business Today, Shailesh Malhotra of American Express, Ranvir Bhandari, GM, 
ITC Hotels (Sonar Bangla), Pradeep Bajoria of Indo Flogates (winner), Sasi Kumar of Bharat Margarine (winner) 
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It was power golfing of the kind rarely seen even at Kolkata’s famed 
Tollygunge Club. BY DEBOJYOTI CHATTERJEE 


EVEN 'O CLOCK ON A WINTRY 
Saturday morning, and Y.C. 
Deveshwar of rrc and B. Mut- 
huraman of Tata Steel were enga- 


us over," said P.K. Dutt, Managing 
Director, Coates India. Dutt, a 23 
handicapper. Muthuraman, a 14- 
handicapper and Raina, who plays 


that adjusts varied handicaps). By 10 
o'clock, it was breakfast break time. 
And more cheer. “It’s great weather, 
great course and thanks for having 


ged in heated discussion. The issue? 
How the hallowed Tollygunge 
Club course would play. It was, 
of course, the East Zone play-offs 
for a place in the finals of the 
CEOs-only Business Today-Ameri- 
can Express ProAm of Champions. 

We had вос” J.N. Sapru, 
Bush Tea's Vijay Awasthy, Bharat 
Margarine's Sasi Kumar, Tin- 
plate's Bhusan Raina and many 
many others. After the first tee- 
off, there was just no looking 
back. Lots of good swings and 
much bonhomie—exactly what 
you'd expect of an individual 
stableford game (a scoring system 


Teeing off in style: ITC Chairman 
Y.C. Deveshwar at the greens 
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to 12, were happy too. “It’s going 
well,” said Muthuraman, pleased 
with his lead over Deveshwar. 

Breakfast over, it was back 
to the 10th hole, and the begin- 
ning of the home stretch. Every 
one had on mind the famous 
golf adage—“The back nine 
marks out the winner.” And 
winners, there were three by the 
end of play. Pradeep Bajoria, an 
eight-handicapper, Sasi Kumar 
and R.K. Tripathy won the hon- 
ours, and booked their seats to 
Delhi for the finals on the 19th at 
the Classic Golf Resort. 

The rest, though, were not 
complaining. “A fantasic event, 
well-organised and great fun,” 
said Sapru, over beer. @ 
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JAGMOHAN SUBHALAKSHMI KHAN BHUPEN HAZARIKA VINOD KHANNA 
PRAKASH JHA NANDITA DAS SHATRUGHAN SINHA NAGESH KUKUNOOR 
NDIRA RAISOM GOSWAMI MAHESH BHATT JATIN DAS S KELUCHARAN 
MOHAPATRA RADHA AND RAJA REDDY DR SUBBARAMI REDDY KIRTI AZAD 
MAHASVETA DEVI BAICHUNG BHUTIA VICTOR BANERJEE RITA SAWHNEY 
NANDINI SUNDAR MARUT SIKKA TOM ALTER KHUSHWANT SINGH M A K 
PATAUDI USTAD AMJAD ALI KHAN NIRMAL VERMA BULBUL SHARMA PICO 
IYER KIRAN BEDI SATISH GUJRAL PATWANT SINGH KARAN THAPAR KAPIL DEV 
RUSKIN BOND SHEILA DIXIT ASHOK DILWALI NAMITA GOKHALE ARPANA CAUR 


MARIO MIRANDA FARHAN AKHTAR VIJAY MALLYA MAHARAJA OF MYSORE ІМ 
VITTALAMURTHY SONAL MANSINGH USHA UTHUP GEETA DOCTOR ANITA 
NAIR YAMINI KRISHNAMURTHY VYJAYANTIMALA BAL! ANITA PRATAP GITHA 


HARIHARAN BITTU SAHGAL FRANCIS WAZCIARG ANITA PRATAP j 
PRIYADARSHAN HUGH & COLLEEN GANTZER BIRJU MAHARAJ TANUJA 
CHANDRA SHUBHA MUDGAL PIYUSH PANDEY MAHARAJA СА) SINGH T 
RITU KUMAR SADIA DEHLVI OMAR ABDULLAH JYOTI RANDHAWA MRINAL SEN 
PARITOSH SEN PRIYA PAUL RAGHU RAI DR KARAN SINGH PATRICIA MUKHIM 
MURAD ALI BAIG OM PURI S PAUL MOON MOON SEN AMITA MALIK SHASHI 
THAROOR МАЦКА MOYNIHAN ROHINI HATTANGADI RAM RAHMAN | 
PRASHANT PANJIAR SUNIL GANGOPADHYAY DAYANITA SINGH JACKIE 
SHROFF KIRON KHER BHANU ATHAIYA ASHUTOSH GOWARIKAR SUDHIR 
RAMCHANDRAN 
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A snapshot of a nation, taken by its most revered writers, poets, artistes, politicians, sportsmen and photographers, this 
special 7th Anniversary issue of India Today Plus encapsulates our country in a never before effort. А collector's issue from 
India's finest travel magazine gives you facts and insights into all 35 states and Union Territories. Places to stay, visit, dine, 
shop and see. Starting from the first travelogue on India to extracts from the writings of Great Indians of the past to mood 
pieces from the celebrities of India, today. This is a significant compilation of travelogues, nostalgia, road maps, cuisine, 
shopping and much more. 
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the Indian cricket team in New Zealand. ’Tis 
merely the time for kicking back, consuming 
prodigous quantities of methylated spirits, and, for 
your intrepid columnist, an opportunity to pontificate 
on the year ahead. 
So, in the spirit of putting valour before discretion 
and recklessness before political correctness, here 
is a random pick of 10 predictions for the new year. 


Te FOR 2003. NOPE, THAT’S NOT THE SCORE OF 


1. More will put money into business process out- 
sourcing (BPO). More will suffer. Yes, yes. I am 
beating the same old drum. But continue to despair 
at good venture money flowing into call 
centres and what I call ѕмк (Saste Mein Karenge) 
operations. My point is simple. Commodity low- 
value services may be good private businesses to 
run. But incredibly difficult businesses for investors 
to exit from. 

2. Topi will be less frequent. I am gleefully amused 
at the price Wipro paid for Spectramind—but this 
era of "selling to the greater fool", technically 
called topi daalna, will come to an end with infor- 
mation technology-enabled services (ITES) companies 
too, Just like there wasn't a second Sify-Indiaworld 
type deal. Other buyers of call centres will have big- 
ger brains, so traditional investment banker topis will 
not fit so easily. 

3. The Dalal beats The Wall. The Bombay Stock 
Exchange (BSE) will beat the pants off New York 
Stock Exchange (NYSE) and Nasdaq. People waiting to 
list on a US exchange will wish they had stayed 
closer home. 

4. Time for rational exuberance. The American 
bourses will return to power, but in favour of 
beaten-down established players with steady cash 
flows and growing margins. Not Johnny-come- 
lately loss-making startups. 

5. Margins in the IT services business will not rise 
this year as well. These businesses will grow, in the 
low two-digit percentage range—to be overshad- 
owed by telecom and more primary sector companies. 
But rates will stabilise at around $15-20 (Rs 720-960) 
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NOTES FROM THE TROUGH Ш Mahesh Murthy 


Ten For 2003 


Your columnist risks body and soul to make a few predictions for the year ahead. 


per hour—a far cry from the days when $80 
(Rs 3,840) used to be the going rate. Employee 
costs will rise. Margins will not. Investors will begin 
to look for growing earnings, not the letters ‘Info’ in 
the name of the company. 
6. ‘Bio’ will not replace ‘info’. Much to the disap- 
pointment of the hopeful, investors will also grow 
wary of words like Biotech, Bio-informatics, Bio- 
graphy and the like. Vain efforts will be made to rep- 
lace it with the word ‘Nano’. Immunity to buzz- 
worditis will rise, though. 
7. We'll have better, not bigger movies. The non- 
defining moment in Indian cinema last year was 
Madhuri and Aishwarya lamenting about an im- 
potent Shahrukh to each other Dildo laa re. 
Bollywood tearjerker Devdas conclusively proved 
that size does not matter anymore. We can expect 
to see smaller, but far better performing movies. And 
star salaries will fall. 
8. Media companies will get blockbusted. 
Blockbusters will bust bank balances. Pritish Nandy, 
Mukta, Balaji and iDreams will move to more but 
smaller productions as the Kaantes get badly pricked. 
More will wish they stayed private as their share 
prices get battered. 
9. Antarctica will threaten Redmond. The Linux 
penguin will make further headways with govern- 
ments and corporates the world over. We will see a 
more heterogenous world. 
10.Less than half these predictions will be wrong. By 
the end of 2003, it will become even harder to pick 
hot sectors. Investors will move to picking companies 
instead of buying into trends. 

Your correspondent had done the same exercise 
a year ago in a different publication—and discovered 
he wasn't all that far off. That was the year the 
pundits called annus horribilis. He fully realises, 
though, that if he’s wrong this year, he runs the 
risk of people removing one ‘n’ from that term and 
branding him deservedly. @ 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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COUNSELLING 


Help, Tarun! 


| am a 36-year-old chartered accountant with a reputed pub- 
lic sector company, a post ! have held for the past two years. 
| also teach finance and accounting on a part-time basis. | 
have now realised that | enjoy teaching more. | am seriously 
considering taking up a full-time teaching job with a man- 
agement institute in India or abroad. Is it advisable for 
me to switch from a corporate job to an academic one at this 
stage of my career? And to what extent will a PhD help me 
find a lucrative teaching assignment abroad? 

I know quite a few people who have made the tran- 
sition from the corporate world to academia. You must 
be absolutely clear that this change is in line with your 
long-term career objectives. Teaching part-time and 
holding down a corporate job gives you the best of 
both worlds. A full-time teaching job, however, is 
likely to be intellectually more demanding. You must 
also consider that academics are usually not as well 
paid as corporate executives. However, it is com- 
mon practice for most academics abroad to supple- 
ment their income through consulting assignments. As 
to whether you would require a PhD to land an aca- 
demic job abroad, that depends almost entirely on the 
profile of your future employer. 


| am a 31-year-old post-graduate working as the training 
and placement officer in a private engineering college. My 
superiors have expressed their satisfaction with my per- 
formance in the past 12 months and have given me an 
increment on that basis. | would now like to enroll in a 
short-term programme from a reputed institution that 
would help me perform even better in my job. Kindly sug- 
gest some programmes. 

There are several training and career enhancement 
programmes that are conducted by institutions like 
the Indian Institute of Training & Development, the All 
India Management Association, and most reputed 
business schools. These are short-term programmes 
and some of them are available in the distance learning 
format as well. Most of these programmes are flexible 
and can be taken up at any time of the year. For a start, 
you should research the programmes on offer and 
shortlist ones that appear most promising. 


Jobs 1 oday 





1 am a 27-year-old management graduate from the Indian 
Institute of Labour Management, Delhi, with over three 
years of work experience. For the past year, | have been work- 
ing in an automotive battery MNC as branch manager. 
Although | am happy with the job profile, | am not satisfied 
with the compensation. Should | look for another job that pays 
better or should | negotiate with my company for a higher 
salary? Do you think | should go in for a MBA from a premier 
institute to get on to the fast track? 

You could try negotiating with your company but it is 
unlikely that you will succeed in your effort unless 
there are serious anomalies in your compensation struc- 
ture and your peers are drawing much higher salaries 
than you are. Your best option would be to look for ano- 
ther job that pays better. To answer your second ques- 
tion, a degree in management from a premier 
B-school will undoubtedly help accelerate your career but 
that would require you to take a two-year break. If, at 
the age of 27, you are comfortable taking this break from 
your career, do so. Otherwise, a part-time manage- 
ment programme from a premier B-school might not be 
a bad option. 


| am a second-year B.Com. student and have cleared the 
foundation exams for Chartered Accountancy (CA) and 
the Institute of Cost and Works Accountants of India 
(ICWAI). | am more interested in pursuing a MBA. | want 
to know whether it makes sense to club an accounting qual- 
ification with a MBA. Is it true that candidates who have a 
CA or an ICWA certificate along with a MBA diploma are 
given preference by recruiters? 

A CA with a MBA is a good combination from the point 
of view of tbe job market. However, if you are seriously 
considering doing à MBA, you will need to put in a 
concentrated effort in your entrance exam prepara- 
tion.This might not leave you with enough time to 
study for the CA exams. It is rare for undergraduate 
students to study for a MBA and CA exams at the same 
time. You could continue with the CA exams even after 
you have finished your MBA. If you have the aptitude for 
it and can manage your time well, I would definitely rec- 
ommend doing all three at once. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jhandewalan Extn., New Delhi—1 10055. 
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Recruiter’s Diary 


Ever considered adding a line or two to make your CV look perfect? 
Think again, as Ronesh Puri explains how recruiters spot the loopholes. 


HE CURRICULUM VITAE 

usually helps a recruiter form 

his first impression about the 
candidate. It is from this document 
that we first gauge the suitability 
of a candidate for an assignment. 
The final assessment, of course, is 
based on the cv as well as a per- 
sonal meeting with the candidate. 

Executive Access' internal stud- 
ies and experience in the business 
indicate that more than 70 per cent 
of candidates state facts, not as they 
are, but as they assume will look im- 
pressive. What is surprising is that 
this trend is most predominant at 
the senior levels. 

I recently had the chance to inte- 
ract with one such candidate while 
conducting a CEO search for a large 
MNC. His СУ was impressive. He 
came from a top B-school, had 
acquired experience across diverse 
industries and had a number of 
achievements to his credit. 


WRITING YOUR CV? 


REMEMBER T0... 


€ Be honest. Remember that CVs 
are almost always verified 





€ Be personal. Include languages 
spoken, marital status and 
ability to relocate. This helps 


€ State your qualifications and 
work history in reverse 
chronological order 

€ Be brief and concise. But 
include figures where necessary 


€ Mention only people you have 
worked with as references 


In the personal interview, I pro- 
ceeded with the usual probing to dis- 
cern any contradictions in the CV. I 
noticed that he was extremely unc- 
omfortable answering questions per- 
taining to the early part of his car- 
eer. On investigating his background 








Ronesh Puri, 
Managing Director, 
Executive Access 


further, I discovered that he had 
grossly misrepresented facts relating 
to the first five years of his career. 
The ммс that he claimed to have 
worked with during that period 
confirmed that he had, in fact, 
worked there only for four months. 

Hiding short tenures, claiming a 
colleague's achievements as one's 
own and fudging compensation de- 
tails are shockingly common prac- 
tices in India. Doctoring one's cre- 
dentials to suit a job reflects poorly 
on a candidate's values and results 
in automatic rejection. Most expe- 
rienced recruiters are well aware 
of these fudging techniques and 
can easily spot the loopholes in a 
CV. Some even hire dedicated veri- 
fiers to carefully investigate each 
fact mentioned in a CV. Remember 
that you might succeed in deceiving 
a recruiter on the odd occasion, 
but if you are caught, your career 
could be tainted for life. El 


The Leadership Assembly Line 


Why do some companies continually produce top-notch leaders while others fall short? 


N AN ATTEMPT TO UNDERSTAND THE BEHIND-THE-SCENES 
Tefforts of companies that consistently produce great 
leaders, Hewitt conducted a study of 240 major public 
and private US companies to identify the top 20 com- 
panies proucing leaders. 

According to the study, senior management—starting 
with the cEo—at these top 20 companies was more in- 
volved in developing leadership talent than at other com- 
panies. In fact, an average leadership programme with top- 
level involvement almost always produced far better results 
than the most stellar programme with no support at all. 

Identifying the potential leaders early in their careers 
comes out as a critical factor in these companies' success. 
More than half of the top 20 companies had systems that 


clearly differentiated high-potential leaders. 

Of the top 20 companies, 73 per cent communi- 
cated this special status to their high-potential leaders, and 
most also gave them developmental and reward oppor- 
tunities commensurate with their value to the company. 
And all of the top 20 companies differentiated pay for high 
potential employees from pay for average performers. In 72 
per cent of the companies, the pay difference was con- 
sidered 'significantly' or 'noticeably' different. 

Finally, the top 20 companies made planning for future 
leaders a priority. All of the them had formal succession 
plans in place and conducted rigorous annual talent reviews 
to assess and track their future leaders. 

Source: Hewitt magazine 
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Chances are you probably just might hear 


this at Cadbury India. And you'd be wrong to 





dismiss it as a slip of the tongue. 








the most loved chocolate 


We create 


brands in the country. Brands that bring 
smiles to millions everyday. So if you 


assume that the primary reason our 










people look forward to 


work is because of the 


opportunities of a chocolate 


feast, you're probably right. 


"M Registered trademark of Cadbury India culture! 





A 
Stretching \ E, 
with 


Or perhaps, , 
there just might be 

a few more. Perhaps it's 
our young and vibrant work 
culture of ‘Performance through 
People Care’. At Cadbury our mantra is 
'Go grow' where we encourage our people 
to simply be themselves. Every employee 
is expected to showcase his potential by 
pushing beyond the limits and giving flight to 
his imagination. 

Every Cadburian enjoys the freedom to 
ideate, express and implement his/her ideas 
to contribute to the company, making the 
process not just productive, but also fun. 


Spend a few minutes at Cadbury and you'll 


а sulle 
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know what we're talking about. 
Our people get the best resources in 
_terms of training and infrastructure with 


various world-class 


| 
abundant exposure to | 
management practices. And 


being part of the $ 7 billion 
confectionery and beverage conglomerate 
Cadbury Schweppes group, that span 200 
countries - one can but naturally expect 
challenging international assignments. 

If our core purpose ‘Working together 
interests 


to create brands people love' 


you, e-mail us your resume to 






cadburyindia.hr@csple.com. 


To augment our ambitious 
development agenda we are looking 


for top notch talent: 


a. Professionals with 3 to 7 years in Sales & 


Marketing, Manufacturing, Finance, 





Commercial, Supply Chain and 
Human Resources functions 

b. Sales professionals entry and 
experience levels up to 10 years 
preferably in consumer, FMCG industry 


And don't be surprised if you too begin 


looking forward to your weekend to end. 
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India's No.1 Job Site 


GATI LIMITED 


Retail Head, Metros 


PROFILE: 
MBA (Marketing) with 5-7 years experience in the Marketing function in a reputed organiza- 
tion. Should have experience of handling a Sales team. 


DESCRIPTION: 

The incumbent should have knowledge in network & receivable management. Responsible for 
identifying the retail markets, placement of sales people & allotment and monitoring of 
territory sales targets. Also responsible for conducting training & development of sales team 
members, achieving sales person productivity of 5 lakhs, increasing the customer base in the 
division/territory & generating MIS. 


APPLY AT: 
Email: hrapplications_dept@sbd.gati.com 








REACH MANAGEMENT CONSULTANTS PVT. LTD. 

















A CLIENT OF GROW TALENT COMPANY LIMITED 


Chief Executive Officer/Chief Operating Officer, Gurgaon 
PROFILE: 
The incumbent should have around 20 years experience in operations of which at least 
5 years should be as a Business Head with high business acumen and exposure to 
quality systems, exports and best practices in the good manufacturing organizations. 


DESCRIPTION: 
The position is for a profit making company with a turnover more than 100 crores. 
The incumbent will be able to provide business and technical leadership to the 
organization in an effective manner. 


APPLY AT: 
Email: kavitha@growtalent.com 
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India's Nó.T Job Site 


FEDDERS LLOYD 


| 
Head-Design & Development, Noida | 
PROFILE: 





uu : M.Tech from a reputed institute with 10-- years experience in Product Development with an 
ce Air Conditioning and Refrigeration Company. 


DESCRIPTION: 
Fedders Llyod offers engineering solutions for a wide spectrum of industries & has been trusted 
by generations for their Air Treatment and Environment Control Business in the Indian Market. 
The incumbent will be responsible for handling the design & development department, 
improving the existing products & introducing new products. Also responsible for identification 
of product isolation, development of cost effective designs & management of design engineers. | 


APPLY АТ: 
Email: findnaukris@yahoo.com 

























EL DUPONT INDIA LTD. | 


| 

Marketing Executive, Mumbai | 
PROFILE: | 
| 

| 





Bachelor's Degree/MBA with 5-- years experience in FMCG sales and business development. 
Brand management and previous experience of working with Advertising/PR/Market Research 
Agencies is preferable. 


DESCRIPTION: 

The incumbent will be responsible for sales and brand management for the house-ware 
market. The role involves working with direct customers, retail stores, Advertising/PR/Market 
Research Agencies and end-users. Also resp. for sales presentations, managing Direct Sales 

Officer, handling promotional activities at retail outlets, developing new applications & 

establishing networks with targeted industry segments. 


| 
APPLY АТ: | 
Email: Neenu.B.Sahrawat@ind.dupont.com | 
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GENUS OVERSEAS ELECTRONICS LTD. 


Manager-HR, Jaipur 


PROFILE: 

Post-graduate in Human Resource Management from a reputed institute with 8-12 years 
experience in HR related operations in a large manufacturing industry, including supervision 
of other related matters of personnel and administration. Exposure to Human Resource 
Information System will be an advantage. 


DESCRIPTION: 

The incumbent will be responsible for organizational development, performance appraisal, 
employee relationship management, grievance handling, training and development, 
recruitment & selection. Also responsible for developing HRM as a customer-focused 

department & developing tailor made payroll packages. 


APPLY AT: 
Email: info@genusoverseas.com 

















FILATEX INDIA LIMITED | i 


Assistant General Manager-Finance, Delhi 


PROFILE: 
Chartered Accountant with 8-10 years experience preferably in a manufacturing industry. 


DESCRIPTION: 

The position is for Filatex India Limited, which is a manufacturing exporter of monofilament 
yarn & multifilament yarn (polyster, polypropelene, nylon) with a turnover of about Rs.160 
crores, The incumbent will be responsible for handling all accounts & taxation related 
activities, liaise with financial institutions & regulatory authorities, ensure financial data 
integrity through audits & reconciliation & fund management. 


APPLY AT: | 
Email: hrm@filatex.com 















| TRIGENT SOFTWARE LTD. 


Finance Manager, Bangalore 


: PROFILE: 
A/ACS with 10+ years post qualification 
xperience with strong relationship manage- 
ment and communication skills. Exposure to 
US GAP accounting is desired. Only 
Bangalore based candidates need apply. 


DESCRIPTION: 

The position is for a Leading Software 
Development House. The incumbent will be 
responsible for handling all financial policies 
& procedures, accounts finalization, budget- 

ing forecasts & fund management. Also 
|| responsible for managing activities related to 
es statutory compliances, taxation, preparation 
of MIS, interaction with external agencies & 

handling secretarial functions. 


APPLY AT: 
Email: fm@trigent.com 












| FIBCOM INDIA LIMITED 


Group Leader: Product HW Design, 
Delhi/NCR 


PROFILE: 
BE/M. Tech (Electronics/Communication/ 
"d Electrical) with 7-12 yrs. exp. in designing of 
Telecommunication equipments; preferably: 
SDH/Optical Communication equipments. 


DESCRIPTION: 

The position is for a company, which is a 
leader of optical networking solutions & 
products based on latest technology for 
optical transport & access network. The 

incumbent should have worked in the 
capacity of a Team Leader for product hard 
ware development and be responsible for 
guiding a team of people working on analog 

& digital designs, circuit simulation, FPGA 

designs, PCB designs, etc. 


APPLY AT: 
Email: hr@fibcom.com 
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Product Head, Noida 


PROFILE: 

MBA from a reputed business school with 
7-10 years experience of which at least 
2-4 years should be in Sales & 4-6 years in 
Marketing with an aim to see individual brands 
gaining leadership in their respective areas. 


DESCRIPTION: 
The incumbent will Бе responsible for 
demonstrating competence in all areas of 
brand management: product development, 
positioning, packaging, market research, 
pricing, advertising & sales promotion. 


APPLY AT: 
Email: hr@dsgroupindia.com 


DATACRAFT INDIA LTD. — | 


Manager-HR & Admin, Mumbai 


PROFILE: 

9-12 yrs. exp. in the area of Labour Law 
with solid foundation in HR functional 
areas including staffing, compensation, 

performance appraisals & staff development. 


DESCRIPTION: 

Resp. for formulating HR policies & 
strategies; hiring managers to mould staffing 
plans; managing annual performance 
appraisal & salary review process; monitoring 
the total compensation & benefits program by 
conducting external market studies, internal 
equity reviews & recommending any needed 
changes; articulating training needs; ensuring 
healthy communication process between the 
memt. & staff & providing conflict resolution 
support to employees & managers. 





APPLY AT: 
Email: neelam.dinii@datacraft-asia.com 
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They were just approaching the age of consciousness when India liberalised. 
Now students at some of India’s finest institutions, GenNext is simply focused on 


getting ahead. BY ABHA BAKAYA 


NE DAY IN 1997, GAURAV DUTT, THEN IN CLASS IX, 
woke up and decided he wanted to go to busi- 
ness school. Now a third-year student of math 
at Delhi’s venerable St Stephen’s College, 20-year-old 
Dutt is a member of the college’s wildlife and music 
clubs, and spends his time on sports, indoor and out- 
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door, and the requisite amount of math. He still 
wants to go to B-school, but there’s been a minor 
addition to his career plan—post-MBA he wants to 
enroll in a US university for a PhD in finance. If that 
sounds too specific for a young man still to graduate, 
consider the case of Salil Mulay, a 21-year-old third 
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year student of math at Mumbai’s St Xavier’s col- 
lege who wants to pursue a course in actuarial science 
because “insurance is a booming segment”. 

Prashant Hegde, 20 and Arnav Sinha, who is a year 
older study in the sane city as Dutt, but in a school that 
is a couple of tens of kilometres away and far more ver- 
dant, the Indian Institute of Technology. Hegde echoes 
Dutt’s sentiments but Sinha puts a larger, more dis- 
cerning slant to the reason they are at irr. “Whatever we 
are doing now will help us handle the competition we 
are sure to face later.” There’s also the material as- 
pect, each of the three gently remind this writer: good 
jobs, fashionable threads, fast cars, and money with a 
capital M. A recent ORG-MARG A.C. Nielsen survey of 
3,000 young people between the ages of 18 and 20 
found 75 per cent of the respondents picking money as 
the most important thing in life. “You have to make 
enough money to support your other interests, your fam- 
ily, the kind of lifestyle you want,” says Vikas Jawa, a stu- 
dent of economics at SRCC, Delhi. And if you still 
don't know what you want, adds the irr duo, never 
mind, being in a school like irr opens a world of possi- 
bilities. And a 8 a.m.-to-2.00 a.m. day replete with 
classes, extra-curricular activities, and the odd vice or two 
teaches you to work the system and emerge on top. 

Welcome to the world of the GenNexters, the first 
generation of Indians to have spent more than half their 
existence in a new, free-market oriented India. “1 
want to make my own choices," says Vini Goel, a stu- 
dent of management at Bangalore's St Joseph's College 
of Management, who claims her generation isn't con- 
strained by the past or parental control. *Whether it 
turns out good or bad, it is after all my choice and I will 
live with it." All that doesn't translate into a generation 
of Valids (remember Gattaca?) obsessed with the uni- 
dimensional pursuit of a B-school degree. There's 
enough variety and social awareness available (in this 
article, and among GenNexters) to sate a bleeding 
heart. Abhimanyu Sarvagyam, a 19-year-old student of 
chemistry at Chennai's Loyola college would prefer 
nothing more than a career in oceanography; his 
batchmate Vinayak Nagaraj studies the martial arts, is 
ex-president of the debating society, and wants to 
join the United Nations; and Divya Mehta, a student of 
economics at Kolkata's hoary St Xavier's wants to 
propagate the message of vegetarianism. 

There it is, hidden in the ‘I want to be...’ hopes of 
the generation, the a-word that their parents, and 
their parents, in turn, eschewed, AMBITION. "If you 
don't drive yourself, you won't survive," says Paul 


Sebastian, a student of irr Delhi. That's a mature Andy 
Grovish kind of sentiment coming from a 22-year- 
old, but don't say as much to Sebastian. He and the 
majority of his generation don't believe in role models. 
“Т do not want to follow anyone,” says Manish Patadia, 
a student of commerce at Delhi's SRCC, who doesn't 
want to wait till he is 60 to be rich. He'll do any- 
thing to be that: he already distributes medical products 
when he isn't in college, is willing to pursue a CA, enroll 
in a business school—anything. 

Attribute that to the free market environs in which 
GenNexters grew up: for while fun has become a 
serious institutionalised activity, academics has become 
the passport to the better things in life. That's meant 
a break from the past in some cases: At Delhi's 
Stephen's, for instance, the mid-semester January 
examinations were never taken seriously by students. 
Campus tradition had it that one had to flunk these to 
do well in the end-semester examinations. Today, 


While fun has become a serious institutionalised activity, 
academics has become the passport to better things in life 
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GenNext doesn't believe in 
rebelling, at least not in the 
same way their parents did 





no one is willing to risk taking the January tests 
lightly. *Our students have become very serious," 
says Anil Wilson, Principal, St. Stephens. And very 
materialistic, adds a disgruntled Joseph M. Dias, the 
Principal at Mumbai’s St Xavier's College. “They are 
consumerist and career-oriented," he grouches. That 
may be the case but no one is complaining, least of all 
parents—GenNext doesn't believe in rebelling, at 
least not in the same sort of way their beat-generation 
parents (some of them must have surely rebelled) 
did. The times have changed, parents, in general, are 
far more liberal, and intense competition at school 
leaves little time for rebellion. 

And Father Dias needn't worry: all that con- 
sumerism and materialism doesn't come at the cost of 
values. Three out of every four respondents to the 
ORG-MARG A.C. Nielsen survey didn't believe in 
adopting the wrong means to achieve their objectives 
and 66 per cent said they certainly would not pay 
money to gain admission into the educational insti- 
tution of their choice. Evidently, the first decade 
and more of reforms may not have done all that 
much for the Indian economy, but it has created a gen- 
eration of organisation kids who revel unashamedly 
in the worship of Mammon but still retain enough 
values to tell good from bad. Surely, that's reason 
enough to cheer in these trying times. tl 

ADDITIONAL REPORTING BY DIPAYAN BAISHYA, 
NITYA VARADARAJAN, AND VENKATESHA BABU 
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Not All Froth 


O ON. CALL IT A HANGOVER FROM 
festive December if you will but | 








just have to share some good news with 2 
you. Beer's good for you. In preliminary 5 
studies (these studies are always preli- z 
> 
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minary, have you noticed?) of a group of 
men suffering from coronary artery disease, the resear- 
chers found that drinking one beer (that's the small 
pint bottle and not the big 750-mi bloater!) every day for 
a month can reduce the risk of a heart attack. The study, 
conducted in Israel, is an addition to growing evidence that 
a bit of booze may actually reduce heart disease. The 
healthy post-beer drinking chemical changes that the 
study found include decreased cholesterol, increased anti- 
oxidants and reduced fibrinogen levels. 

But before you head off to the bar, here's a bummer. 
The results do not mean that beer is the only cause for 
lowering heart disease risk. Exercise must complement 
the beneficial effects of beer. 

Now, there are two words in the paragraphs above 
that bear revisiting. One, of course, as | have mentioned 
is ‘preliminary’. It's a hedge that researchers use before 
endorsing anything that goes into your diet—from caffeine 
to sugar to alcohol. Don't be dismayed if another group 
of researchers debunk the beer theory. The other word 
Muscles Mani would like to bring to his readers' attention 
is ‘exercise’. Remember, no diet works without exercise. 

To put you on your way, here's some great stuff for 
your shoulders. The idea is to keep changing your routine 

- so that the muscles don't get used to the same old stuff. 
Here are three new ones for building your shoulders. Start 
with barbell front raises but don't do them standing. Use 
an incline bench, which takes away any tendency to 
cheat. Do a set with a very lightweight for 15-25 reps bef- 
ore going into three working sets of 10-12 reps each. 

The second exercise is the underhand, close-grip 
press. Instead of free weights, use a Smith machine. After 
a warm-up of 15-25 reps, do three sets, pyramiding the wei- 
ghts up while lowering the reps from 12 to 10 to eight. 

The third on the list is the quarter-rep standing lat- 
eral raise. Instead of bringing your arms down to your 
sides bring them down only to a quarter of that distance. 
Why? Because bringing them all the way down actually 
provides a rest for the shoulders in the last fourth of the 
movement—that's known as a training "dead zone", 
which does nothing for you. Again three sets with pyra- 
midal increase in weights as you go up. 

MUSCLES MANI 
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SELECTION 


Sandwich 
supper 


Burgers and hotdogs ain’t so hot. The good ol’ sandwich, 
in bigger and spicier incarnations, makes a comeback. 











Subway, Delhi 


IT’S A NON-VEGETARIAN’S PARADISE. Gallopin' 
But the sheer novelty of being Gooseberry, 
able to make your own sand- 


Hyderabad 
wich, choose your toppings, 2 
breads and sauces should be 
enough encouragement for the 
vegans to pay this American 
sandwich chain, in Delhi’s Saket, 
a visit. You get huge—very fill- 
ing and very healthy—six-inch 
or footlong sandwiches stuffed 
with a variety of toppings from 
the exotic honey mustard 
smoked chicken to the more 
regular roasted lamb. Those 
who're unperturbed by high calories can dig into the yammy pickles and 
mayo. The prices are very reasonable with a meal for two comprising a 
six-inch non-veg footlong, a brownie and drinks costing just Rs 250. 
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Subway, Delhi: Plenty to choose from 


A. PRABHAKAR КАО 


Gallopin' Gooseberry, Hyderabad: 
More than a mouthful 


Croissants etc., Mumbai 

| LOCATED BANG OPPOSITE THE CHURCHGATE TERMINUS, CROISSANT ETC. 
offers a variety of over two dozen sandwiches. According to the 
chef, the Chicken Junglee is currently the rage. And if you can't make 
it to the store at Churchgate, these sandwiches are also available at 11 
other locations around the city. So next time you wish to forget your 
dieting schedule, try out a Double Decker Chicken Exotic, and do spoil 
yourself with some extra cheese. 


THE RECENTLY OPENED GALLOPIN" 
Gooseberry at the city's up- 
market borough Banjara Hills l 
almost looks like a well fur- 
nished airline lounge. Its most | 
popular offering—The Goose- 
berry Greams Club priced at 
Rs 85, is a mammoth two-tier 
sandwich, that’s grilled, topped 
with a slice of cheese and laid 
on a layer of crispy lettuce 
that’s procured from Ooty 
everyday. The second layer 
consists of chicken salami, 
tomatoes and mayonnaise. i 
Rosemary chicken sandwich, 
which is essentially chicken 
marinated and grilled with 
rosemary herb, is another spe- 
cialty at this joint. & 
COMPILED BY ABHA BAKAYA 


Residency Sandwich 
Centre, Bangalore 
HOUSED IN THE CITY'S WELL-KNOWN 
Devatha Plaza on Residency road, 
this eatery has an array of healthy 
i offerings along with fresh fruit juice. 
From plain vegetable sandwiches 
generously filled with leafy cabbage 
and tomatoes to paneer grilled sand- 
wich, the fare is a gastronomic del- 
ight. The price for all sandwiches 
range from Rs 15-35. 
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Sagi a 


Hideaway 


Ganapa tipule HOI POLLOI THRONGS GOA (NO, WE AREN'T 


talking of our venerable PM who was va- 
Maharashtra cationing there this New Year), the beaches 
are hawker-infested and there are nirvana 
seeking hippies abound. The once virgin shorelines of Kerala are getting there. 
Just when all seems to be lost on the country's beach-front, the Konkan coast 
throws up another pulchritudinous yet pristine patch of sun ‘n’ surf called 
Ganapatipule (Ganapati dunes) in Maharashtra, 350 kilometres from 
Mumbai. But plan your trip soon, for the place is already being touted as 
India's answer to the Caribbean. Hyperbole apart, this Konkan hamlet has 
seemingly endless stretches of white and golden sand with lush tropical veg- 
etation and a medieval fort for effect. Ganapatipule is also known for a 
Ganesha temple that is believed to be 4,000 years old. You can find ac- 
commodation in one of the sea-facing Konkani cottages, or if you are the 
outdoor type, the Maharashtra Tourism Development Corporation has very 
well maintained tents. Being a temple town of devout Maharashtrians, get- 
ting non-vegetarian food can prove difficult, but the place is well worth 
Ganapatipule, Maharashtra: It doesnt turning a herbivore for a week. 
get more exotic—350 km from Mumbai For details contact Maharashtra Tourism. Phone: 022-22024482/4522 
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Reading Leaves ID So. 


JW MARRIOTT HOTEL 
MUMBAI 


'd heard so much about the Mumbai мите 
| breathtaking sea view It offered and its colossa 


Infinity pool— that | was determined to stay there | 


the next time | visited the city. | did. The lobby © size 15 


overwhelming and live music adds to the feel. fumer | 
down, the high ceiling of the huge coffee shop is m у 

| ported by enormous pillars. And through a ast | 
Oxford Book Store, Mumbai: Cha-cha-cha at the end of the coffee shop you get a glimpse Mio 
the famed Infinity (still not sure why its ае 

i ificial beach. Ine 
Rooibos tea go with Naomi Klien’s intimidating name) and the dates Ca 

brandphobic tome No Logo? *Adds to the rooms are a big disappontment. ine ie eN 
ee ta Hr ri a space to move. | ordered room service an 


от ; i the 
a New Yorker sipping the African brew at aid to my hopes of walking across to 
the new Chaa Bar at Mumbai’s Oxford trolley put p he service good 
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OW DOES A CUP OF SOUTH AFRICAN 


window. Sure, the staff is friendly, t 


Book Store. While browsing through the | ffun, but it's 

^ : ; ot ot Tun, Du 
copy of a oh-how-did-I-miss-it manage- and the night club ү bp xe hatmas | shelled | 
ment bestseller you can choose from а se- certainly not worth the five big Ma | 


lection of 69 (yes, you read that right) dif- for anight. Still, the only thing small about the | 
ferent brews from across the world. 

The next time you are a bit stressed 
and find yourself at the Oxford Book 
Store, we suggest you try the hip-sip 
Cha-Cha-Chino with Dilbert’s Random 
Acts of Management. It helps. ааны 


Marriott is its rooms. 







i "el: 022-56933000 
Juhu Tara Road, Juhu, Mumbai 400049 Tel 
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Welcome to the 
World of Books 


ICFAI Press publishes a diversified portfolio of books, magazines and journals that are focused to impart relevant and 
contemporary knowledge and cutting edge skills to corporate executives, consultants, academicians and students. The 
'ICFAI Press Book Club has been launched as a premier source of the finest books in the areas of Management, Strategy, 
Finance, Marketing, Advertising, HRM, Leadership, Ethics, IT, E-Business, Banking, Insurance, Accounting, Treasury, Forex, 
Investments, Case Studies, etc. 



















Visit us at : 
www.icfaipress.org/bookclub 








Free Books 
You can choose any 3 books (each book is priced at Rs. 300) 


FMCG Sector Retailing - The Sunrise Sector 
[A2] Pharma Sector E-Business - Financial Services 


Accounting Standards E-Marketing - The Emerging Trends 
SCM - In the Internet Age Forex Markets - Exchange Rate Dynamics 


Risk Management in Banks People Management : Changing 
Perceptions and Practices 
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Changing Drivers 


E WAS THE MAN WHO LAUNCHED FIAT’S GLOBAL SMALL CAR, THE 

Palio, in India. Now, Maurizio Paulo Bianchi, Fiat India’s 
Chairman and Managing Director, is ready to move on—to the trou- 
bled parent's headquarters in Turin, Italy. Did the fact that the Palio 
sold a mere 36,000 units since its launch in 2001 have anything to do 
with his departure? Fiat India denies it, calling Bianchi's transfer a rou- 
tine move. Yet, the fact remains that Fiat has vastly underperformed 
in India. Of course, the uncertainty in Turin has added to it. The ques- 
tion now is, can Alberto Montanari, the new CMD from South Africa, 
turn the Indian venture around? Watch this space. 






$.321DI 'NOILVOOT/VMH3IN NVAIA 


JIMMY BEDFORD: He likes his Jack with water, not coke 


Keeper of The laste 


WHISKY IS A WHISKY IS A WHISKY? NOT TO JIMMY BEDFORD, JACK 
Daniel's sixth master distiller since 1866. Every day, the 60-year- 
old tastes every batch of whisky produced at Jack Daniel's distillery in 
Lynchburg, Tennessee, to make sure that every bottle of Old No. 7 
Tennessee tastes the same. He's also its first head distiller with a 
college education and who is PR savvy. And, yes, Jimmy's job does pay. 





AURIZIO BIANCHI: 
Over to you, Alberto 


HE PAST, AS IP PENDSE 15 
discovering, always comes back 
to haunt you. Before the former 
ceo of Tata Finance could celebrate 
the clean chit given to him by the 
Mumbai Police, the Supreme Court 
lifted the stay on his arrest. That 
means the Delhi Police, which is 
also investigating a complaint by 
the Tatas against Pendse, is free to 
arrest the man. Since the Tata 
Finance affair broke in August 
2002, the Tatas and Pendse have 
been trading charges. While Pendse 
maintains that the Tata top brass 
knew of his loss-making invest- 
ments, the Tatas claim he made 
unauthorised deals that caused 
losses of Rs 460 crore. When BT 
went to press, Pendse’s lawyer was 
preparing to appeal against the 
decision. The saga continues. 
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Playing High Stakes 


IFE AFTER RECKITT-BENCKISER IS PROVING TO BE HEADY FOR 

Pranab Barua. Not only is the 50-year-old the Managing Director of 
Godrej Tea, but he's also a co-owner (he has a 20 per cent stake). 
That, of course, increases the stakes and not surprisingly Barua is plan- 
ning a big offensive. He plans to reach one lakh towns over the next two 
years, partly piggy-backing on Godrej's distribution network, and take on 
the tea-market biggies on the price front. Over the next two years, 
Barua—who started his career as a commodity buyer and has nearly three 
decades of experience in the foods and beverages industry—plans to 
focus on his two brands, Noble House and Chai House. He's also talk- 
ing about customised offerings to suit different regional tastes. Guess, the 
man from Assam knows a thing or two about tea that others don't. 


Logging Out 


Hi WAS MICROSOFT 
India's first employee 
when the Redmond-based 
software giant came to the 
country in 1990. But despite 
a series of roles—including 
one as regional director of 
India subcontinent and ano- 
ther as President & Strategic 
Advisor for Micosoft Asia— 
just what was Rajiv Nair 
looking after last? Commu- 
nity relations and e-govern- 
ance initiative. In a company 
that's famously combative, 
roles don't get any softer than 
that. The more critical part of 
the business, including the 
high-profile .Net foray, was 
looked after by the other Rajiv 
(Kaul). In fact, last year when 
Bill Gates came to India, it 
was Kaul, and not so much 
Nair, who shared the lime- 
RAJIV NAIR: Off to a new start light with the boss. Therefore, 
it came as no surprise when 
last fortnight Nair, President 
of Microsoft India, announced he was quitting. He says he plans to do 
something on his own, although he admits nothing has been firmed 
up yet. Just the same, Nair says he has no regrets. *It has been a great 
experience working with Microsoft," he quips. Now it's time to 
put that experience to work for himself. Em 
CONTRIBUTED BY ABIR PAL, DIPAYAN BAISHYA, SEEMA SHUKLA, 
VENKATESHA BABU & VINOD MAHANTA 
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PRANAB BARUA: Here's a cuppa that cheers 


India First 


HAT DOES IT TAKE TO GET NRIS Т! 

India? An NRI, of course. 
That's why when Ficci wanted to 
put together its high-profile Pravasi 
Divas do in Delhi, it roped in Jalan- 
dhar-born, London-resident Raj 
Loomba’s Indiafirst to sell the event 
to some of the diaspora. Loomba, 
59, who reached the UK via the 
US, is the cmp of garment retailer 
Rinku Group, and also the goodwill 
ambassador for India in the UK. 
This year, he plans to bring two 
trade missions to India. His solu- 
tion for getting more of the мв! dollar: 
A separate pravasi ministry. 
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The Value Of Passion 


ANAND EKBOTE, Managing Director, Emerson Network Power (India) 


HE SINGLE-MOST CRITICAL INGREDIENT 

that makes a successful leader is pas- 

sion. Without passion, a leader might 
succeed in managing an organisation but he can 
never succeed in inspiring his people. Unlike in 
art, where intense individual passion is enough 
to attain excellence, managing an organisa- 
tion requires the leader to be able to infuse his 
whole team with that same passion. 

A leader shares his passion with his team by 
translating his passion into a vision for the 
organisation. He needs to coax, cajole and 
inspire his people into sharing his vision. 
Alexander's soldiers grew tired and weary on 
more than one occasion, but were driven to 
great achievements by his passionate leadership. 
On the eve of each charge, Alexander used his 
communication skills to psyche up his army. 

The leader must also evoke trust among his 
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followers. He should communicate with em- 
pathy and yet not deviate from his mission. 

Passion also generates courage of convic- 
tion, which acts as a source of strength in 
times of adversity. Mahatma Gandhi was con- 
vinced that the British rule in India was unjust 
and it was his moral duty to fight it. It was this 
conviction that gave him the courage to take on 
the might of the Empire. 

Organisations need leaders who are pas- 
sionate institution-builders. Institutions sur- 
vive their builders and contribute enormously 
to the society. Dr. Vikram Sarabhai, the man 
behind the setting up of India's space research 
program, IIM Ahmedabad, the Physical Research 
Laboratory, and many other institutions, might 
not be around today, but his institutions con- 
tinue to remind us of his contributions to the 
nation's progress. Ё 
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From The Editor 


АСК IN THE MID-1990S, SHASHI AND RAVI RUIA SEEMED 

to have everything going for them. Their shipping 

business was in fine fettle; they were bullish about 
a steel project that was soon to come up and had just emb- 
arked on a 12 million tonne refinery project on the West 
coast. What’s more, the institutions seemed happy enough 
to pour money into their projects and even the stockmar- 
kets seemed enthused about the Essar Group. There also 
were the trappings. The two brothers and Shashi’s two 
sons lived it up: flashy cars, tony bungalows and a plush 
new skyscraper with a breathtaking view of Mumbai as 
their new headquarters. Things seemed so right that 
people spoke of the Ruias’ go-go enthusiasm in the same 
breath as that of the Ambanis of Reliance. 

That was till things went horribly wrong. Uncannily 
coinciding with the completion of Essar’s Rs 4,350-crore 
steel plant, steel prices plummeted to what would be 
the lowest in 40 years. Losses and unrepaid debt mounted. 
The cash flows from steel—on which the refinery project 
partly depended—never happened and the oil project just 
didn’t take off. At last count, the total debt of the group 
stood at an eye-popping Rs 13,800 
crore and accumulated losses at more 
than Rs 1,700 crore. In short, Essar’s 
story had all the ingredients needed 
to write off a business house. 

Yet, there’s hope. Or that’s what 9 
the Ruias believe. The steel market is 
picking up and the refinery looks a 
go now from a no-go a couple of 
years ago. The massive debt is being 
restructured with a little help from lenders who are anx- 
ious to recover their money and the Ruias are upbeat 
about clawing back into the reckoning. Can they make it 
happen? That's exactly what our cover story finds out. It 
may be too early to predict a turnaround at Essar but, as 
Associate Editor Brian Carvalho found, the Ruias are 
giving it a do-or-die shot. Is it their last chance? 

Indian telecom witnessed an unseemly mess recently 
with cellular, basic and limited mobility service operators 
sparring amongst themselves. The crux of the problem was 
connectivity between different services. Although that 
spat was resolved following the intervention of a slow-to- 
move Telecom Regulatory Authority of India (TRA!) and 
an always-quick-to-interfere minister, don't miss Special 
Correspondent Vandana Gombar's story about how this 
could just be the deceptive lull before the real storm 
breaks out. The interconnection issue is nothing compared 
to the other conflicts of interest that could surface in the 
coming months. And as always, we'll keep you posted. 
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SANJOY NARAYAN 
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from the straight and narrow and opt for They have more than Rs 1,700 crore in accumulated 
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68 Telecom’s Regulatory Mess 
It’s well known how Pramod 
Mahajan, the Communications 
Minister, came to the rescue of India’s 
entangled phone links. Less known is 
the man’s own role in the entire 
regulatory mess. And it’s far from sorted 
out yet. More is to come. 
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The Indian retail revolution, experts said, would go 
faster—with the benefit of the West's experience 
already there to begin with. But more and more 
retailers are discovering that retail in India is not 
the same as retail anywhere else. This places a pre- 
mium on being higher up the local learning curve. 


No, not about obese consumers waving fists at fat 
food marketers. But India's many bathers wondering 
whether their soaps have adequate *total fatty mat- 
nm ter'—an issue of the 1980s that has made a zombie 
reappearance. But bathers have choice, don't they... 
so what's the fuss all about? 


Viagra's many clones in India are trying to use smart 
branding as an attention-getting tack. They may 
not be as deeply researched as Viagra's new US rivals 
(these are new formulations rather than clones), 
but they do tell you a thing or two about the state of 
MEE the domestic erectile dysfunction market. 
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Now, get a hot new management tip for the day every day, and participate in opinion 
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bt letters 


The Year Of The IPO 
Your cover story Will 2003 Be The 
Year Of The Bull (BT, February 2, 
2003) gives a rosy forecast for 2003 
but those of us who saw our savings 
go up in smoke in a span of few mon- 
ths during the stockmarket scam two 
years ago have a different story to 
tell. Most of the shares that the smal- 
ler investors purchased in the pre-scam 
period are now selling at a fraction 
of their earlier prices. Under such 
circumstances, where these investors 
have little hope of recovering even 
their original investments, there is 
little chance of investor confidence 
in the stockmarkets returning easily. 
It also seems futile to talk of an 
overall economic revival unless the 
government does something sub- 
stantial to bolster sagging consumer 
spending. We can only hope that 
this year there are no natural (or un- 
natural) calamities to further agg- 
ravate the investors’ problems. 
NAVNEET DHAWAN, through e-mail 


Playing On Strengths 
The story on Jammu and Kashmir 
Bank Banking on Backing (BT, 
February 2, 2003) was timely. J&K 
Bank’s healthy financial position 
can largely be attributed to the 
decade-long militancy prevailing in 
the state. Owing to its special status, 
J&K Bank is perceived by most dep- 
ositors in the state to be a safe hav- 
en. The bank’s plan to extend its 
branch network to other parts of the 
country is a welcome development 
and will help further strengthen its 
financial position. 

K. RAJU, through e-mail 


Simply Not Done 

I write to you with reference to 
Mahesh Murthy’s column titled Ten 
For 2003 (BT, February 2, 2003). 
His columns usually offer refresh- 
ingly different and often uncon- 
ventional perspectives on critical 
business issues. However, the lan- 
guage employed by him in Ten For 
2003 left a lot to be desired. 
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Insinuations about the Devdas num- 
ber and manipulation of the phrase 
‘annus horribilis were indeed in 
bad taste. Mr. Murthy would do 
well to realise that avoiding such 
innuendos would only help make 
his column all the more readable. 


RAJARAM SUNDARARAJAN, through e-mail 


Victorious Again 

Your story India’s Winning Moments 
(BT, January 19, 2003) missed out 
on some key moments. The 1982 
Asian Games in New Delhi not only 
helped build sports infrastructure, 
but also sparked off a consumer 
durables revolution (especially in 
colour televisions) in India. Similarly, 
the 1994 Miss Universe and Miss 
World competitions that were won 
by Indian contestants, gave a fillip to 
the country’s self-esteem. Lastly, 
the Cannes Lions 2002 Advertising 
Festival, where India bagged two 
Gold Lion awards, established the 
creative credentials of the Indian 
advertising industry at the global 
level. These, in addition to other 
moments you have mentioned, 


HOW TO CONTACT BUSI 
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The Editor, Business Today, Videocon Tower, | 
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are what make us take pride in 
our being Indian 
TARUN SACHDEVA, through e-mail 


India Can Win, But... 
The Letter From The Editor-In-Chief 
in your anniversary issue (BT, 
January 19, 2003) correctly points 
out the problems that have dogged 
the Indian economy over the years. 
The gap between planning and imp- 
lementation has widened with each 
passing year. Despite spending thou- 
sands of crores of rupees on roads, 
power and social services, our coun- 
try is nowhere near where it ought 
to be if we are serious about our 
stated objective of emerging an eco- 
nomic superpower. The govern- 
ment needs to instil a strong sense of 
discipline and accountability among 
its own employees first. India can 
hope to emerge an economic sup- 
erpower only if the growing gap 
between what its successive gov- 
ernments have preached and their 
performance is reduced radically. 
К.А. KANTAK, Mumbai 


Cartels In The Making? 
This is with reference to the story In 
The Line Of Fire (BT, January 5, 
2003). Reliance has emerged an 
adept player in the Indian telecom 
sweepstakes. With the wireless in lo- 
cal loop (WLL) brigade now mak- 
ing steady strides, the pertinent 
question is: How low will the tariffs 
drop? As the consumer becomes 
more value-conscious and margins 
decline, the operators will soon feel 
the pinch. The emergence of two 
competing cartels—based on two 
different technology platforms— 
that could arrest the slide in tariffs 
then looks imminent 

S. VIJAYAN., through e-mail 
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to serving you with the world's finest 
digital copiers and multifunction printers. 


The world is going digital. And to move ahead, you need someone you can trust. 

Ricoh pioneered the digital revolution in the office. 

We're the leading supplier of digital copiers to many of the world's most competitive markets. 
But what keeps our customers coming back, time and again, 

is our uncompromising dedication to individual needs. Let's talk. 


r 
RICOH INDIA LIMITED e-mail: ridhomki@vsni.com 
Ahmedabad: 6575663/64 Bangalore: 2256181, 2254386 
Chandigarh: 743054, 742723 Chennai: 8232457/58 
Delhi: 6104685, 6179108 Hyderabad: 3305968/70 
Jaipur: 2709756, 2707028 Kolkata: 4852056-58 
‘Lucknow: 239176/89 Mumbai: 6465570-74, 2881953-55 
Pune: 6133740, 6136492 
www.ricohindia.com 
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Hindalco Industries (Rs 2,807 crore) 54 
(www.adityabirla.com) . 

HSBC India (Rs 1,979 crore) 44 
(www.hsbc.com) 

Hughes Software Systems 
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(www.hssworld.com) 
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fel Networks" 
rt olio. Having 
ei ter and IVR? 


Nortel Networks knows customer service. Hot tools for Patricia, 


like skill-based routing, match customers to representatives 
24/1 via fax, voice mail, Web or, of course, the phone. And 
Computer Telephony Integration (CTI) allows Patricia to see 


customer profiles via a screen pop maximizing each second 


4 of customer interaction, thank you. Plus the revolutionary 


#1in the Contact Centre, US 2001 (Total Agents Speech Recognition self-service system, partnered with the 

& Sy stems) Info tech, Gartner Dataquest Web-based contact center, easily handles 9496 of incoming calls. 
So Patricia can focus on creating a mass of loyal clothes hounds 
one individual at a time. It's just one more way Nortel Networks 


is making the internet what you need it to be. 


nortelnetworks.com/voiceportalsolutions 
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nortelnetworks.com 


Metro & Enterprise Networks | Optical Long Haul Networks | Wireless Networks 


Nortel Networks, the Nortel Networks logo and the Globemark are trademarks of Nortel Networks. ©2002 Nortel Networks. All rights reserved. 
“US, 2001, InfoTrack 


To learn more today, contact Lalitha Ramani at lalitha@nortelnetworks.com 
Tel : 91-80-5592088 Fax : 91-80-5587024 


aes 





Cbteditorial - 









` Star Bucks And All That. . 


of comforting sky blue on your screen. And two, 
a lot of hysteria about winning not being every- 
thing but the only thing. Sure, India had jolly well win 
this cricket World Cup—having already made such a 
grand global spectacle of itself. 
. We refer, of course, to the who-gets-the-publicity 
‘tussle between the International Cricket Council (СС), 
representing the Cup's four global-level sponsors, and 
the Board for Control of Cricket in India (ВССІ), acting 
on behalf of the domestic-level sponsors of Indian 
cricketers. The two went eyeball-to-eyeball, with the 
ICC threatening to disqualify the Men in Blue, and the 
BCCI counter threatening to wreck the entire show. 

The icc blinked first. India is all set to play—and on 
its own terms too. Indian crick- 
eters needn't turn their backs 
on the brands that pay them 
their big bucks. So, there's little 
to stop local brand endorsements 
and all the rest of the cricket 
hoopla (except during the actual 
duration of the Cup). 

That's fair. Think of the Cup 
as a giant magnet for eyeballs, to 
be sold to advertisers, and you'll 
find that logic favours the BccI's 
stance. But for reasons related to 
prevalent market forces, not dusty 
old contracts. India, after all, 
delivers an overwhelming share 
of eyeballs to the Cup, and it's 
no surprise that most cricket ads 
are aimed at this market. Instead 
of global sponsorship deals being forced top-down- 
wards by the icc on all audiences, a better way to en- 
sure efficiency (in terms of bang-for-the-buck max- 
imisation) would be to let each domestic market work 

. out its own publicity dynamics. This way, a Cup spon- 
sor does not pay for eyeballs in strange places, and local 
brands get the autonomy to meet local-level objectives. 
That's a good argument. All's well that ends well, 
then? Maybe not. The manner in which the icc was for- 
ced to blink was far from gentlemanly. To be blunt, India 
exercised the brute might of its monetary muscle. 
An estimated 80 per cent of cricket revenues 
originate from here. And three of the four global-level 
sponsors of the Cup as well: Pepsi Foods, Hero 
Honda and LG Electronics. In fact, the ICC blinked 


T* SEASON, EXPECT TWO THINGS. ONE, A LOT 
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only after the Delhi High Court ordered the RBI to 
hold back the three's sponsorship dollars (an esti- 
mated $30 million each) if the ICC were to eject the 
Indian team from the Cup for alleged violation of the 
‘Players’ Terms’. And so it was that India displayed its 
indispensability to the World Cricket Order. 

But was it really necessary for the Indian judici- 
агу-—апа central bank, for bails’ sakes—to get 
dragged in? Much as people enjoy the Lagaan im- 
agery, the us-versus-them approach to the 1CC does lit- 
tle good for Indian cricket in the long run. 

What's more, the icc still intends dragging the 
BCCI to a Swiss arbitration court. The global spon- 
sorship deals it struck had promised exclusive pub- 
licity to the four sponsors, with protection against 
*ambush advertising' by non- 
sponsors. Meanwhile, inter- 
national murmurs of Indian 
hegemony refuse to die down. 

India's best bet now is to 
win global opinion over by 
making a case for efficiency 
wrought by market forces. 
Taking the logic further, one’ 
could even make a case for 
devolving the whole sponsor- 
ship business to individual 
cricketers. Millions of Indians 
tune in to cricket only to watch 
Sachin Tendulkar. That’s why 
. he's so disproportionately 
rich—a market fact. This may 
bother you, if you're an enthu- 
siast of cricket as a team game. 

Yet, growing commercialisation might actually 
strengthen team spirit. Take the US, where football 
teams are like corporations, and players are up for 
auction to the top bidder. Some footballers do 
have iconic status, but Pepsi prefers to use the day- 
dreaming rock star Ozzie Osborne in its break- 
time ads. In general, loyalties tend to be team ori- 
ented, and here, branding plays a role. 

In the just concluded Super Bowl xxxvu, the 
Tampa Bay Buccaneers thrammed the Oakland 
Raiders. And the Raiders' main shareholder, Al Davis, 
is wondering whether to revert to the name LA 
Raiders-—-the brand that once hammered the 
Washington Redskins in the famous Super Bowl 
хуш. More than trophies, it won opinion. ffl 
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Vysya Bank is an IBM (є 


How 'e' do you want to be? 


Wsya Bank is India's most highly valued private bank. Its core processes are now truly automated 
thanks to IBM's UNIX servers, storage solutions and systems integration services. Its banking solutions 
work round-the-clock. And its branches are totally networked. The bank likes it. And so do its customers 


Whatever stage of e-business your company is at, IBM has a solution for your needs. To find out how 
IBM can help you, visit www.ibm.com/in/estages, call us at Bangalore: 6787216, Chennai: 24988508, 
Kolkata: 22822126, Mumbai: 26533577, New Delhi: 23702022, or e-mail response@in.ibm.com 
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LEADER 


- Yellow Fever 


Bullion outperformed all markets and currencies in 2002. 
And 2003 promises to be better. Should India Inc react. 


Stockmarkets around 
the world were battered 


in 2002 January 1, 2002/07 $278.35 
DAX ax -45 December 31, 2002/oz $342.57 
Percentage increase in 2002 23% 


FTSE -27.09 
Dow Jones -18.1 
NASDAQ 100 -38.4 


Price increase in India 20% 
tn ELE: Average price in 2001 $ 271.04 
E SE 7.3 Average price in 2002 $ 310.07 
A -17.4 Percentage increase in 14% 
BSE Sensex 4 average gold prices 


Figures are annual returns on stockmarket indices in per cent 


T OUTPERFORMED THE DOLLAR BY 25 PER CENT, 
the Yen by 14 per cent, the Pound Sterling by 13 
per cent, the Euro, by 9 per cent, the Swiss 
Franc, that major recipient of safe haven funds, 
by 7 per cent, and the rupee by 14 per cent. 

To continue with the suspense, it outperformed the 
FTSE by 52 per cent, the Dow Jones by 47 per cent, the 
Nikkei by 44 per cent, and the Sensex by 19 per cent. 

And finally, on January 27, 2003 it reached 
price-levels it hadn’t seen since 1996 and was quot- 
ing at $372 per troy ounce in London and Rs 6000 
for 10 grams in Delhi. 

The wonder ‘it’ is gold: internationally, the precious 
metal’s prices increased 23 per cent between January 1 
and December 31, 2002; on the domestic market, 
the figure was a no less impressive 20 per cent. “Geo- 
political currency concerns, the performance of the eq- 
uity and bond markets and, in the case of Argentina and 
Japan, the risks in the banking sector have made gold 
a safe investment,” explains Hiroo Mirchandani, 
Associate Director, Jewellery (India), World Gold 
Council (WGC). Several other factors played a part in in- 
creasing gold’s lustre: Enron and WorldCom have 
turned investors off equities and the possibility of a US- 


...But gold reigned supreme 


Std. 24K gold on Jan 1, 02/10gms Rs 4,640 
Std. 24K gold on Dec 31, 02/10gms Rs 5,580 









Iraq war and North 
Korea's born-again 
nuclear ambitions 
has forced individ- 
uals and corporates to 
look for a safe investment vehicle 
(gold is one). 

Indian retail consumers, traditional heavy-hitters 
in the business, strangely went cold to the metal's ap- 
peal in 2002: imports dropped 30 per cent com- 
pared to the previous year. And the country's cor- 
porates did what they always do—stay off gold. 
Companies like to park their surplus funds in fixed- 
income instruments, explains Ravi Ramu, Chief 
Financial Officer, Mphasis-BFL, a Bangalore-based 
software services firm, not gold. 

Globally, a company that wishes to invest in gold 
can buy bullion, or a gold certificate from banks 
(backed by bullion), execute futures and options con- 
tracts on a commodity exchange for metals, or opt for 
a gold mutual fund or a hedge fund—the last mentioned 
have traditionally been big players in bullion. In India, 
the future and options route is out, as is the gold 
funds and hedge funds (they can't operate in India) 
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PINAKI PAUL 


THE YELLOW METAL IN 2002 
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ones. The reason for India Inc’s diffidence: it views, as 
do companies in most parts of the world, gold as an un- 
productive asset. “Investing in gold does not provide 
capital protection,” says Suresh Senapati, Corporate 
Executive Vice President, Wipro. “Wipro’s invest- 
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Till Debt Do Us Apart 


Guarantees could do the Maharashtra 
state government out of a home. 


SIMPLE GUARANTEE FOR A MERE RS 50.69 CRORE COULD 

land the Maharashtra government in hot water. The 
borrower, Sindkheda Co-operative Sugar Factory, 
having defaulted on the loan, and the government 
having washed its hands off the matter, the consortium 
of lenders has dragged the latter to the debt recovery 
tribunal (окт). If the DRT rules in favour of the creditors, 
the state secretariat, Mantralaya, and all bank accounts 
of the government could be attached. 

Confederation of Indian Industry (Cll) estimates 
place the value of guarantees issued by states across the 
country at a staggering Rs 1,65,000 crore in 2002-03 
and CRISIL estimates that Rs 44,000 crore of this will 
come up for redemption in the next five years. States 
like Maharashtra had no option but to play guarantor: 
their rising revenue deficits meant guarantees were 
the only way they could fund projects, largely in the ar- 
eas of power and irrigation. The states couldn't have 
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ments are always in short-term liquid funds." Still, 
looking at gold's performance in 2002 one can't help 
but think that World Inc needs to reconsider its ap- 
proach to the yellow metal some. 

ASHISH GUPTA 





WHAT THEY OWE 


STATE OUTSTANDING CONSOLID- CONSOLIDATED 
GUARANTEES ATED DEBT AS A % OF 
(2000-01) DEBT  GSDP (2001-02) 
ANDHRA PRADESH 15715 — 4163 6047527 
HIMACHAL PRADESH3 061 90.49* 1,114843* 
GUJARAT 17,298 — 40.31* — 471137* 
MAHARASHTRA — 4893600 — 4498 12895947 
RAJASTHAN 11,924 5768 5166738 
TAMIL NADU 12338 3095 4855896 
UTTAR PRADESH — 7,541 4479*  91986.19* 
WEST BENGAL 6,982 4694 — 7325 —— 
* 2000-01 Source: Ministry of Finance Figures in Rs crore 


chosen worse: political compulsions make it well nigh 
impossible for them to raise user charges for power or 
water. Ergo, already close-to-bankrupt states have no 
option but to dishonour their guarantees. “Consequen- 
tly, refinancing debt will become increasingly diffi- 
cult,” says Arun Kumar, Director, Infrastructure Rating, 
CRISIL. That's the last thing the already stretched Indian 
financial sector needed: A Rs 1,65,000-crore bomb. 
ASHISH GUPTA 
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CAN CAN AUDIT 


[o's Got Selfish... uae 


India’s strategy for the Cancun ministerial summit of the marketers of consumer products. 
WTO gets a surprising machiavellian twist. d 


Toilet soaps : 
Volume: 313,485 
Growth: -10% 


Detergent cakes/hars 
жа in Volume: 686,685 
Growth: -1.8% 


Washing powder/liquid 
Volume: 851,094 
Growth: -4.7% 


Shampoo 
Volume (litres): 26,935 
Growth: 10.5% 





Toothpaste 
Volume: 52,876 
Growth: -8.5% 


15УЯ 3INOHS 


Commerce Minister Arun Shourie: He's certainly read The Prince 


Packaged Tea 


Volume: 162,984 
URASOLI MARAN'S MEMORABLE LAST-MAN-STANDING ACT AT DOHA C] Growth: -10.2% 
may have won him accolades within the country and in other de- 
veloping nations as the saviour of the Third World, but new Biscuits 
Commerce & Industry Minister Arun Shourie won’t try and emulate Volume: 354,331 
that at Cancun. India, the thinking at Udyog Bhawan, the commerce Growth: 13.6% 
ministry’s GHQ, goes, should no longer oppose every move by the First 
World to liberalise global trade. Instead, it should seek to serve its own oo 
ends. If that requires playing one group of developed countries orn 


against another, says a senior official at the ministry, so be it. 

In agriculture, explains Manoj Pant, a Professor at Jawaharlal 
Nehru University’s School of International Studies, India’s strategy 
will be to align with the European Union against the US and the 
Cairns Group (Australia, New Zealand, and agro-product exporting na- 





tions from South America)—the latter is all for reducing subsidies on ee 
agricultural products, political anathema in India. The alliance with the 

EU could have some fringe benefits: India may be able to extract some Colour TVs 
concessions from the bloc on issues related to child labour and the en- re Volume: NA 
vironment which threaten to disrupt its trade with the Union. Growth: 10.3% 





The strategy of aligning with the various blocs also serves to address 
India’s inadequacy in presenting position papers—documents listing con- 


LAJ 


cessions the country is willing to extend, and those it expects in return in sas Music Systems 


Volume: NA 
Growth: -13.7% 


areas like industrial tariffs and subsidies. With India Inc. undecided on the 
subject of industrial tariffs, and good trade lawyers in the country few and 
betw iggy-backi like-min ountry or group o ies mz y 5 
th be а em ng a d s 24 : ed T чу ъй A f countries may Figures for April-December 2002 
we the best way forward. It’s altogether machiavellian. (000 Kgs for all, except shampoo which is '000 litres) 
ASHISH GUPTA Source: AC Nielsen Retail Audit МА: Not Available 
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We Spoke Too Soon 


Indian software companies may have celebrated the revival prematurely. 


UST WHEN IT SEEMED LIKE THE 

great Indian software gravy train 
was back on track, industry gold 
standard Infosys Technologies anno- 
unced its results for the October- 
December quarter. Revenues were 
up 45 per cent as compared to the 
same quarter last year; net profit, 24 
per cent. But the company’s guida- 
nce for the January-March quar- 
ter—income is projected to be in 
the range of Rs 975 crore and Rs 
989 crore—wasn’t as sanguine as 
analysts wanted it to be. The result: 
the stock was battered 12 per cent 
in two days. Soon after, Wipro, 
Satyam, and HCL followed with 
numbers that weren’t as impressive 
as one would have liked them to be. 
“The consensus on the recovery 





seems to be breaking down,” says 
Mahesh Vaze, an analyst at Refco- 
Sify Securities. With large customers 
consolidating vendors, the Big 4 
stand to gain but even this select 


club has it tough—Infosys’ off-shore 


Apr-Dec '01 


Net Profit 


rates dipped 1.6 per cent last quar- 
ter. As evident in the numbers (See 
The Ups And Downs), it’s going to 
be a long climb back to their glory 
days for the smaller firms. 

VINOD MAHANTA 
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WHEN SHOULD 
WE DO THE 
LAYOFFS? 


FRIDAY IS OUR 
EMPLOYEE 
APPRECIATION DAY. 





CONGRATULATIONS 
ON BEING NAMED 
EMPLOYEE OF THE 





EXPERTS SAY THAT 
FRIDAY IS THE 
CRUELEST DAY OF 
THE WEEK TO 

FIRE PEOPLE. 


NOW... YOU KNOW 
‘HOW SOME MONTHS 
ARE SHORTER THAN 
OTHERS? 


CUSTOMERS ARE 
AN INVESTMENT. 


MAXIMISE YOUR RETURN. 


PeopleSoft Customer Relationship Management lets you capitalise on every customer 
interaction across your enterprise. 


PeopleSoft CRM provides real-time information on all aspects of your customer relationships. It integrates 
business processes seamlessly across your organisation to determine the most profitable ways to manage 
customers. Quite simply, PeopleSoft CRM turns every point of customer contact into a profit opportunity. 


Learn more by visiting us at www.peoplesoft.co.in 


Customer mae | ee Chain Financial poe ee Human E-——- E— 
mae | ee poe ee E-——- E— 


PannigSoft India » Pange a 01,80 226 1212 паь Ta 91.11 241.4660 > Мола Ty 41 92.907 9132 » Ero 3! asi aye 2 EM a rom 





X 





TEE "s 


bt trends 


JOLLY ROGER 


Pssst, Want An Adobe Photoshop? 


The slowdown forces companies to veer from the 
straight and narrow and opt for pirated software. 


Ч AVAIHS SHIVNDOLOHA4A 
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INDIA PIRACY RETAIL REVENUE 


RATES LOST TO PIRACY (RS CR.) 


1996 79 1,225.14 
1997 69 886 
1998 65 946.8 
1999 61 1,029.44 
2000 63 "1,149 
Jeffrey Hardee (В) and a pirate's den 2001 70 1,752.7 


in Delhi: Thriving business Source: Intemational Planning and Research Corp 


I AN INSIDIOUS FALLOUT OF THE ECONOMIC SLOWDOWN THE COUNTRY IS 
witnessing. After falling to 61 per cent in 1999, the software piracy rate 
in India zoomed to 70 per cent in 2001 (the estimate for 2002 is 73 per 
cent). That means seven out of every 10 business software packages sold 
in India are pirated. That's way above the global average of 40 per cent. 
Still, India is better off than China, which boasts a piracy rate of 92 per cent 
(losses from piracy in that country amounted to $1.67 billion, a full 
15.18 per cent of the global total of $11 billion). 

That doesn't cut any ice with Jeffrey Hardee, the Vice President and the 
Asia-Pacific Regional Director of Business Software Alliance, an organisation 
working against software piracy. “It’s a very disturbing trend,” he rues, refer- 
ring to the U-turn in software piracy rates in the country. The Alliance car- 
ries out regular raids in association with the local police; already in 
January, five vendors have been raided and three people arrested. Hardee 
has noticed another worrying development: the high profit margins in the 
pirated software business is attracting the underworld in countries such as 
India, Malaysia, Hong Kong, China, and Taiwan. Indian law is ade- 
quately equipped to deal with piracy and is being amended to check 
that of the online variety; states such as Andhra Pradesh and Karnataka have 
been proactive in fighting piracy; but Hardee feels awareness and en- 
forcement still remain areas of concern. The easy way out, according to the 
man, would be for companies to just shop around. “If you can't afford a 
Jaguar, go for a smaller car; there are several options available." 

VINOD MAHANTA 
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HOPE 


Optimism Unbound 


The D&B Business Optimism index for this 
quarter provides reason for cheer. 


M VOLUME OF SALES 
60 






40 


20 






0 
m2002 


Q1 02 03 04 Q1 
w 2003 


307 SELLING PRICES 











$97 NEW ORDERS 
"i 
40 
20 





0 
2002 


a1 02 03 04 al 
m2003 


187 INVENTORY LEVELS 











-154 
Q1 02 03 04 ai 
m2002 102003 


All figures are optimism index іп percentage. The higher the figure, 
the more the optimism. Source: Dun & Bradstreet 
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ECOTEL 
The Hallmark of 
Environmentally Sensitive Hotels 





Experience a brand-new concept in 5 star luxury. 


Uppal's Orchid. Delhi's first five star deluxe Ecotel business hotel is here. 






rane 


Eco-switch in 
every room for the 
nature-loving you. 


10 acres of green cover - 
So that you breathe fresh 


Grand lobby 

welcomes you to 

a different kind of | 
paradise. | 





| 
| 
Suite Dreams - Here | ЧАҢ 
comfort seamlessly blends | Matchless conference 








with a commitment | facilities for all kinds of 
towards nature. | i business tete-a-tete 


hae UPPALS AA 
ool el ORCHID“) 


slippers for your use 
CaF N PE QUAS AN ECOTEL HOTEI 


UPPAL'S ORCHID - National Highway 8, Near IGI Airport, New Delhi - 110037. Tel: +91(011) 2506 1515 
Fax: 491 (01 1 ) 2506 1516. A venture of Uppal Properties 





Best Entry Midsize Car 





In India Initial Quality, 
2001 and 2002. 
ERTS e end 
Nr РА AUTHORISED FORD DEALERS: AGRA: Prem Ford : 2520427, 2358509. • AHMEDAB 
a те" Niki Ford : 6927401-08. • AMRITSAR: Bhagat Ford : 2701562-64, 2705263 
irc mw م ا ہے‎ * AURANGABAD: Wasan Ford : 3650477/88, + BANGALORE: Cauvery Ford : 6321941 
ee? 3 Fo d. Metro Ford : 5594254, 5592203/05. * BATHINDA: Bhagat Ford : 2224183-85. * BHOF 





Distinct Ford : 538654 * BHUBANESHWAR: Capital Ford : 2563749/50. • CALIC 
ААН: Excel Ford : 658777, 655522. * CHENNAI: Chennai Ford : 25323202/08. MPL Ford : 24337520-22, * COIMBATORE: Rajshree Ford : 2579 
44-45. • GHAZIABAD: Legend Ford : 2 01-04. + GOA: Caculo Ford : 238320, 841307/08/09. + GURGAON: Harpreet Ford : 5011 [ 
) 2 1121. * INDORE: Distinct Ford : 529212-14. * JAIPUR: K.S. Ford : 5114180/90 


he Ford kon wes the highest ranked entry m 





Rajshree Ford : 2355223/2354831. + CHANI 
2579213. * FARIDABAD: Indus Ford : 8845 
12303/304. * GUWAHATI: TI Ford : 266072 
































ye art not part of standard equipment. The Ford k roles with Bharat Stage I (е hec by the Govemment ¢ vade às cotficaton number GSR TIE) dated Janum 





The New Ford Ikon Nxt. 











Look the new face of josh, 
right in the eye. The all new 
front end with integrated 
fog lamps and air dams. 
And sparkling eyes that 


reveal the rest. 


(Nid Performance) 


Meet the members of the 
Nxt band. The agile 1.3 Nxt 
with a new Rocam engine. 
The king of the road, 1.6 Nxt 
and the 1.8 Diesel Nxt. 





МХТ 





Discover the lively truffle 
interior. Adjust the height 
of the driver’s seat. And let 
the show begin as the lights 
dim slowly, theatre style. 


| ford EEE 


V v dl 





JALANDHAR: Bhagat Ford : 2266496-99, 2266500. • JAMMU: Jammu Ford : 2554204/08, 2552977, 2505183. + JAMSHEDPUR: Jayashree Ford : 2409164-65, + JODHPUR: O.S. Ford 
KANPUR: Dynamic Ford : 2521241-43. + KARNAL: Pearl Ford : 2270730-31, 2270733. + KOCHI: Kairali Ford : 2559650, 2551310. + KOHLAPUR: Talera Ford : 656839. + KO 
Bothra Ford : 22804986/4988. • KOTTAYAM: Kairali Ford : 2566326, 2304986. « LUCKNOW: Narain Ford : 2221123, 2221176. • LUDHIANA: Bhagat Ford : 2651012-14, 5013646-51 
Rajshree Ford : 2668736, 2668561. + MUMBAI: Shakti Ford : 8755510-13. Shaman Ford : 3811818. Wasan Ford : 25290275-81. * NASIK: Wasan Ford : 590823-29. + NEPAL: Dugar Ford : 00 977 1 468323 
NEW DELHI: Harpreet Ford (Moti Nagar) : 25153650-53, 25179571-74. Harpreet Ford (Bhikaji Cama) : 51659000, 51659002-09. Indus Ford : 51651400-04. + NEW MANGALORE: Cauvery Ford 
(50083-85. + PONDICHERRY: MPL Ford : 203695. • PUNE: Planet Ford : 4218355/8322, 4213977. Talera Ford : 4011515. + RAIPUR: Utsav Ford : 5023351 7 
Wiki Ford : 98240-43366, 02827-87574. • SALEM: Chennai Ford : 2448210/186. • SURAT: Amin Ford : 02622-75163. • TRIVANDRUM: Kairali Ford : 2501564 
2424701, 2526996. • VADODARA: Amin Ford : 772818, 776067. * VIJAYAWADA: Sundaram Ford : 2485516, 2485536. • VISAKHAPATNAM: Sundaram Ford : 2 


gafe $001 hda initia! Quality Study and 1D. Power Аза Pacific 2002 india initia! Quatity Study". Study based on 3558 consumer responses in 1001 and 3131 consumer responses in 2002 Indicating owner reported prodiens дил the frst 1-5 months of оттур 
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K-FACTOR 


Life Without Krishna 


Bangalore Inc is worried that Krishna’s departure could hurt business bad. 
S OMANHALLI MALLIAH KRISHNA, THE DAPPER -Œ rounds as possible successors to Krishna possesses eit- 
70-year-old Chief Minister of Karnataka— ` her his understanding of market dynamics or his 
garment designing is a hobby—can’t be faulted for ability to hard-sell the state subtly,” adds the СЕО 
wishing 2002 never happened. Twice voted of a city-based rr major. That's a claim pooh- 
the country’s best CM by news-magazine poohed by Jagadish Shettar of the вур, the leader of 
India Today, the year saw his ranking fall the opposition in the Karnataka assembly. “Only 
to 10; his handling of the dispute with b. certain industries have benefited from this gov- 


Tamil Nadu over sharing water from J 


the river Cauvery forced the Supreme E 
The CM oes tane: some in results to boast. 













Court to upbraid him; the state police’s in- 
ability to capture poacher Veerappan—his 
last hostage, a former Karnataka minister 
was found dead in the Satyamangalam for- 
est—led to some calls for the chief minister’s re- 7” 
moval; and internal dissidence, absent in the © 
first two years of his reign raised its ugly head. 1 
Fears that the Congress Party may decide to 
replace Krishna have shaken up the business 
community in the state—the CM is considered in- 
vestor- and industry-friendly. “Krishna has 
played a key role in selling both Bangalore 
and Karnataka,” says V. Ravichandar, the CEO 
of research firm Feedback Consulting and a 
member of the Bangalore Agenda Task Force, a 
joint effort of the state government and the pri- 
vate sector to address civic issues 
in the city. “No one, among the S.M. Krishna: 
people whose names are doing the Still there 


ernment(’s decisions)." Shettar is only partly right: 
Karnataka may be the country's infotech and biotech 
capital, but it has also attracted investments in the auto- 
and apparel sector (it was the fourth most preferred 
FDI destination after Maharashtra, Delhi, and Tamil 
Nadu in 2002). Now, fears Bangalore Inc, all that 

could change. And for the worse. 
VENKATESHA BABU 





25TH 

CÐRIL: 1978- 

The company that started India's equity cult turns 25 this year. A brief snapshot in numbers. 

Then And Now The Market Value Worm The Growth Option 


2001-02: 41,98 
2000-01: 41,191 


1994-95: 12,027 
1992-93: 4,388 1996-97: 
3 95 











Present 
invested in value annual р 
1978(Rs) (Rs) rate for 25 years 


RIL эк 





TAVd лүм 


tion A оза 1978 2001-02 
Figures i in Rs. crore Figures in Rs crore are market capitalisation 





REPORT CARD 


# As the Reliance Infocomm juggernaut 


rolls towards its commercial launch, 
8”. there are finally signs that the сот- 
A aL pany has gotten its marketing act 
| 


together. Part of that is purely 
motivational: such as the pep- 
talk Mukesh Ambani dished out 
to Reliance Infocomm execs in 
Delhi during a recent visit to 
the city. The rest is more prag- 
matic—the buzz is Reliance is re- 

thinking its distribution channel. About time too. 


Last July Novo Nordisk terminated clinical tri- 
als on a Doctor Reddy's molecule licensed to 
it; now it is Novartis’ turn to do so. For a 
company harbouring notions of (discovery- 
led) pharma greatness in 7-10 years, 
that’s a setback. Not so, claims founder 
K. Anji Reddy. “The drug discovery 
market is a painful journey; in my “>. 
view, the latest development can- P 
not really be termed as a set- , , 
back; on our part, we will now ^ Pe 
study the data and determine І 
the appropriate development — * \ 
path for the molecule.” 

VANDANA GOMBAR & 

E. KUMAR SHARMA 


Two-Day Match 


Budget: February 28; India vs Pakistan in 
SA: March 1. Eyeballs aplenty. 


J 


F TWO DAYS COULD ALTER CONSUMER 
sentiment, then it would have to be 
February 28 and March 1. On the 


first day Finance Minis- 
7 
WH} 
1 


ter Jaswant Singh will 
ICC Cricket World Cup 





the second, India will 
meet Pakistan in the 
icc World Cup. The 


present his budget. On 
Sourm Arnica 2003 


budget doesn’t really matter and India would have already 
played five out of its six league matches in the tourna- 
ment, but purely in terms of sentiment, both are critical. 


SHAILESH DOBHAI 


When delivering to the catwalks 


you can't afford to be fashionably late. 


That's why India's leading 
clothing companies rely on u: 


In the fast moving world of fashior 

to the minute. Tha 

rely on the company with thre« 

shipping fabrics and samples to documentati 
clearance, DHL understand 

needs of your company. Our lelivery 

that keep trade flowing betweer 

across the region and around the v 


we can help move your bu 
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Q&A 


“We Want To Do 
Advanced Design 
Work Out Of India” 


Founded way back in 1890 in St. Louis, Missouri, as a 
manufacturer of electric motors and fans, Emerson 
Electric is today a global technology solutions powerhouse 
with revenues of $15 billion. The company made a 
quiet entry into India in the early 1980s. Now, says CEO 
David Farr to ВТ Abir Pal during a recent visit, this long 
association is set to grow stronger as India emerges a crit- 
ical research and development centre for the company. 


Your company’s business portfolio straddles everything 
from network power to process management to profes- 
sional tools. To a layman who's not so aware of Emerson, 
how would you describe the company? 

A true global manufacturer of technology-focussed 
products that provides best componentry and solu- 
tions for our customer-base whatever it is interested 
in. That’s what we are. 


You're in the process of consolidating various divisions 
into eight primary units. What was the rationale be- 
hind this exercise? 

As the company became larger, the key issue was 
that Emerson felt it was harder for our customers to 
deal with us. In the process business, we had 14 indi- 
vidual units serving an end-customer. Our objective 
was to put everything together and go to the customer 
and solve his problem. But the individual brands and 
the technology that we’ve developed (in each of the 
14) is still there. We sell under the Emerson Process 
Management name but underneath that you'll still see 
the individual brands, Rosemount or Micromotion or 
Fischer. They're very powerful brands. 

But by putting together and focussing the(ir) tech- 
nology investments, the 14 companies in the process 
business create a stronger solution for the customer. They 
leverage all the resources. We have an engineering cen- 
tre in Pune and it works on a multi-divisional technol- 
ogy effort. That was the big drive (for the consolida- 
tion): to serve the customer better, to leverage tech- 
nology, and to leverage resources across businesses. 


How important are the Indian operations to Emerson's 


global plans? 
I'm going to Pune to look at our engineering centre. It's 
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UMESH GOSWAMI 





Emerson's David Farr: Joining the India party 


a major player in our engineering design capability, in 
our systems work, in our technology work and in 
serving the customer. What we’re trying to do is 
move a third of all our engineering work in our 
process and customer service areas to India over the 
next five-to-six years. The other strategy is to focus on 
manufacturing here and export (out of India). One of 
our joint ventures, with Sanmar, already does this. 
Today, our sales in India are $200 million. 


Apart from software, which is an obvious choice, what else 
will you source out of India? 

We're expanding the Emerson Design Center in 
Pune. We want to do some advanced design work 
and product development; we not only want to do 
some software work but also want to have design ca- 
pabilities here for new products or extensions of 
product lines. It'll allow us to get into the market 
much faster across the company. 
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India's hi-tech companies always receive parts on time. 
Who's the key component that makes this possible? 


When precision parts have to arrive at a precise time, 


India’s technology manufacturers trust the company 
with three red lines in its logo. According to a recent 
independent study, DHL is rated the most reliable 
express delivery company in India. Which is probably 
why we're entrusted with more urgent shipments than 


anyone else. We offer high value customs clearance 
secure transport and the capacity to ship fragile 
components. Our delivery lines are the arteries that 
keep trade flowing between one business and another 
across the region and around the world. To find out how 
we can help move your business, call 1 600 111 345 today 








WORLDWIDE EXPREXS * 
THE PULSE OF BUSINEXS 


Е ВЕЧА 
For more details about DHL Worldwide Express іп Mumbai, New Delhi, Chennai, Kolkatta, Bangalore, Ahmedabad, Pune and Jaipur 


1 ENA 444 DAE Mehar ritin Carhin 32824. Crimhatnre 200622/3 Hvrderahad 7905010 / 6936. Tirupur 241424 
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Cel toons by Saurabh Singh 


Rata Tata’s global 

car ambitions got a 

boost with marketing partner Rover 
predicting 5-year sales of 100,000... 


-.PNB's S.S. Kohli got the Union 
Cabinet's nod for the bank's merger 
with Nedungadi Bank... 


A 


... Ulajja Firodia Motwani о 
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Ajay Shriram of DSCL looked to 


) ...and Jerry Rao of MsourcE India looked 
acquisitions to expand his sugar business... set to open a call centre in Mexico. 


Software that changes the way software is written. 
For Tata, it’s just the beginning. 





Mastercraft,® by Tata, has revolutionised software writing in much the same way that automation 
revolutionised factory production, It’s a unique set of software tools that automates the production of large 
software applications. Resulting in quicker delivery of projects, with a greater degree of accuracy. Thus saving 
innumerable man-hours. While achieving world-class productivity levels and quality standards, Helping take 
India to the forefront of the software industry. That’s leveraging technology for a better life 
As practised by 230,000 people at Tata everyday 


ч FP 
TATA 
Improving the quality of lite 
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RECOVERY 


Daewoo Woes 


The Daewoo India sell-off runs into trouble. 


HERE WAS ENOUGH IN THE WAY OF IDBI, ICICI, AND 

Exim Bank recovering their loans to Daewoo 
Motors India Ltd—the auto company owes the 
three Rs 1,242 crore—by selling the sick company’s 
assets. Now, reports that its management may have 
misled its auditors merely piles on the agony. If the 
misrepresentation hadn’t happened, claims one of the 
lenders, Daewoo’s losses of Rs 715.71 crore for 
2001-02 would have been higher by Rs 271.45 
crore. That bodes ill for creditors: the last date for 
bids (February 12, 2003) draws closer and even the 
few bidders who may have been interested in the erst- 
while car major will be put off by the latest revelation. 

There are no takers for the engine and trans- 
mission facilities, which boast a capacity of 
300,000 units a year each. Curiously, the plant can 
only make engines with a capacity of 1600cc or 
more—95 per cent of the cars sold in India have 
smaller engines. Even Matiz, which shone brightly 
before fading with the rest of the company, had its 
engine and transmission imported. 

There's a constant buzz, a faint one, that Tata 


EXECUTIVE TRACKING 


Wings Of Desire 


NSR-I and NSR-II have ambitious aerospace aspirations. 


Ro NSR? N.S. RAGHAVAN WAS THE PATNI COMPUTERS EXEC WHO REFUSED HIS BOSS” 
job when the latter quit the company. Instead, he too quit and joined the man, 

N.R. Narayana Murthy. After voluntarily retiring from Infosys in 2000, 
Raghavan has led a busy vc’s life (apart from serving as non-executive chair- 
man of Murugappa Group for some time). His Nadathur Holdings 
(that's the N in his name) has funded ventures in areas as diverse as 
sports, spices, and biotech. Now, he and his son Anand Nadathur have 
been engaged in some heavy-duty hiring for their firm, Cades Tech, a 
CAD/CAM boutique focused on the aircraft design space. A former vice pres- 
ident at Boeing, Ed Glueckler has been roped in as CEO, Tyco's former 
head of manufacturing in South East Asia, Venkat Raman, as President, 
India, and Sastry Sarawathula, the Head of Satyam's CAD/CAM ops in North 
America, as Marketing Head, North America. Get ready for NSR Act Il. 


S TODAY FEBRUARY 14 





Daewoo's Surajpur plant: No takers for this one 


Engineering, Maruti, Ford, Ashok Leyland, Hindustan 
Motors, TVS Motors, and an unnamed Israeli com- 
pany could be interested in Daewoo India. Eventually, 
several buyers could pick pieces they like—say the 
paint shop, which is considered the best in the coun- 
try, or the foundry—at throwaway prices. *Nobody 
will buy Daewoo as a whole,” says the chief executive 
of a car maker. The creditors shouldn't have a prob- 
lem with that. Anything but the dark, dusty dungeons 
of the Board For Industrial and Financial 
Reconstruction would be preferable. 

SUVEEN K. SINHA 





















N.S. Raghavan: 
SEEMA SHUKLA R 
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Р An information superhighway to 
carry 88 times more traffic. 
For Tata, it’s just the beginning. 


brings the latest DWDM technology with Gigabit IP Switching to the country 

0 India the second country in Asia to exploit this technology іп a Metro Area Network 
anging the way broadband works. Creating a high-speed, low cost backbone for information 

en ce providers. By squeezing multiple light signals of different wavelengths into a fibre optic 

cable. Boosting it's capacity 88 times! Bringing you a world of information, high definition 
graphics and sound at the click of a button. That's leveraging technology for a better life 
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TATA 


Improving the quality of life 


As practised by 230,000 people at Tata everyday 
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bt trends 


FAD 


Qut Of The Box 


Michel Adam's FTV takes fashion out of 
television and puts it in a fashion lounge. 





F-Bar and lounge: Just another brand extension? 


Г HAS MORE VIEWERS IN ASIA THAN EUROPE AND 
North America put together—274.6 million vs 
231.3, if you must know. And Fashion Tv is hoping 
that all those people actually watch it for the cutting- 
edge fashion it broadcasts 24 hours a day, and not for 
the flesh-show. Ergo, Frv, which opened an F-Bar and 
Lounge in Bangalore in December 2000, has added a 
range of partywear targetted at 18 to 34-year-olds, and 
music (including an album from a group called Zero 7). 
Says Anita Horam, Head (Programming), ЕТУ India, 
“Conceptually, it’s a natural extension of fashion.” One 

customer they'll never get: Sushma Swaraj. 
ABIR PAI 


GABFEST 


Davos Watch 


lraq, telecom, and corporate ethics. 


WORLD 


OREO E WORLD ECONOMIC FORUM 
FORUM summit was unique. America 
faced flak for its Iraq policy. Sony 
America’s Howard Stringer put it 
| best. "How do you separate pro- 
testers outside from the hostility 
inside?" he asked. India's Finance 
Minister Jaswant Singh did his 
bit, slamming rich countries for 
aid that came with "an agenda". 
Blame it on the times. 

SUVEEN K. SINHA 








P.C. Sreeram: Digital is the way to go 
SILVERS 


Digital Designs 


A Chennai filmmaker embarks on an 
ambitious attempt to replace celluloid. 


N KODAMBAKKAM, THE CHENNAI BOROUGH THAT HOUSES 

Kollywood, the Tamil film industry, grey powder- 
coated Eastman Kodak film canisters are popular 
among housewives and shopkeepers who use 
them to store everything from cash to condiments. 
But if ace cinematographer-turned-director P.C. 
Sreeram's first-of-its-kind experiment with digital 
filmmaking catches on, the canisters and the cel- 
luloid films that come packed in them, could well 
be consigned to the history books. 

The Tamil film Vaanam Vasappadum, directed by 
Sreeram will be India's first full-length motion picture 
shot, processed, and screened digitally. That will elim- 
inate flutter, weave, dirt, and scratches to bring 
stunning visual quality on the screen. And more 
significantly it could transform the laborious and 
expensive manner in which films are processed and 
distributed. Today each cinema needs a print of 
the film, made from the master negative. Each print 
is then delivered in its metal canister to the theatre 
where the reels are spliced together, spooled on a 
platter and fed through the sprockets of a film pro- 
jector resulting in wear and tear. The use of digital me- 
dia prevents deterioration and it is best suited for pro- 
jection in small and medium-sized theatres (in- 
creasingly, the norm worldwide) using disc-based 
playback equipment. "Digital movies are the only way 
forward with the growing number of multiplexes; but 
it could take another 10 years," says Sreeram. 
Steven Spielberg would beg to differ. man is a 
self-proclaimed Luddite whose opposition to the 
digital medium stems more out of a love for the old 
way than anything else. Did he really make А./.? 

T.R. VIVEK 
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Losing out on thigtechnology could 


SUM 


mean losing: business. 











No two customers are alike. Every business transaction today future-proof systems that are feature 


is an opportunity to build, nurture and grow a relationship. It's no rich, grow as your business grows 


wonder then that every time your customer is made to wait, it's providing a total, cost-effective solution 


calling for a final good bye sooner or later for all your communication needs 
In such a competitive business while pushing you to greater limits 
environment where customer service and of excellence 
satisfaction are paramount to success 
and technology improves business Key Aria features 


performance, a reliable communication * Future-proof IP ready System 


System is imperative. * ISDN (PRI / BRI) Interface 
The Aria IP ready Key Telephone 
System (KTS) & PBX, designed and 


engineered by LG, offer easy-to-use, 


* Integrated Voice Messaging 


* DECT Solutions 


TATA 


Digital TELECOM 
| Telephone Systems A TATA & AVAYA Company 


www.tatatelecom.com ` 
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Not out of the woods yet: 
(Clockwise from bottom right) Essar 
Group's Ravi Ruia, Shashi Ruia, 
Anshuman Ruia & Prashant Ruia 








Their Rs 13,800-crore debt is being restructured, 
the steel industry is recovering, and their refinery 
ambitions appear realistic. Ravi & Shashi Ruia may 

yet make Essar fly. BY BRIAN CARVALHO 


T’S A NEW DAY AT THE MOUTH OF THE ТАРІ RIVER, 
roughly 25 km off Surat, towards the tip of 
Hazira's bustling industrial belt. The tide has 
ebbed, and a wintry but gentle breeze drifts 
across the jetty built by the Ruias of the Rs 5,700- 
crore Essar Group as a part of its 2.2 million tonne steel 
plant. On the wharf, gazing into the distance, is 
Captain S. Das, Vice President (Operations), Essar 
Shipping, who's running a film of the day's export ship- 
ments in his mind. In a yard adjacent to the port, 
hundreds of hot rolled coils of varying sizes (ranging 


from 10-25 tonnes) sit neatly side by side in zones ear- 
marked by destination. One placard dug into the 
ground says Jakarta, another China, and yet another 
Dammam (in the Middle East). Giant cranes are load- 
ing the coils onto mini-bulk tugs that are docked at the 
jetty. By afternoon the tide will come in, and these 
small ships will steam across to the high seas, where 
two giant floating cranes will load roughly 3,000 
tonnes of steel onto a bulk carrier of 110,000 tonnes. 
By March 31, 2003, roughly 40 per cent of 1.8 million 
tonnes of steel produced by Essar in the current year 
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PINAKI PAUL 


would have moved into overseas markets via this 
route, making it the largest Indian exporter of flat steel. 
Also, 1.8 million tonnes will be the highest Essar’s steel 
plant has ever been ramped up to. 

Since the plant came on stream in 1996, the Ruias 
haven’t had too many opportunities to indulge in 
such production and export step-ups. Only a year af- 
ter production started, steel prices slipped into an un- 
foreseen free-fall, eventually hitting a 40-year-low 
of $160 per tonne. For the highly-leveraged Essar 
Steel—its total debt stands at Rs 5,400 crore—this 
spelt disaster, as interest costs as high as Rs 650 
crore a year ate into whatever meagre profits it could 
show at the operating level. Factor in the meaty 
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Investments in assets 
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Figures in Rs crore 

Turnover and operating profits are projections for year ending March 31, 
2003, while net loss is loss of five group companies (excluding telecom) 
for March 2002. Net worth is as of 2001 


depreciation charges and it is easy to see why the accu- 
mulated red on the books stands at a little over 
Rs 1,700 crore. Defaults on interest payments didn't 
invoke any sympathy, either. 

If the steel history sounds hopeless, the four-year 
delay in the Ruias’ ambition of putting up a 12 million 
tonne refinery off the Vadinar coast in Jamnagar, 
Gujarat, completes a truly despairing picture. As of 
date, at least 36 per cent of the engineering, pro- 
curement and construction is yet to be completed since 
work on the project stopped in 1999. Result: A cost 
overrun of at least Rs 2,000 crore, and a debt expo- 
sure of close to Rs 5,000 crore, even as neighbour in 
Jamnagar, one Reliance Petroleum, contemplates an 
expansion from 27 to 40 million tonnes. 
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| E Steel prices have been rising for six months now, 
from a low of $160 per tonne to close to $340 
| currently. Prices will hold up for at least a year 


Wi The tenure of Essar Steel's institutional debt of 
Rs 3,200 crore has been extended to 13-15 years, 
40 per cent of the exposure can be converted into 
lower-cost foreign debt, and the average interest 
rate (on foreign as well as institutional loans) is 
now in the 11-12 per cent region, down from 
16-19 per cent earlier 


E The institutions have approved the Ruias' plan 
to buy back its foreign debt of Rs 2,200 crore. 
Essar hopes to negotiate with creditors and buy 
back at a 75 per cent discount which, if successful, 
will reduce the foreign debt by almost Rs 1,500 
crore, bringing down the annual interest 
burden by Rs 100-150 crore 





Bi Institutions are likely to resume disbursements at 
a lower interest rate—perhaps 9 per cent—allowing 
the Ruias to finally complete their refinery 
in 18-21 months. 





W ABB has agreed to step in and bridge the equity 


| gap in the refinery project, of Rs 582 crore 


ГРЕЕТ 





Here's some perspective into the group's plight: 
Most of its Rs 7,625-crore earnings before interest bet- 
ween April 1996 and March 2002 have been virtually 
wiped out by interest and principal payments of 
Rs 4,500 crore and Rs 3,200 crore, respectively. Let’s 
put it this way: If even one of these two mega-projects 
(steel and refining) doesn’t pan out, that failure will be 
enough to sound the death-knell of the Essar Group, 
whose total debt exposure stands at a staggering 
13,800 crore. To be sure, the Ruias have already 
been been written off by the stockmarkets, and by most 
of its 13 lakh shareholders, from whom the Ruias 
have cumulatively raised close to Rs 3,000 crore. 

Not everybody believes that just falling commod- 
ity prices and burgeoning finance costs did the group 


PETS TS ETE” 





A year after Essar Steel's plant went onstream in 
1996-97, steel prices crashed into an unforeseen 
downtrend, eventually hitting a 40-year low 


As realisations dried up, interest costs on huge 
borrowings of Rs 5,400 crore took their toll. Result: 
Piled up losses of Rs 1,700 crore in the steel business, 
and defaults on interest payments 


Foreign equity for the refinery, to the tune of Rs 582 
crore, couldn't be tied up. Sanctions by the US, 
post Pokharan nuclear tests, ensured that no 
foreign banks would lend 


To prevent default, Ruias decide to offer a stake in 
Essar Power to Marathon Power, plan doesn't work 
out. Essar defaults on the FRN payment 


Construction of the refinery got delayed courtesy 
damage caused by a cyclone in 1998 in Jamnagar 
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И Ву late 1998, institutions stopped disbursements 
because of the equity gap. 


ША $250-million floating rate note, which was to 
be redeemed in July 1999, couldn't be refinanced. 


Perception of group being a siphoner of public funds, and 
of taking advantage of institutional largesse, gains ground. 


in. Charges of siphoning off publicly-raised funds 
and manipulation of the institutions have persisted 
over the years. As a result, the perception has gained 
ground that the Ruias are nothing more than thieves 
in pinstripes. The swank 21-storey blue-glass Essar 
House—in which the brothers Ruia sit at two ends of 
an office on the 20th floor that's as big as a tennis 
court—and an office-cum-residence on the outskirts 
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of New York juxtaposed against dismal results and un- 
rewarded shareholders only perpetuate that percep- 
tion. As do the fast cars—Shashi and Ravi drive 
Jaguars and Shashi's youngest son Anshuman a BMW. 
And a two-storey bungalow overlooking the sea in 
Mumbai’s upscale Walkeswar (the Ruias stay in four 
individual apartments in that bungalow, which has one 
common kitchen). Or Ravi and Prashant's NRI status 
and a farmhouse in the hills of Lonavala. And a 
plush Delhi office-cum-residence in Jorbagh... 

"The feeling is that although shareholders have 
been hit badly, the lifestyle of the Ruias hasn't in the 
least," points out a fund manager. “It’s time for the 
government to change the management. The truth is, 
they are known defaulters. Whether they are willful de- 
faulters or useless entrepreneurs | cannot say, but 
they could well be both," adds Amar Singh, General 
Secretary, Samajwadi Party. 

The Ruias for their part have left no stone un- 
turned to absolve themselves of the numerous charges 
hurled at them, many of them by Amar Singh. And 
those clean chits have been pouring in, right from the 
Central Vigilance Commission to the FM to the Law 
Minister. But the best way for the Ruias to counter 
those charges is by performing. What could help 
them do just that is the few silver linings that have ap- 
peared on the huge dark cloud threatening for some 
time now to burst over Essar House. 

For starters, the Ruias got a major shot in the arm 
when the institutions' corporate debt restructuring 
committee (CDR) agreed to rejig the Rs 15,000-odd 
crore debt of the steel industry. Essar Steel, which has 
a Rs 3,200-crore exposure to the Indian Fis, can now 
convert 40 per cent of that amount into lower-cost for- 
eign debt. Not just that, the average interest rate on 
their total exposure has been dragged down into the 
11-12 per cent range, as against 16-19 per cent earlier, 
and the tenure of the loan has been extended to 13-15 
years. Coupled with rising steel prices and a pro- 
posed buyback of the existing foreign debt at a 70-75 
per cent discount, the Ruias expect this restructuring 
to help them not just make profits in 2003-04 but also 
wipe out most of their accumulated losses. 

Points out B.P. Singh, Chief General Manager, 
IDBI: “Steel prices are moving up, and the projects 
look viable. If they weren't, we wouldn't be res- 
tructuring the loans." 


Not everybody believes 


that falling commodity prices and burgeoning costs did them in. Charges 
of siphoning off publicly-raised funds have persisted over the years 
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COMPANY 


Essar Telecom 
Essar Power 

Essar Construction 
Essar Shipping 
Essar Oil & Gas 


Essar Steel 


* EBITDA, not net profit 


"We're there in steel,” beams Shashi Ruia, the 58- 
year-old Chairman and architect of the group’s core 
sector blueprint. With prices expected to hold at the 
$340-350 a tonne-levels the Ruias are projecting a 
gross profit of Rs 700-800 crore in 2003-04, and the 
CDR recommendations coupled with the debt buy- 
back proposal, will bring down the interest burden 
from Rs 650 crore to Rs 350 crore. What’s more, if 
the Ruias do succeed in buying back most of their 
Rs 2,200-crore foreign debt at a 75 per cent dis- 
count, they would have knocked off Rs 1,400-1,500 
crore off their books, which can be set off against the 
accumulated losses on the balance sheet straightaway. 
Result: A clean slate. 


Sleepless In Jamnagar 

If the steel project is finally looking viable, the 12 
million tonne refinery is at last beginning to look a rea- 
lity. For four years now, the only action at the site of the 


A matter of emphasis 


NATURE OF BUSINESS 


JV with Hutch for 
cellular services 


515-MW power 
producer 


Executing pones 
worth Rs 1, 


Transportation for 
global energy firms 


Exploration, refining, 
marketing, contract drilling 


2.2 million tonne flat 
steel capacity 


NET PROFIT 
(RS CRORE) 


000 crore 


Figures are for year-ended March 2002, except for Essar Power, which is for the year-ended Sept. 30, 2002 
Figures for Essar Oil and Essar Steel are unaudited 


Ruias’ proposed 12 million tonne refinery has been the 
maintenance and monitoring of the equipment pro- 
cured. That delay has been thanks largely to an equity 
gap of Rs 582 crore and the Fis’ subsequent decision to 
clamp down on disbursements. In the lavish 21st floor 
dining room, over a spartan salad lunch—Shashi’s 
sons, Prashant and Anshuman, nibble on an equally aus- 
tere vegetarian thali as they listen on—Vice Chairman, 
Ravi Ruia (54), spells out the reasons for the hope brew- 
ing on the Vadinar horizon. 

The first of those can be summed up in two words: 
9 per cent. That's the rate at which the institutions might 
just about be willing to recommence disbursements— 
Rs 1,000 crore has yet to be disbursed—to the Ruias. 
If ICICI Bank (the lead institution, whose officials refused 
to comment on the issue) does agree to that rate, it will 
be a huge triumph for Essar Oil, which has been accus- 
tomed to borrowing at 20-21 per cent in the late 
nineties. Then, ABB, the EPC contractor for the refinery, 


for the Ruias is that their other businesses—construction, 
power, telecom, and shipping—are all in clover 
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There are two kinds of people on earth. 
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GUILTY OR VICTIM? 


E The group has raised crores from the public 
and diverted and siphoned out some 
Rs 4,000 crore for speculation on 
stockmarkets 


E Fis doled out Rs 11,000 crore to the Ruias and 
have written off that sum 





E All the exposures of group companies are non- 
performing assets 


lll There was misinformation galore in the 
prospectus of Essar Oil's public issue of FCDs 


E No capacity or capability to develop 
Ratna oilfield in production-sharing 
agreement with ONGC 





has agreed to temporarily bridge the equity gap of 
Rs 582 crore (which it will be free to sell later on to a stra- 
tegic partner) in the project. “Our equity is tied up, loans 
are in place. Take into account a sales tax deferral, and 
we're back,” says Ravi Ruia, who expects to commis- 
sion the refinery 24 months from the day work starts, 
which could be anytime now. The Ruias also stress that at 
the proposed interest rate, the project looks immensely 
viable: Cash break-even according to projections should 


FINANCE MINISTER JASWANT SINGH AND 
FORMER FM MANMOHAN SINGH (L TO R) 





happen at 35 per cent utilisation, and break-even after 
interest and depreciation at 65 per cent. 

Another matter of emphasis for the Ruias is that 
their other businesses—construction, power, tele- 
com, and shipping—are all in clover. For shipping, in 
which the Ruias own 33 ships (including six of the 
world’s 80 double-hulled, double-bottomed Suezmax 
tankers), freight rates are on the up. Power is an assu- 
red business thanks to a 20-year purchase agreement 
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Over the years, the Ruias have had to face plenty of heat. 












Bl FM Jaswant Singh says in Parliament that he has 
not come across any diversion of funds for speculation 










Wi Exposure to the Fls is Rs 7,138 crore and no loans 
have been written off. Minister of State for Finance 
Anant G. Geete says so in Rajya Sabha 


lll None of the group accounts are NPAS today but are 
regular. Only Essar Power was an NPA as of 
March 31, 2001 


lll Disclosures in accordance with see! guidelines. 
Former FM Manmohan Singh gives clean chit 


ll CVC tells Ministry of Petroleum & Natural Gas that 
it cannot substantiate any allegations, so case 
should be treated as closed 






with the Gujarat government. A 36-37 per cent part- 
ner in the consolidated cellular telecom operations of 
Hutch (which will hold 49 per cent) will assure the 
Ruias decent returns on their Rs 500-crore invest- 
ments. In construction, Essar has Rs 1,000 crore of or- 
ders in hand, the major one being a section of the Nat- 
ional Highway in the South. And in oil, Essar hopes to 
put up 1,700 retail outless via the franchise network, 
and upstream the group is exploring 14,000 sq km for 
oil and gas and coal-bed methane. 
The Ruias feel that because of their 
huge exposure to institutions, the 
fact that they've created world- 
class assets worth over Rs 17,000 
crore gets overshadowed. 

It’s still too early to begin writ- 
ing tales of a turnaround at the 
Essar Group. The ‘ifs’ are many, 
one of the biggest being the for- 
eign lenders’ willingness to allow 
the Ruias to buy back debt at a huge discount. Clearly, 
it will be many more years before the Ruias are able to 
steady the ship and even many more before they can 
reward shareholders. But then there’s no other way out: 
Much of the group’s equity is lying pledged with the Fis, 
which might just be willing to consider Amar Singh’s 
painful recommendation if the non-performance per- 
sists. The good news for the Ruias, though, is that 
the tide is turning. Their time starts now. 
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Not six, but eight or 10. That's the annual rate 
of GDP growth industry expects of the 
Finance Minister. But given the fiscal and 
political constraints, can the FM's Budget 

2003-04 kickstart the economy? ASHISH GUPTA 
explores three, very different scenarios. 


SCENARIO I: China, Here We Come 
Circa February, 2004: Gathered at cir's (or 
FICCI's, if you please) headquarters in New 
Delhi are captains of Indian industry. The 
mood can't be rosier. The first half of the fiscal 
has seen the economy surge, and the numbers 
suggest that the gross domestic product (GDP) 
will grow by a record 8 per cent. The Sensex is 
hovering around the 5,000 mark, exports have 
bounced back and how—India will end fiscal 
2003-04 with $55 billion in exports—agricul- 
ture is showing signs of upping growth to an im- 
pressive 4 per cent per annum, and even man- 
ufacturing is on a roll. 

The corporate chieftains packing the room 
are all praise for one man: Jaswant Singh, 
India's Finance Minister. But just how did 
Singh succeed in pulling off the near miracle? 
Simple. By doing what most economists and 
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CEOs had been suggesting for years: removing 
the structural and policy bottlenecks that throt- 
tled industrial and agricultural growth for years, 
and providing a conducive environment for 
industry to grow and prosper. For example, not 
only is power cheaper, but more reliable and 
ports have got their act together. 

Incredibly, the government's nemesis—its 
soaring fiscal deficit—has been contained, 
thanks to Singh pushing the Fiscal Responsibility 
Bill 2001, which enjoins the administration to 
bring down the fiscal deficit to 2 per cent and 
revenue deficit to zero by 2006. He followed it up 
by initiating critical reforms in the beleaguered 
power sector, thus winning back the confidence 
of private investors, most of whom had given up 
on the sector. For example, by ensuring passage 
of the long-pending Electricity Bill 2001, Singh 
made it easier for private players to deal directly 
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` | looks at some key issues and the 


likelihood of their getting addressed. 
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Further rationalisation of Excise and 
Customs duties, including lowering 
of peak import rate to 25 per cent 


Withdrawal of the tax on dividend 
income; the move is considered 
vital to revive the stockmarkets 


Reduction in peak corporate tax from 
35 to 30 per cent, and from 40 to 35 
per cent for foreign companies 
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Continuation of some tax exemp- 
tions, especially for senior citizens, 
housing, and medical expenses 


БЕ 


Uncertain 
Greater investment in infrastructure 
and agricultural projects to 
accelerate economic growth 


An incentive package aimed at reviving 
the manufacturing sector. Likely sops: 
continuation of export promotion schemes 


Likel 


A cess on petrol and diesel to finance 
infrastructure projects. Could mop up 
Rs 6,000 crore if implemented 


Ы 


А new voluntary disclosure scheme det 
to net black money, estimated at 
Rs 40,000-1 lakh crore 


Some indication on how the govern- 
ment plans to pre-pay its external 
debt to reduce the overall tax burden 


A fiscal incentive package for LNG 
projects to make them competitive 
e Vis-a-vis domestic gas 


Ы 


“There won't be any ' m "The government 


radical measures, wm should not only grant ™- 
but moderate steps ` infrastructure status 
towards reform and AT to pharma, but also 
deregulation will offer duty 
continue ” | exemptions” 


ш” 
ONKAR $. KANWAR, CEO & MD, APOLLO TYRES | HABIL KHORAKIWALA, CHAIRMAN, WOCKHARDT 





with the consumers, bypassing the bankrupt state elec- the Centre and states combined has touched 15 per cent 
tricity boards. He also raised power tariffs signifi- of the GDP, and the country’s sovereign rating is under 
cantly and persuaded many states to adopt the Delhi — the scanner of most international credit rating agencies. 
model of privatisation of transmission and distribution— But how did things come to such a pass? 

the first step in reforming the power sector. Simple. Electoral politics won over good econom- 

On the policy front, the FM made sweeping changes in 

the Industrial Disputes Act, the Factories Act 
and the Contract Labour Act to impart greater 
flexibility in labour laws, repealed the Sick 


Industries Companies Act, the Bureau of 

Industrial and Financial Restructuring (BIFR), =) | WERE 
thereby ensuring speedy bankruptcy, res- S THE FM 

tructuring and liquidation process. And by E 

scrapping reservations for the small-scale sec- b Kirit S. Parekh, Director, Indira 
tor, reducing tariffs to just two rates—10 = Gandhi Institute of Development 
per cent for final products and 20 per cent for 4 Research (IGIDR) 



























all raw and intermediate goods—and fully 
implementing the value-added tax (VAT), the FM also HE MAIN OBJECTIVE OF MY BUDGET WOULD BE TO 
ensured that there are no real constraints on companies stimulate growth in the economy, and contain the 
wanting to grow or expand in the domestic market. fiscal deficit, but not in a way that would alienate vot- 
Not content with all this, the reformist Singh also ers. And to do that | would remove infrastructural bot- 
allowed 74 per cent foreign direct investment (FDI) tlenecks and provide flexibility for labour deployment 
in all banks, including the state-owned ones and 100 to increase consumer demand. In the power sector, 
per cent investment in telecom, insurance and re- | would have asked the Centre to put pressure on the 
tailing. FDI inflow for the year: $9 billion. states to reform quickly by asking the National 
But is such a scenario only in the realm of dreams? Thermal Power Corporation to collect its bills from 
“It is not a pigs-may-fly forecast,” contends Surjit S. the state electricity boards (segs) in time. 
Bhalla, President, Oxus Research. “There is virtually To further reform the tax structure, | would 
nothing that the politician, bureaucrat or industrialist have implemented the Kelkar Committee rec- 
can do to prevent the 8 per cent target from being achi- ommendations in toto, but also ensured that the 
eved in the near future.” Amen to that. middle class understood the importance of re- 
moving the various tax breaks. 
SCENARIO II: On The Road To Disaster Reducing government expenditure would also 
Same place, same people, and the same dark mood. be one of my top priorities. | would focus on re- 
2003-04 is a year that India Inc. would rather forget. ducing the non-merit subsidies. Such as those in 
Jaswant Singh’s wishy-washy budget has taken its toll fertiliser and food and also implement the rec- 
on the economy. With the GDP growing at a lacklustre ommendations of the expenditure reforms com- 
5 per cent, tax collection slipping, and the fiscal deficit mission. These measures should reduce fiscal 
touching 7 per cent of the GDP, there are alarm bells deficit, accelerate growth in the economy and also 
ringing all around. The fiscal situation, already pre- carry the voters along. 


carious, is now near the breaking point. The deficit of 
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“The Budget needs to 


boost demand 
through reduced prices 
and by raising spending 

power even if it 
involves tax incentives” 


HARSHPATI SINGHANIA, MD, JK PAPER 


ics. To appease the vote bank, the Finance Minister 
doled out sops like there was no tomorrow. To keep 
the votebank middle class happy, Singh raised the 
income-tax exemption limit from Rs 50,000 to Rs 
1,00,000 per annum, reduced rates on marginal slabs, 
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Surjit S Bhalla, 
President, 
Oxus Research 


HE THRUST OF MY BUDGET WOULD BE ON REALISING THE 

true growth potential of the country. The focus, 
therefore, will be on increasing revenue and reducing 
government expenditure. To increase tax collection, | 
would implement the Kelkar Committee report on both 
direct taxes and indirect taxes, especially removal of 
the Minimum Alternate Tax (Mar), the long-term 
capital gains tax and the dividend tax. 

On the expenditure front, to take care of the 60 mil- 
lion tonnes of foodgrains rotting in the godowns, | 
would drastically reduce the current subsidy level on food- 
grains, do away with the Food Corporation of India and 
cut down on the yearly hike in minimum support price, 
which has skewed agricultural production in favour of 
rice and wheat. | would also eliminate fertiliser sub- 
sidy, since it only helps the fertiliser companies. 

| would also implement the N.K. Singh Comm- 
ittee report which had recommended allowing 
74 per cent Fo! in cellular services and 100 per 
cent in basic services. | would also align the 
interest rate on small savings to that of government 
securities (G-Secs) as announced by the then 
FM Yashwant Sinha in the last Budget. 

































"The Budget needs to 
take policy initiatives 
that will permit 
Special Economic 
Zones experiment to 
be taken forward" 


RAVI K. SINHA, MD, SRF 


but also kept intact all tax exemptions available to the 
salaried in direct contrast to the Kelkar Committee's 
recommendations. The move is likely to cost the na- 
tional exchequer a crippling Rs 13,000 crore. 

The FM's largesse, however, didn't end there. Singh 
also refused to reduce subsidies on liquefied petro- 
leum gas (LPG) and food. To keep his govern- 
ment's other loyal constituency (industry) happy, he 
not only did away with the dividend tax and the 
minimum alternate tax (MAT), but also the long-term 
capital gains tax, which drained a few thousand 
crores from the state coffers. Cut in subsidies or the 
government's non-productive expenditure was not 
even on Singh's radar. Corporate India, mean- 
while, is pinning its hopes on Budget 2004-05. 


SCENARIO III: Now, Let's Get Real 
Despite a cautious Budget, the economy stumbled 
along and delivered a 5.5 per cent growth in 2003- 
04. Agriculture is still in depression, but services and 
industry have gathered momentum. The men in 
the room have learnt not to expect miracles from the 
government, but to focus on improving their own ef- 
ficiencies, finding new markets, and making the 
painful trek up to innovation. The 8 per cent growth 
dream remains just that: a dream. 

The indifference could well be a hangover from 
the last year's Budget where despite the strong eco- 
nomic fundamentals—an-all-time high forex reserves, 
low inflation, buoyant exports, positive current acc- 
ount balance and a buoyant tax situation—the Fin- 
ance Minister refused to "bite the bullet". In a year, 
when as many as nine states were slated to go in for 
assembly polls, Singh chose to play it safe. 

Against the best counsel of his own advisor Vijay 
Kelkar, the Finance Minister continued with the stan- 
dard deductions for the salaried class or even the tax 
incentives for small savings. Tax breaks on housing and 
various infrastructure bonds were continued. The 
message received by industry: The FM is not interested 
in disturbing the comfort zone of the middle class. That 
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THINGS TO BE DONE TO 
ACCELERATE GROWTH 


Cee 1 91%] 








65% Industry 
19% Agricuıture MAIN FOCUS AREA 
FOR BUDGET 2003 

14% Services 

2% Tourism 


OVERALL FLAVOUR 
OF THE BUDGET 


72% Middle of road 
Yes 60% 
22% Reformist 
6% Protectionist 


IMPACT OF 2003 BUDGET ON STOCKMARKET | CAPITAL MARKET REVIVAL BY FM | THE IPO MARKET 
62 23 15 64 21$ ETE 54 
Positive Neutral Can't не | Positive ~ Neutral Can't say Yes = № 


Figures іп % | Figures in % Figures in % 
Cities covered: New Delhi, Mumbai, Kolkata, Chennai and Bangalore 
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The BT-NFO India poll on what the CEOs, fund managers, 







and the stockmarket hope the Budget will offer. 
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9% Can't say Can't say 20% 


MICRO IMPACT ON THE 
COMPANY'S PERFORMANCE 





WILL LOOK UP | TRIGGERS FOR CAPITAL MARKET REVIVAL | SENSEX/MARKET INDEX LEVELS BY DEC. 03 
| | 
18 | 39 39 23 8 | 49 36 15 


Abolish/Remove Dividend Taxes Reduce dividend tax | 3,401-4,000 4,000+ 3,000-3,400 
| S Change Tax structure W Improve Figures in % | Figures in % 
Poll sample: 74 CEOs and 39 fund managers, analysts, and broker 





SPEAK ON BUDGET 03 
“The first thing that 


the Budget should 
do is to add one 
more milestone in 
the journey of 
economic reforms” 


R. SESHASAYEE, MD, ASHOK LEYLAND 


meant there was absolutely no question of taxing 
agricultural income, given the violent protests that 
greeted Kelkar Committee’s recommendations. The 
Budget too made no attempt to cut fertiliser or even 
the food subsidy, which actually helps the urban 













Were 
THE FM 


Subir Gokarn, 
Chief Economist, CRISIL 


S A FINANCE MINISTER WHO HAS TO PRESENT HIS 
Budget in such trying circumstances, | would 
accept Kelkar Committee's recommendations 
on direct taxes, especially withdrawal of all inve- 
stment-related exemptions. However, | would dif- 
fer from Kelkar by allowing companies already 
enjoying exemption benefits the option of either 
continuing with the benefits for the next three 
years and pay higher taxes—the old regime—or 
pay low taxes but give up all exemptions. 

| would also eliminate the Minimum Alternate 
Tax, the long-term capital gains tax and the divi- 
dend tax. On individuals, | am all for removing all 
exemptions but at the same time raise the income- 
tax slab from Rs 50,000 per year to Rs 1,00,000. 

Taking a cue from the successful roads proj- 
ect, | would launch similar projects—espe- 
cially those with smaller gestation period— 
that would not only result in asset creation 
but also widespread increase in wages. 

| strongly believe that the right combination 
of tax rationalisation and public spending will 
definitely have the economy growing at a 
much faster pace. 
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“The Budget is likely 
to see major initiatives = 
in the area of agri- 
infrastructure and a 
common market for 
agricultural produce” , 


NIALL S.K. BOOKER, CEO, HSBC INDIA 


consumer rather than the rural poor. 

On controlling its own runaway expenditure, the FM 
turned a blind eye. No attempt was made to either reduce 
the government's headcount or even substantially 
prune the subsidy bill. Labour market reforms and priva- 
tisation of public sector banks, too, continued to get only 
lip service in the Budget. Moreover, the cap 
on FDI in insurance (26 per cent), banking (49 
per cent in private banks) and retail (zero FDI) 
continued to ensure that there was little 
fresh inflow of ЕРІ into the country. 

But for the market and industry, there 
were sops aplenty. The FM announced the 
abolition of dividend tax and the long-term 
capital gains tax to give a Ёр to the capital 
market and make it attractive for small inves- 
tors. That served as a catalyst for directing more money 
into equities. Also, the government did make some 
beginning at pump priming the economy—by financ- 
ing new projects that had relatively smaller gestation pe- 
riod so that the political payoffs in terms of significant 
impact on rural incomes would be high. An interesting 
example of good economics and good politics. 

However, it would not be correct to lay the blame 
of a tame Budget at the feet of Singh. He inherited an 
economy that was already in tatters, leaving him little 
room for manoeuvre. After all, despite a robust 20 per 
cent growth in tax collection—courtesy the industrial 
sector's strong performance—the government's revised 
fiscal deficit at Rs 150,000 crore still exceeded the 
budget estimate by nearly Rs 10,000 crore or equal to 
5.8 per cent of the Срр. And with 80 per cent of the 
revenues going into non-productive expenditure such 
as subsidies, defence expenditure, salaries and wages, 
and interest payment, the FM has little left in his hand 
to talk about any massive investment plans. 

The upshot: Be it Singh or any other FM, the only 
realistic option available is to push reforms gradually. 
What's critical and possible is making positive changes 
and building on them. No Finance Minister, including 
Singh, can have any excuse for not doing so. W 
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From Corporate Restructuring to Training & Development... 
From EDPs to CEO workshops... 
From Brand Consulting to Lobbying... 
From Theory ‘i’ Management to The Great Indian Dream... 
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“Outlook magazine's survey of top 50 B - Schools of India in the industry interface category. 
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For marketing consulting, 
brand consulting, 
market research, 
Lobbying etc. Contact 
A. Sandeep at 
Sandeep@PlanmanConsulting.com 


www.PlanmanConsulting.com 
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For power training workshops, 
management consulting, 
Outbound programmes, 
EDPs/MDPs etc. Contact 
5.5. Bhattacharjee at 
Shubho@PlanmanConsulting.com 


www.ArindamChaudhuri.com 


For corporate restructuring, 
HR Consulting, 
compensation surveys, 

CEO search etc. Contact 
Naveen Chamoli at 
Naveen@PlanmanConsulting.com 


www.GroovyJobs.com 
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No other institute has done more for corporate India in the recent past... A natural consequence... 


"IIPM's MBA course is most uniquely 

designed keeping the long term economic 
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Arindam Chaudhuri 


Noted Economist, Management Guru & author 
‘Count Your Chickens Before They Hatch’ 
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summer training, 
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Shouvick Dutta at 
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OT TOO LONG AGO, WE WERE IN THE MIDST OF 
Nites baseball negotiations in which the S sea- 
son and the World Series hung in the balance. 
Around the same time, on the US West Coast, the con- 
flict between the longshoreman’s union and the port 
of Long Beach-Los Angeles over contracts culminated 
in a 10-day shutdown at America's largest harbour, ad- 
versely affecting an estimated third of the US economy. 
All this is minor, of course, compared with the raz- 
or's edge of war. The brinksmanship between Iraq and 
the US is enough to give a sleeping sheepdog a bad case 
of nerves. It underscores how often negotiations almost 
seem to require a sense of imminent disaster before 
either side will begin to search for common ground. 

Leaders of countries will, in the end, recall their 
duty to keep their homeland intact and their people 
secure. Unfortunately, that is not the case in the 
business world. Indeed, there are negotiators who 
routinely take a hardline, refuse to back down no 
matter what, and end up doing serious, if not mortal, 
damage to their companies or clients. 

Contrary to what you may assume, this is not 
wholly irrational behavior. Sometimes it's even smart, 
if not exactly in the best interests of all concerned. 
Sometimes, surprising as it may sound, the implacable 
types don't mind exacting a toll from their companies 
or clients because there is another agenda at work. 

What I’m interested in, however, is the type of beh- 
avior seen in a certain type of negotiator: The invet- 
erate stonewaller, the kind who sneers with his back to 
. a precipice. If you've ever come face to face with 
one of these Jimmy Cagney tough guys, you'll know 
what I mean. Suddenly you're presented with an ult- 
imatum. There's no wiggle room. Yet the other guy 
shows ПО awareness of the gulf between you. It's almost 
as if he's daring you to throw up your hands and 
walk away. Yet that will, no doubt, do him real harm. 

It makes you want to ask: Where do these people 
come from, how on earth did they ever get to a posi- 
tion of so much power within their company, and how 
am I supposed to handle them? 

The answer to the most important question— 
how to handle them—usually lies in their track record. 


SUCCESS SECRETS WI Mark McCormack 


The Inveterate Stonewaller 


Clueless about how to negotiate with those stubborn hardliners? Read this. 


We all operate from experience, and stonewallers 
probably wouldn't be so inflexible if it hadn't worked 
in the past. Your first job, then, is to ask around and see 
how others have felt in negotiations with this party (of 
course, you ought to do this before your talks begin). 
While investigating his background, keep an eye out for 
the hidden agendas. Ask yourself these questions: 

Is this an example? Is the negotiation being used 
to motivate employees or a division through fear of 
what the deal would bring? If so, you might as well 
call it off; you're being used. 

Is this a public statement? Is the negotiator using his 
intractability to make a point, as a marketing ploy, or 
other form of advertising? If so, he may well want to 
lose, as some young athletes have found out when goi- 
ng with a young and hungry agent. Again, you may 
want to step aside sooner than later. 

Is this a smokescreen? Is the battle with you a 
way of distracting attention from other worries? 
Keep an eye peeled for an earnings shortfall, a 
nagging injury, and off-field issues. 

Is this a pathology? Some negotiators have grown 
overly accustomed to playing brinksmanship games and 
have forgotten where the edge is. Be careful that 
when they fall they don't take you down with them. 

Is this a blind spot? This is when you want to 
scream: “You're driving this negotiation off a cliff’ And 
maybe you should say it but only as a last-ditch effort. 
Although logically it might seem to be first on your list 
of tactics, a truly blindered opposite number will 
automatically dismiss it as a ploy. So go ahead and 
work through the numbers together and wait until you 
are at your wit's end. Then throw up your hands. 

You can't tell someone he's driving off a cliff 
until you've asked him: (A) does he know how to 
drive, (B) is he familiar with this road, and (C) is he 
wearing a parachute? Only then, when he answers 
“no” to C, can you offer him the parachute you 
happen to have handy—an outline for a deal that will 
move you away from the abyss. @ 





© Mark Н. McCormack. All rights of reproduction in any 
form are strictly reserved. 


FEBRUARY 16 2003 BUSINESS TODAY 53 





i 
[ 
^ 
i 


ж ù 
ч (oe 


K AWI REDDY 


CHAIRMAN, DR REDDY'S LAB 
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Increase in market capitalisation 21.37% 
. /о 


(FY 02 over FY 01) 
84.75% 
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Increase in market capitalisation 
(FY 02 over РҮ 01) -75.05% 


Increase in salary 1 0 : 9 1 % 


(FY 02 over FY 01) 
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The BT-Omam CEO Salary Survey 2003 
shows that when it comes to CEO salaries 
India Inc. doesn't know the meaning of 
the word downturn. sy сема sica 


Dear Tarun, 

I sell manure. Actually, І head the sales function at a large 
fertiliser company, but given my predicament, selling 
manure is probably a better description of bow I feel. Last 
week I had a meeting with my CEO to review my per- 
formance and discuss my compensation for the following 


year. I had done well, he admitted, but given the state of . 


the economy, be couldn't, or rather, the company cou- 
ldn't afford to reward me with a significant increment. 
My CEO is a good salesman and by the time | left his room 
I was convinced that even the single-digit increment 
he was putting me down for was generous—after all, the 
company’s market capitalisation was down 20 per 
cent. Yesterday, I was mentioning the same to an old fri- 
end who heads the HR department—we go way back and 
meet for the occasional drink out of work—and he 
couldn't stop laughing. He claims the СЕО has put him- 
self down for a 75 per cent raise. And his salary is already 
two-and-a-half times mine. Over the past five years, a sig- 
nificant chunk of my compensation package has been 
made variable. Surely, this move towards performance- 
pay must apply to the CEO too? Tell me, am I a minor- 
ity of one working for a self-centred CEO, or do other em- 
ployees in other organisations have similar problems? 


T DOESN'T TAKE AN AGONY AUNT (OR UNCLE) TO 
answer that. A cursory examination of the figures 
accompanying the visages occupying the bottom 
half of the opposite page should do. The two 
men on top did alright—both Doctor Reddy's 
Laboratories and Hero Honda Motors saw their aver- 
age market capitalisation in 2001-02 zoom and their 
CEOs rewarding themselves (even disproportion- 
ately) is condonable, if not reasonable. As for HLL’s 
M.S. Banga and Sterlite's Agarwal, well, we'll let the 


INDIAS HIGHEST PAID CEOS 











E provo ee Rs 9.85 crore 
P» orte иа Rs 9.46 crore 
E mee Rs 7.73 crore 
Е] КТЕ" Rs 5.57 crore 
E Deepak S. Parekh Rs 286 crore 
Li Nate Rs187 crore 
BS Se 
ud "MM Rs 1.58 crore 
аі Ва oratories RS 1.38 crore 
3 ro — RS12]1crore 


Source: Annual reports; All figures for 2001-02 
*Figures not available for HCL Technologies, Cipla, and Zee Telefilms 
**Year ending December 31, 2001 
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A SNAPSHOT OF CEO SALARIES: 2002-03 
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1,42,88,769 


Diversified 
I Median 


Automotive Consumer Durables 
Figures are in Rs per annum WB Average 


numbers do the talking. 

These figures were culled out from annual reports for 
the year 2001-02 and 2000-01. And going by the 
findings of the BT-Omam ceo Salary Survey, 2003, 
things are no different this year. The survey, of 73 com- 
panies, across 14 sectors puts average CEO pay at 
Rs 1.55 crore, well above the magical Rs 1-crore figure 
that was once considered a semi-permeable—only the 
best broke through it—ceiling for Indian executives. Not 
too long ago, the fast moving consumer goods sector 
was the best place to be for money-minded CEOs; today, 
every sector, from auto to consumer durables to techno- 
logy to older-than-old-economy diversified has a eight 
digit number flashing next to the CEOs name. P. Dwar- 
kanath, the head of HR at SmithKline Beecham 
Consumer Healthcare thinks these numbers are only to 
be expected (and nothing out of the ordinary). “Indian 


PAY AND PERFORMANCE 


A snapshot of the good and the not so. 


1,42,39,824 


Engineering 


Wi Minimum 





2,28,99,396 





Entertainment 


© Maximum 


Financial 


companies are realising the need to benchmark carefully 
and give their CEOs a competitive salary." A survey of 
36 Indian companies by consulting firm Mercer reveals 
an obsession with outpaying the market: 11 per cent of 
the respondents claimed to be benchmarking with the 
90th percentile—they were consciously paying more 
than 90 per cent of the companies in their universe— 
and 50 per cent, with the 75th. Still, the Mercer sam- 
ple may have been skewed towards large companies. 
The range of salaries emerging from the BT-Omam sur- 
vey is staggering: a maximum of Rs 5.16 crore and a 
minimum of Rs 39.24 lakh. Some rich, some poor. 


Do They Deserve It? 

No one—apart from a few of us conservatives— 
seems to mind the huge pay cheques CEOS take home. 
"Everything revolves around CEOs," says R. Suresh, 





AVG. MARK 
2001-0 


Dr. Reddy's Laboratories ty 661495 3,593.94 
Hero Honda Motors — — p 43339 35734 
Hindalco Industries — 336433 — 575241 
Hindustan Lever М, 4748194 4942502 
Hughes Software Systems Af 150263 ^ 385151 
Nestle India — 4971.75 448832 
Ranbaxy Laboratories 7,349.07 749112 
Sterlite Industries (India) ; 63078 252845 
NUES OATS _ 33,820.52 6171407 
Reliance Industries 1.0. Ambani 33,203.39 3663328 
Bharti Tele-Ventures il B. Mittal — 7,803.67 n.a. 


Source: Annual reports Avg. market cap in Rs crore 
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1,13,21,376 





Petrochemicals Pharmaceuticals Power 


CEO of head-hunting firm Stanton Chase, “Companies 
realise this and are willing to pay a price for good 
leadership." The fact that new-age businesses such as 
telecom, business process outsourcing, and (organised) 
retail have taken off in India has helped. As has the 
change of guard—the young replacing the old—in 
hoary business houses such as the Tata Group and the 
A.V. Birla one. Compensation experts—business 
couldn’t be better for them—see no immediate end 
to the trend of rising CEO salaries. 

Cerebrus Consultants projects a conservative 6-7 
per cent rise in 2003-04; Mercer, 9.09 per cent; Hewitt, 11 
per cent; and Watson Wyatt, 15 per cent. “There never 
really was a blip in the CEO market,” says Preety 
Kumar, Senior Partner, Amrop International, an ex- 
ecutive search firm. Nor will there be one. “Companies 
are aware that good CEOs expect good prices.” 

The fairness of it all—in the light of Bernie 
Ebbers, Gary Winnick, Dennis Kozlowski, and oth- 
ers of the ilk—may be a hot subject in USA Inc. In 
India, although noises about this are heard from 
time to time, no one really seems to mind. 

As for the CEOs themselves they believe what they 
earn is justified by what they do. “The СЕО? role is get- 
ting more and more complex,” explains K. Muralidhara, 
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The Indian CEO is 


well-wheeled. | 
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2,79,94,176 
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Telecom BPO 
Source: BT-Omam CEO Salary Survey 2003 
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Country Manager, American Express TRS. “I think they 
(we) deserve what they (we) earn." “These days you 
have more challenges,” adds Rana Kapoor, CEO, Rabo 
Bank. “A company needs sound leadership to grow the 
topline and, by and large, most companies are getting a 
good deal." Don't blame the CEO, seems to be the refrain 
among the genus. “A СЕО performs for three years 
and takes a good hike when the market is down," 
says David Robinson, CEO, Ernst & Young Global 
Employment Solutions. *We see the big payout and not 
the long-term growth he has facilitated." 

Indeed, most Indian CEOs and CEO-pay watchers 
are willing to go far enough to say that the Indian 
CEO, with his eight-figure salary and his S-320 Mercedes, 
needs to be pitied, not envied. Reason? They earn far 
less than their global counterparts. “An Indian CEO 
earns just about 50 per cent of what his counterpart in 
the Asia Pacific region does," says Sridhar Ganesan, a 
consultant with Watson Wyatt. Ganesan is right: even 
the Rs 9.85 crore Doctor Reddy's Anji Reddy earned in 
2001-02 translates into less than $2 million. In 2001, 
Oracle СЕО Larry Ellison cashed in $706.1 million 
worth of options; and according to a survey carried out 
by the Investor Responsibility Research Centre for 
USA Today, the overall compensation of American 
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DANCING FOR DINNER 





Increasingly, ратите! is boosting or breaking CEO рау. | 


CURSORY STUDY OF WIPRO'S ANNUAL 

reports of the past two years shows 
that Chairman Azim Premji earned Rs 
1.69 crore in 2001-02, down 61 per 
cent from the Rs 4.29 crore he earned 
in 2001-02. The reason? His performance 
bonus fell from Rs 3.16 crore to Rs 
97.17 lakh. “People with a high perfor- 
mance pay component in their salaries are vulnerable," says Anita 
Ramachandran, a Mumbai-based HR and compensation consultant. Hughes 
Software ceo Arun Kumar will agree. His salary declined 12.9 per cent in 2001- 
02. "Variable pay may account for as much as 50 per cent of top management's 
salary," says Vivek Srivastava, a manager at Mercer. 

At the cEo-level, variable pay isn't just about performance bonuses. It is 
also about cash incentives and stock options. The global meltdown hasn't di- 
minished the lustre of stock options. "ceos believe they can make a difference 
and want a share of the company's success," says Atul Vohra, a partner at 
Heidrick and Struggles. But how are ceos judged? By a combination of financial 
and non-financial metrics usually, although a Mercer study of 36 Indian com- 
panies found that in 32 per cent of cases, ceos were judged by financial re- 
sults alone. "In the end," says Vohra, "the buck stops with the ceo." 


STRETCHING THE NUMBERS... 


. and the imagination: Reported figures of CEO pay 
may often be conservative 


OMPANIES CALCULATE CEO SALARIES BY THE 
book. In strict adherence to tax laws 
the value of perquisites such as housing 
and cars is done at a mandated per- 
centage of their salary—10 per cent in the 





case of housing, for instance. 

Then, there's the tissue contract. 
After negotiating his formal contract, a 
CEO sits down to negotiate his tissue 
contract. This is usually verbal in nature, although the chairman of the recruiting 
committee does jot down everything on a tissue in some cases (hence the 
name). A tissue contract could include paying for a daughter's education at 
Harvard, a paid holiday for the family... anything. 

Housing is a grey-area. ceos often request their companies to buy a house 
for them on the tacit understanding that they will, in tum, buy it at the deprecia- 
ted price when they leave. And some multinationals get the parent to pay a consul- 
ting fee to the ceo, The number doesnt get reflected in the companys financials 
and everyone is happy. Bottomline: as one consultant puts it, "in some 
cases, a CEO's actual salary could be 40 per cent higher than the reported one." 
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ALL ABOUT CEO BENEFITS 


... Or who gets what. 
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13% Mobile Phone for Spouse 


100% Unlimited Entertainment Account 


Source: Mercer; based on a nationwide survey of 36 companies 


CRITICAL INGREDIENTS 
The things that go into a CEO's salary cocktail. 









Figures are a percentage of total cash compensation 
Source: BT-Omam СЕО Salary Survey 2003 


CEOS rose 24 per cent in 2001 to a 
median of $10.2 million. This, at a 
time when the Standard & Poor’s 
500 stock index fell 13 per cent. 
So, can we expect to see nine 
figure averages in next year’s edi- 
tion of the BT-Omam exercise? 
Not really, says Anita Ramachan- 
dran, CEO, Cerebrus Consultants. 
“Salary rises in India are finally 
getting a connect to the size of 
the business and profits; the busi- 
ness has to be able to bear the cost 
of the СЕО.” We're relieved. @ 
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THE ВТ-ОМАМ CEO SALARY SURVEY 2003 


Seventy three companies responded on the condition of anonymity, but these figures show just 
how much (or how little) our CEOs make. 


CONTINGENCIES VARIABLE PEROUISITES o 
B PAY 


В+ D (A+B+C+D) 
D ER MO! PER ANNUM 


CASH 
DESIGNATION COMPONENTS 
A 













Cree _ 846166 314376 100,000 476566 1737108 
MD -. 217 2838 140,502 200,000 249,983 1033,319 
CEO — _ 320450 70,572 175800 153,796 720618 -— 

363,667 110,395 275,000 209,649 958711 
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__ 289667 | 80,287 400,000 163,316 _ 


ND | 496667 128459 745,000 240,316 






















































































































MD — 628584 170,610 531250 303,316 1633,760 
MD 446,250 90,33 404,167 183,316 1124,056 
MD. 330,667 60,215 150,000 138,316 679,198 

MD тч, 511,108 133,810 940,833 248,314 1834065 _ 
Hl | 673,883 183,936 458,200 323236 1639255 
President & CEO 649,917 143,312 357,000 262516 1412745 
GO: Ж. —. 532500 . 134] 330,000 246,316 1241289 
MD 390,792 102,567 355,500 199,949 1048,808 - 
СЕО —  — 519583 130,466 325,000 243316 1218365 
{aay 746,500 224,000 558,000 379,783 1908283 

MD 335,583 100,358 250,000 196,649 882,590 . 
President & CEO 476,708 111,799 417,750 215416 1221673 | 
VC&MD — 628,584 170,610 425,000 303316 1527,510 - 
GEO  — 445667 140,502 350,000 250,483 1186,652 
ОЗЕ ту 311583 70,251 87,500 149,983 619,317 - 
CO 451,917 114409 356250 219,316 1141892 1 
CMD 414,917 110,395 275,000 209,983 1010295 
CO — — — 434717 110,395 275,000 213,316 1033,428 
CEO 388,000 96,344 240,000 192,316 916,660 
MD&CEO — 336,542 71,656 223,125 155,416 786739 — 
CEO 175 22 ASSET. OS 175,800 153796 758,785 __ 
MD&CEO — — 773333 220,788 550,000 378316 1922437 
GO — A  . 3444 50,517 | 157300 123820 6 

CH & MD | 279017 50,340 ~ 125,400 123,556 578,313 

ED eae 46у 140,502 350,000 255,816 1267485 5. 
(БО —  — — 7006250 150,538 375,000 273,316 1405104  — 
CO .— 773833 220788 333,333 378316  — 
GEO | 686583 190,681 475,000 3316499 — 

СЕО — 390250 82,294 796,667 171316 1440527 _ 
cO 773333 220,88 687,500 378316 2059937 - 
CEO 797,000 240,860 600,000 404,983 2042,843 


All figures in rupees 
Cash Components includes the following - Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + 








Servant/Security+Flat Maintenance «Soft Furnishing + Driver Allowance + Petrol Expenses Contigencies includes the following - Medical 


Benefits + Retrials Variable Pay includes the following - Commision + Performance Bonus 
Valued Perquisites includes the following - Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 


O 
Cveryone ls a Гаково, РРО PIT 


now цон can ak yours Por a Spin. 


The luxurious new Tata Indigo gives you five new favourite armchairs. Each as 
comfortable as each other. So that whether in the front or back seat, you 
won't knee, or be kneed in the back. Thanks to a longer wheelbase and the 
biggest cabin in its class. On the subject of ‘best in class’, do please ask any 
other car maker you may be considering whether they have such features as 


Independent 3-Link Rear Suspension? Or 14 inch wheels? Or a 450 litre boot? | N C) | e 0 


Or, or, or you could save your breath. And simply take the Indigo for a spin 


— 


Spoil yourself 
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THE ВТ-ОМАМ СЕО SALARY SURVEY 2003 


CASH nn " i VALUED TOTAL OF TOTAL OF 
DESIGNATION COMPONENTS е? rat PEROUISITES A+B+C+D 
A) (D) 
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(A+B+C+ 
PERMONTH | РЕБ ANNUM 














\ 746,300 228,817 670,000 390316 2035,433 2,44,25,196 - 
MD | . 1376916 481,720 600,000 764,649 3223285 _ 3,86,79,420 __ 


COND | 173,700 46,465 57,500 111,983 389,648 - 


MD & CEO 566,242 128,981 321,300 241,096 


1257,619 










MD _ 663,417 224,000 558,000 387,283 
CEO 319,083 90,323 225,000 179,649 





814,055 









1248746  .1,49,84952 


CEO 450,000 120,430 450,000 228,316 

Co. ‚о. 333,617 70,572 175,800 153796 733,785 88,05,420 
MD 588,417 156,158 389,000 281,716 1415291  1,69,83,492. 
MD 1669,500 481,720 891,667 768,316 3811,203 4,57,34,436 - 
смо 417,917 98,352 245,000 195,316 956,585 14,79,020 - 


492,250 160,573 200,000 282,149 1134,972 
485,833 124,444 310,000 234,316 1154,593 
























CEO EE Ту, ROS 70,251 175,000 806,137 1459,138 . 
CEO |. 746,500 224,000 558,000 379,783 1908,283 
CEO 582,417 170,610 425,000 301,649 1479,676 _ 
СЕО 521,167 140,502 350,000 257,383 1269,052 1,52,28,624 
404,500 84,301 105,000 170,983 764,784 91,77,408 - 
705,750 210,753 262,500 359,983 1538,986 1,84,67,832 - 





















CEC Бе E ASARO 70,572 87,900 153,796 632,718 
CEO 448,333 100,358 250,000 198,316 997,007 
MD - 393,750 90,323 225,000 183,316 892,389 
MD 445,833 100,358 250,000 198,316 994,507 






























MD & CEO 476,917 114,409 822,500 219,316 1633,142 





СЕО 357,750 70,251 195,833 153,316 777,150 
СЕО 386,917 90,323 225,000 153796 856,036 1,0 
1239,000 341,218 1350,000 558,316 3488,534 














| 843,500 289,032 720,000 480,316 332848 - 
MD 757,833 220,788 275,000 374,983 1628,604 

332,750 70,251 175,000 153,316 731,317 
225,500 48,172 60,000 114,483 448,155 





| 2332848 
























EO 355,667 60,215 250,000 138,316 804,198 
CO — 303,584 50,180 175,000 123,316 652080 __ 


CEO — 182,334 32,115 166,667 96,316 477,432 
156,084 26,094 125,000 87,316 394,494 





All figures in rupees 

Cash Components includes the following - Base Salary + Gas/Water / Electricity + Entertainment + Professional Development + 
Servant/Security+Flat Maintenance «Soft Furnishing + Driver Allowance + Petrol Expenses Contigencies includes the following - Medical 
Benefits + Retrials Variable Pay includes the following - Commision + Performance Bonus 

Valued Perquisites includes the following - Car - EMI + Housing + Club Membership + Credit Cards + Telephone + Cellphone + Hard Furnishing 





A WORD of CAUTION TO CEOs. 


Keep down cost of servicing customers. Call 
more than 200 corporates across the world, to help them 
enhance their business response. And each of these 
corporates, have decreased costs of servicing customers, 
increased customer base and enhanced customer value. 


Also, being the leading provider of end-to-end 
Contact Center solutions, its no wonder that Servion''s client 





list reads like a who's who in high growth sectors like financial 
services, telecommunications and ITES / BPO. 


So, no matter which business you run, if your 
primary concern is to decrease costs 
of servicing customers, call Servion'. 
Rest assured, it will help reduce 
your stress. And put a stop to that 








Call us at Chennai: 044 28204031, Bangalore: 080 2127577, Delhi: 011 26287709, Hyderabad: 040 55618713, Mumbai: 022 22023047 
Write to us at Australia: australia@servion.com, Europe: europe@servion.com, India: marketing@servion.com, Singapore: singapore@servion.com, 
UAE: uae@servion.com, USA: usa@servion.com, Or visit us at www.servion.com 









RADITIONALLY, INFORMATION—LIKE WATER—HAS 

flowed from higher levels to lower, from large 

reservoirs to millions of dispersed users, Almost 
all conventional technologies encouraged and facilitated 
this. Print, radio and television: each of these works on 
the model of a centralised ‘source’ disseminating 
information through a channel to a large number of 
‘recipients.’ This conventional model of source-chan- 
nel-recipient was monetised through the business 
paradigm in which multiple users (the receivers of 
information) are the source of revenue, either di- 
rectly (through book sales, for example) or indirectly 
(through advertising revenues) or by a combination of 
the two (magazines and newspapers). 

In using modern information technology, the 
business models have largely followed the conven- 
tional pattern. Web sites, for example, aim to attract 
millions of users and generate revenues either through 
a subscription fee, or by carrying advertisements 
and charging the advertiser, or both. In the fledging 
area of e-governance, a similar approach has been 
adopted, with a business model based on users often 
paying a fee for specific services. 

Looking at these models, one is struck by the fact 
that they use only minimally the two-way and anyone- 
to-anyone connectivity features of rr networks. Thus, 
for example, in downloading information from the 
Internet, the return link is used only for queries. This 
gives rise to asymmetric information flows, with a 
large volume of data flowing in one direction (down- 
loading) and very little data (a search or query) in the 
other. Also, revenue flows, if any, are entirely one-way 
with each user paying for information that is down- 
loaded. Making better and fuller use of the potential 
of IT requires a complete recast of this traditional in- 
formation flow and of the conventional business 
model. In the new paradigm, the information would 
flow in both directions, giving rise to corresponding 
two-way revenue flows. Thus, a villager may not only 
download information from a local or global database, 
he would also upload information onto the Net. 

The range of possibilities for this new model 
are truly vast, and constrained only by our imagi- 
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Reciprocal — Optimum 


The full potential of IT can be realised only when there is two-way information flow. 


nation. Consider, as one example, packaged goods. 
The manufacturer needs to know regularly, as soon 
and as accurately as possible, the sales and stock po- 
sitions of each product, in each size and of every 
brand. This is essential information for despatch, and 
also for inventory management and for manufac- 
turing. It may also determine advertising and mar- 
keting strategy. A system whereby he gets near-in- 
stantaneous reports on sales from each of the tens of 
thousands of outlets would obviously be invaluable 
in optimising the efficiency of the supply chain. 

Similarly, the government too needs and already 
collects data (somewhat inefficiently, and with ques- 
tions about the authenticity) on all kinds of issues at 
the local level. In this situation, as also in the example 
of the packaged goods, a local information kiosk, ac- 
cessible to all, supplemented by the data-gathering 
and local knowledge capability of an entrepreneur, 
can provide all the specific information required. This 
information can be uploaded to a company net- 
work server or to a government database, as the case 
may be. Since this information is of great value, 
both (corporates and the government) should be 
more than willing to pay for it. 

This reverses the traditional source-receiver 
model, and brings in a new architecture. There is a 
now a two-way flow, and a two-way transaction. The 
village kiosk is no longer a mere receiver of inform- 
ation—often paid for—but also a generator of infor- 
mation that, in turn, is uploaded. This information 
will be paid for by the users. The concept is of a grid, 
with contributions (inputs) from any of the nodes. 
Thus, even remote villages are not to be seen as mer- 
ely passive recipients of information that is provided 
by some all-knowing source; rather, each community 
is also a generator of information, and gets paid for 
all the relevant information that it puts out. In a 
sense, this stands the traditional information archi- 
tecture on its head, as it does the business model. 
Water, it seems, сап be made to flow uphill. Œ 





These are the personal views of author and not necessarily of NASSCOM, 
The author can be reached at kkarnik@nasscom.org 
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YOU'RE PROTECTED AGAINST HACKERS, VIRUSES AND WORMS. 
BUT WHAT ABOUT ROSE IN HUMAN RESOURCES? 


еїгиѕї" Security Solutions 


Complete protection for your entire enterprise. 


When it comes to protecting your business, you need security that can protect your 
enterprise from potential threats, no matter where they may come from. That's exactly 
what elrust does. Our family of products allows you to not only safeguard your entire 
enterprise, but also view and manage that security either centrally or from multiple 
delegated locations. So you can continue to grow and maximize new opportunities 
while minimizing your risk. And that's security you can feel secure about. Computer Associates" 


HELLO TOMORROW" | WE ARE COMPUTER ASSOCIATES | THE SOFTWARE THAT MANAGES eBUSINESS™ ca.com/etrust 





©2001 Computer Associates International, Inc. (CA). All trademarks, trade names, service marks, and logos referenced herein belong to their respective companies 











have much in common. They are of different 

sexes, races and ages. They employ vastly dif- 
ferent styles, and focus on different goals. But, despite 
their differences, these great managers do share one 
thing: Before they do anything else, they first break all 
the rules of conventional wisdom. They don’t believe 
that a person can achieve anything he sets his mind to. 
They don’t try to help a person overcome his weaknesses. 
They consistently disregard what is considered the 
golden rule. And, yes, they even play favourites, In this 
sense, great managers are revolutionaries, although few 
would use that word to describe themselves. 

I am not encouraging you to replace your natural 
managerial style with a standardised version of theirs— 
as you will see, great managers do not share a 'stan- 
dardised style’. Rather, the idea is to help you capitalise 
on your own style, by incorporating the revolutionary 
insights shared by great managers everywhere. 

This conclusion is the product of two mammoth 
research studies undertaken by the Gallup Organization 
over the last twenty-five years. The first concentrated 
on employees, asking, “What do the most talented 
employees need from their workplace?" Gallup sur- 
veyed over a million employees from a broad range of 
companies, industries and countries. We asked them 
questions on all aspects of their working life, and 
then dug deep into their answers to discover the most 
important needs of the most productive employees. 

The research yielded many discoveries, but the 
most powerful was this: Talented employees need 
great managers. The talented employee may join a 
company because of its charismatic leaders, its gen- 
erous benefits and its world class training programs, 
but how long that employee stays and how produc- 
tive he is while he is there is determined by his rela- 
tionship with his immediate supervisor. 

This simple discovery led us to the second research 
effort. *How do the world's greatest managers find, 
focus and keep talented employees?" To answer this 
question we went to the source. We went to large 
companies and small companies, privately held com- 
panies, publicly traded companies and public sector 


Te: GREATEST MANAGERS IN THE WORLD DO NOT 
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How The Best Do It 


Great managers emerge by breaking rules and ignoring conventional wisdom. 


organisations, and interviewed a cross-section of their 
excellent and their average managers. How did we 
know who was excellent and who was average? We 
asked each company to provide us with performance 
measures. Measures like sales, profit, customer satis- 
faction scores, employee turnover figures, employee 
opinion data and 360-degree surveys were all used to 
distill out the best managers from the rest. During the 
last 25 years, the Gallup Organization has conducted, 
tape-recorded and transcribed one and half-hour in- 
terviews with over 80,000 managers. 

Some of these managers were in leadership posi- 
tions. Some were mid-level managers. Some were 
front-line supervisors. But all of them had one or 
more employees reporting to them. Regardless of 
their level in the company, we focused our analysis on 
those managers who excelled at turning the talent of 
their employees into performance. Despite their obv- 
ious differences in style, we wanted to discover what, 
if anything, these great managers had in common. 

Their ideas are plain and direct, but they are 
not necessarily simple to implement. Conventional 
wisdom is conventional for a reason: It is easier. It is 
easier to believe that each employee possesses un- 
limited potential. It is easier to imagine that the best 
way to help an employee is by fixing his weaknesses. 
It is easier to “do unto others, as you would be 
done unto.” It is easier to treat everyone the same and 
so avoid charges of favouritism. Conventional wisdom 
is comfortingly, seductively easy. 

The revolutionary wisdom of great managers is- 
п”. Their path is much more exacting. It demands dis- 
cipline, focus, trust, and, perhaps most importantly, 
a willingness to individualise. Great managers pres- 
ent no sweeping new theories, any prefabricated 
formulae. All they can offer you are insights into the 
nature of talent and into their secrets for turning tal- 
ent into lasting performance. The real challenge lies 
in how you incorporate these insights into your 
style, one employee at a time, everyday. @ 





Copyright © 2002, The Gallup Organization. This article was written by 
Marcus Buckingham in association with Curt Coffman. 
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The aluminium centric state-of-the-art manufacturing facility at Teksons is a fusion of man, 

equipment and technology. Experience and expertise are backed by top-oftheline 

accoutrements to produce a wide range of world class products. A priority at Teksons, 

since inception. 

Immense in-house R&D and teamwork are the key fo this successful venture. And has been emm 
rewarded with continuous orders for export, OEM and aftermarket. Right from day one. # ч 
Moreover, numerous customer oriented developments аге at different stages of ] 
implementation. These are guaranteed to provide them the cutting edge over competition. 


We are sure, the future will etch them in gold, as we continue to surge ahead of time and 


customer expectations. 
Teksons Lid. 


Also available OE & OE Replacement Copper-Brass Radiators 
for Light, Medium & Heavy V 
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Tel: 91-22-25340351/1352. Fox: 91-22-25340561 BUE ТОКЕН 
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When Communications Minister Pramod Mahajan stepped in to stave off the crisis 
in Indian telecom, he was merely solving a problem of his own making. And with 
the regulatory regime still fluid, it isn’t over yet. BY VANDANA GOMBAR 


NDIAN TELECOM’S BEST AND 
worst were on display, at 
once and in all their glory, 
in the six days between 
January 20 and January 26. 
Even a tyro could have spotted the 
best. Such as the activism of Commu- 


nications Minister Pramod Mahajan: 
on the morning of January 20, en 
route Mumbai on his way back to 
Delhi from an African jaunt, he 
flashed a message to public sector 
telco Mahanagar Telephone Nigam 
Limited to reconnect to the cellular 


networks in Delhi. For the previous 
48 hours, the behemoth that boasts 
over 2 million basic-telephony sub- 
scribers in the city, had blanked out 
calls to and from 1.7 million cell- 
phones, a response to the industry’s 
decision not to connect to w-mobile 


EVERYONE'S HAPPY AND EVERYONE'S UNHAPPY 


Basic, cellular, and long-distance players, all have issues with telecom policy. 


THE 






Prithipal Singh, CMD, BSNL, and Narinder Sharma, 
CMD, MTNL 





S. Ramakrishnan, Managing Director, Tata Tele, 
and Mukesh Ambani, Director, Reliance Infocomm 


They have every reason to be happy, but the mobile 
termination charge that they have to pay to cellular 
companies is an irritant. Clearly, these companies 
want to have their cake and eat it too. 


The two public sector monoliths should be con- 
cerned. With the regulator finally establishing terms 
of interconnect, they can no longer continue to wield 
it as an entry barrier. Here comes the competition. 
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(mobile telephony built around the 
Wireless in Local Loop platform 
and based on CDMA) networks. 

Soon after landing, Mahajan in- 
augurated a communications exhi- 
bition where he chastised the cel- 
lular companies; later, he met with 
representatives from these compa- 
nies. An hour later India’s cellular 
industry agreed to interconnect its 
network with w-mobile ones. What 
the Telecom Regulatory Authority 
of India could not achieve through 
an executive order, Mahajan man- 
aged in his 60-minute meeting. 

Four days later, on January 25, it 
was TRAI Chairman Maya Shanker 
Verma’s turn to display his conflict- 
resolution abilities with elaborate IUC 
(Interconnect Usage Charge) regu- 
lations that, while still leaving some 
grey areas untouched, are largely fair. 
Within a week of Indian telecom’s 
darkest moment—when subscribers 
of one service couldn't call subscrib- 
ers to another on their phones—the 
minister and the regulator had 
sorted things out. Only, the seeds of 
such a conflict had been sown earlier 
by the government's dynamic appro- 
ach to the business of policy-making 
and the regulator's effeteness. 


The Cowboy And His Sidekick 
For a sector that has seen over 
Rs 50,000 crore of investments over 


THE CELLULAR COMPANIES 


i 


the past decade, telecom has a pretty 
poor rules-engine. The crisis that 
Messrs Mahajan and Verma staved 
off has its origins in the govern- 
ment's decision to allow basic telep- 
hony companies to provide mobile 
services on the WILL-CDMA platform 
and the lack of clear interconnect 
rules—for instance, under the old 
regime, pre-January 25, cellular 
companies would have had to pay 
an access charge of Rs 1.20 a call for 
calls made from a cellular phone to 
a w-mobile phone; there would have 
been no access charge for the reverse. 

At a macro-level, though, the 
sector has been plagued by the min- 
ister's desire to have a say in any- 
thing to do with telecom and the 
regulator's unwillingness to upset ei- 
ther him or the two government- 
owned telcos. Mahajan—he could- 
n't meet with Business Today for 
this article and a faxed question- 
naire to his office remained 
unanswered—is neither a business- 
man nor an expert in telecom tech- 
nology, but he has always been will- 
ing to offer his assistance, and his 
opinion to anyone who is willing to 
listen. Since he is a minister, most 
do. Part of this stems from the gov- 
ernment's traditional hands-on ap- 
proach to the sector. *The Indian 
government has always taken a 
meddlesome approach to the 





- THE LONG-DISTANCE INDUSTRY 


FUTURE 
FLASHPOINTS 


Things are quiet now, but 
everything is not alright 
with Indian telecom. 


LICENSING The govern- 

ment has raised the 
possibility of additional 
operators in an industry that 
may already be crowded 


3G-READY NETWORKS 

Some networks in place 
are already 36, but isn't the 
government supposed to be 
licensing them? 


SPECTRUM: The battle 

over interconnect is over. 
Now get ready for a long drawn 
war for spectrum 


A UNIFIED LICENCE 

The government's talk 
of a single licence regime has 
caused confusion among 
existing players and investors 


FUNDING: The need for 

money will almost cer- 
tainly cause a clash bet- 
ween the pro-FDI faction and 
the domestic deep pockets 
who are anti-FDI 
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just be fallout of Mahajan’s pref- 
erence to administer the sector from 
the front pages of the newspapers. 
Coupled with the muscle-power of 
the two telcos he controls, BSNL and 
MTNL, this makes Mahajan the most 
powerful person in Indian telecom. 

Ministers are not supposed to 
take sides but whispers of Mahajan’s 
soft spot for the w-mobile lobby 
have done the rounds ever since 
he took over as the country’s thir- 
teenth communications minister. 
MINL’s decision to blank out calls to 
and from cellphones may have been 
provoked by a similar act by the 
cellular industry, which blanked 
out calls from w-mobile phones 
that were piggybacking on its 
(MTNL’s) network, but some indus- 
try watchers see it as an attempt to 
help Reliance Infocomm which is 
slated to launch (commercially) its 
w-mobile service in the next couple 
of months. (Reliance didn’t respond 
to BT’s queries) 

The cellular industry’s objections 
to w-mobile services—including the 
fact that companies providing these 
services have acquired de facto cellu- 
lar licences without paying a licence 
fee—rest before the Telecom 


The Communications 
Minister is never at a 
loss for words. 





ISVONVHS AVAIHS 


Disputes Settlement Appellate Tribu- 
telecom sector," says Mahesh Uppal, approached the government to паі, but the minister has taken it 
an independent telecom consultant. rewrite policy, is partly to blame upon himself to point out difficulties 


“The industry, which has repeatedly for that.” As for the rest, that could 


THE TARIFF PRIMER 


What you should know about TRAI’s interconnect document. 


in determining an equated licence fee 











What does the TRAI order mean for basic call charges? 
Local call charges go up to Rs 0.60 a minute for 
most calls against Rs 0.40 now. Monthly rental will 
also be hiked and the number of free calls reduced 
from April 1. 


What would the fixed line-to-cellphone charge be in the 
new regime? 

The charge would be higher than that of a local call: Rs 
1.20 for 90 seconds in the metros; and Rs 1.20 a 
minute elsewhere. 


What would be the rate for a call from a w-mobile 
to fixed phone? 
It will be the regular local call charge. 


What about cellular call charges? 
Incoming calls will be free. Market forces will decide the 
rate of outgoing calls. 


What is the rate fixed for long distance calls? 

For calls within a 50-kilometre radius, the local call rate 
of Rs 1.20 for 2 minutes will apply Beyond this, the 
ceiling rate is Rs 8.40 per minute. 


What is the intent of TRAI's IUC regulation? 

Fixed telephony tariffs are currently below what it costs 
to provide the service. This gap will be made up by the 
hike in call charges, rentals, and (most significantly), an 
Access Deficit Charge (Арс) which the fixed operator 
will get for originating or terminating long distance calls. 











This smile of yours is worth Rs.2000 Cr. 
with over one lac people now sharing it with you 


The smile says it all. Your happiness has made it possible. 
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bt telecom 






TRAI Chairman M.S. Verma defends 
the role of the regulator in unravel- 


ling the great Indian telecom tangle. 


for the likes of Reliance Infocomm 
since each existing player has paid a 
different entry fee. In Delhi, the 
country’s largest cellular market, 
Airtel and Hutch (formerly Essar) 
paid an average of Rs 75 crore as en- 
try-fee, MTNL got in gratis, and Idea 
Cellular shelled out Rs 171 crore. 
The regulator—its Chairman 
M.S. Verma claims it is an au- 
tonomous body—has been content 
to let the minister make its decisions 
for it and had, until it finally delivered 
on January 25 (seven years after the 
government allowed private com- 
panies into the sector), focussed on 
industries such as paging and radio- 
trunking, going slow on the most 
crucial issue before it, interconnect. 
The one paper it produced after 
several years of work, the Reference 
Interconnect Offer—the industry 
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calls this an interconnect menu 
without prices—has been challenged 
by BSNL before TDSAT. The existing 
interconnect regime is responsible 
for the cellular operators paying 
Rs 1,600 crore in access charges to 
basic telephony companies (includ- 
ing w-mobile service providers) last 
year. “We are subsidising our 
competitors. Nowhere else does it 
work like this,” says Virat Bhatia, 
Country Manager, AT&T India. 
The тос itself is likely to be the 
subject of controversy. Basic telep- 
hony companies had shot off a pro- 
test note to TRAI much before the 
IUC was finalised. Basic and w-mo- 
bile telephony companies won't be 
too happy with the 30-40 paisa per 
minute access charge they now have 
to pay their cellular brethren. “This 
brings in the Calling Party Pays (CPP) 


TRAI's M.S. Verma 





regime, which the country has re- 
jected earlier, through the back 
door,” says an official of the Associa- 
tion of Basic Telephone Operators 
(ABTO). “The cellular operators’ rev- 
enues could be down by as much as 
20-25 per cent as a result of the 


. 


TRAI order,” says Rothin Bhatta- 
charya, Executive Director, KPMG. 
The тос could also run into some 
legal and political obstacles. It warr- 
ants an increase in basic and w-mo- 
bile tariffs and may lead to a fall in 
cellular tariffs (incoming calls will be 
free), something that won't go down 
well with populist-minded bleed- 
ing hearts. When it's done and over 
though, Indian Telecom will just 
lurch to its next flashpoint. Unlimited 
cellular players, a unified licence, 3G 
licences—minister Mahajan has sev- 
eral more decisions to make. @ 


ПЅУЯ 1NOHS 


A Port is a Port is a Port. 
Right? 


Wrong! 


Economies,are turning global. Imports and exports are the veritable lifeblood of such an economy 
Ports handle over 95% of the cargo to, or from, India. Therefore, ports are to our economy what the 


heart is to our body. Lately, a quiet revolution is sweeping the Indian ports. 


From 7.84 days to 3.70 days is the reduction in average turn around time for the ship: 

coming to India. For the first time in decades, ports have a higher capacity than the current demand 

for cargo handling. At her ports, India is future ready 

World Class Container Terminals at two major ports - Tuticorin and Chennai - enhance efficiency 
and productivity, Guidelines inviting private investment and joint ventures in major ports ar 


announced 


Bigger ships are coming soon, thanks to the dredging undertaken on a war footing t 
deepen the channels investing hundreds of crores. Mumbai and Tuticorin will benefit from indigenou 
expertise in dredging. Other major ports will also host the bigger vessels soon 


Profitable conversion of Jawaharlal Nehru Port (JNP) from Bulk Terminal to Container 
Terminal will make a money-spinner of a non-productive asset. JNP has emerged as the third faste 


growing Container Port in the world 


Connecting the three foremost ports in Visakhapatnam, JNP and Chennai with National 
Highways will facilitate smooth flow of goods to and from the vast hinterland. Electronic Dat 


Interchange ( EDI ).is operational at four ports. Two more ports will have it shortly 


Working smarter means negligible man days lost. A historic ten - year settlement with union: 
will usher in improvement in labour related issues. This, along with other factors, will lead 
reduction of costs through higherefficiencies achieved 


The Prime Minister's vision for a resurgent Indian economy comprises a chain of 
numerous initiatives. Ports are a crucial link in that chain. Still better, they are a 


dependable anchor to the vision itself. 


MINISTRY OF SHIPPING 


Hon'ble Prime Minister Minister of Shipping 


Minister of State 
Shri Atal Behari Vajpayee Shri Ved Prakash Goyal 


Shri Thirunavukkarasar 
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ROLLER-COASTER RIDE: WA cmi EORR over the years. 
1999 1992 1995 1997 1998-99 


Starts spun yarn Increases capacity Starts polyester | Increases poly- The South East 

production with to 65,000 spin- | production with ester capacity to | Asian crisis hits hard; 

20,000 spindles | dles, and acquires | 63,000 tonnes | 2.5 lakh tpa; PTA plans shelved, 
land near Nagpur | per annum | plansa Y bat makes Rs 159 crore 


fora new plant | tpa PTA unit in losses 
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Indo Rama took on the Reliance juggernaut, 
and almost got killed. Four years on, the 
company commands 21 per cent of India’s 
polyester market and is seen by Dalal Street 
as a turnaround story. BY suVEEN к. SINHA 


OUR YEARS AGO, YOU COULD HAVE WRITTEN 

off Indo Rama Synthetics’ Managing 

Director Om Prakash Lohia as yet another 

has-been. The East Asian crisis had just 

struck and Lohia, a wannabe player in the 
polyester market, was watching his dreams go quickly 
sour. Lohia, whose polyester and fibre plant near 
Nagpur had just gone on stream, hadn’t been ready 
for what happened: an almost overnight collapse 
of the global polyester market and widespread dump- 
ing by polyester manufacturers in Korea, Taiwan, and 
Indonesia, depressing prices in the Indian market. 
Margins in the polyester business plummeted from 
over $1,000 a tonne in 1994-95 to about $200. 
Plus, there were the high interest payouts and de- 
preciation on Lohia’s new plant. In March 1998, 
Lohia ended the financial year with a loss of Rs 87 
crore and followed it up the next year with an even 
bigger loss of Rs 159.6 crore. 

Back then, many blamed Lohia’s audacity for his 
travails. With some reason. Lohia had chosen to en- 
ter a business where he would face arguably India 
Inc.’s most formidable opponent—Reliance. It was a 
classic David vs Goliath story. Indo Rama vs Reliance. 
Back in 1995, when Lohia set up his 63,000-tonnes- 


1993-00 


2000-0 


a-year plant, Reliance, with a capacity of 500,000 
tonnes, already controlled over 50 per cent of the 
market. And thanks to its scale of operations and the 
soft market following the Asian crisis, smaller play- 
ers in the polyester business were going belly-up in 
rapid succession. Companies that plunged deep into 
the red included Modern, Sanghi, and Century Enka. 
Some of these never recovered. Others, like Raymond 
Synthetics, Orissa Synthetics, and RPG's India 
Polyfibres, were snapped up by Reliance. 

Only one lived to tell the tale. Cut to 2003, and 
Indo Rama Synthetics is doing very well, thank 
you. It has a 21 per cent marketshare; its Nagpur 
plant is operating at 30 per cent more than its ca- 
pacity; turnover at the end of this year could top 
Rs 2,500 crore and profits Rs 140-150 crore. What's 
more, Indo Rama's return on capital employed—a 
good measure of how efficiently a business is run- 
ning—is 20 per cent. Oh, and just in case you missed 
it, it still makes polyester chips, yarn, and fibre. So 
how did Lohia do it? How did he overcome being 
nearly wiped out by the crisis of the nineties and the 
smothering might of his arch-rival. Ask him that 
question and you'll get a truism. “If you are strong, 
nobody can stop you," says he. 
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bt turnaround 


Playing With Fire 
Not so long ago, strength was 
probably something Lohia 
was praying for. Back until 
1994, Indo Rama led a 
peaceful existence. It bought 
cotton, viscose, and PSF, and 
manufactured spun yarn, 
blended and pure. Its bot- 
tomline was healthy and it 
paid its shareholders divi- 
dends regularly. But Lohia, 
who set up Indo Rama in 
1989, was bitten by the bug. 
Egged on by the dismantling 
of the licensing regime, he 
ventured on to Reliance’s turf 
by setting up a polyester plant 
in Butibori near Nagpur and 
drew up plans to manufac- 
ture purified terephthalic acid 
(PTA), the crucial raw material 
in polyester production, in a 
joint venture with Mitsui 
and Itochu, both of Japan. 
The second move, especially, 
was worse, since it would 
end Reliance’s status as the 
only PTA manufacturer in the 
country. 

Lohia had three sound 
reasons for the two moves. 


| Clawing Back Up 


TOTAL INCOME 
Revenues have grown steadily... 
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NET PROFIT 
...but profits have taken a hit and recovered... 


INTEREST 
...partly because of falling interest payouts. 
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by way of explanation that 
his wish to have a second PTA 
manufacturer was anyway be- 
ing fulfilled by Haldia 
Petrochemicals. 

By the end of 1999, Indo 
Rama’s fortunes began to 
turn. The Asian crisis ebbed 
and a wave of consolida- 
tion—primarily Reliance gob- 
bling up Raymond Synthetics, 
Orissa Synthetics, and India 
Polyfibres (adding to its ear- 
lier acquisition of Ict’s fibre 
plant)—eased the situation. 
In 1999-2000, Indo Rama 
made a remarkable recovery 
with a loss of only Rs 7 crore, 
after making a provision of 
Rs 100 crore in depreciation. 
Nevertheless, the spectre of 
doom was never quite dis- 
pelled, with Reliance lever- 
aging its PTA strength to sell 
the final product at low 
prices. Margins continued to 
rule at around $200 a tonne. 


Fighting With Fire 

All eyes were on Shailendra 
Tandon, who joined Indo 
Rama as its President & Chief 


Й 
: 





First, he believed that poly- 
ester demand would soar if 
the government corrected—as it did to some ext- 
ent—a tax structure, which overwhelmingly favoured 
cotton over polyester. He also believed that Reliance, 
with 500,000 tonnes spread over three locations 
at that time, wasn't as formidable a rival as it was 
made out to be. And thirdly, he believed it was un- 
healthy for the industry to have just one supplier of 
the crucial raw material. 

But just when he had it all mapped out, things 
began to fall apart. With the onset of the Asian crisis, 
which knocked Indo Rama's bottomline, came other 
problems. Lohia's proposed РТА plant, which had a 
layout of Rs 2,700 crore, began facing—some say, in- 
explicably—several hurdles. Clearances got delayed 
and Haldia Petrochemicals, whose plans were for- 
mulated later, marched ahead. Lohia admits to a 
certain wariness on the part of potential lenders. In 
a seemingly unrelated development, labour unrest sur- 
faced at Butibori. Things came to a head in 1997, 
when Lohia finally shelved the PTA project, offering 
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Financial Officer in January 
2001. In his previous job as 
corporate treasurer of ICI India, Tandon had played a 
key role in restructuring the beleaguered multi-prod- 
uct conglomerate, and had struck the deal to sell its 
30,000 tonne-a-year fibre plant at Thane to Reliance 
in 1993, Not keen to relive the experience, he along 
with Lohia got down to revamping the company 
with, you guessed it, Reliance as the benchmark. 

Tandon and Lohia went in for a massive cost 
reduction, targeting raw material, financing costs, 
wages, and stores and spares. High-cost borrowings 
were substituted with low-cost ones and working 
capital needs were brought down. In what was a 
novel move at that time, Indo Rama outsourced its 
entire IT operation to Accenture to be able to focus 
on its core functions. 

The market too helped. Since late 1999, poly- 
ester demand has begun to grow again. With rising 
cotton prices and falling polyester prices, polyester 
now constitutes 50 per cent of the fibre market 
compared to 20 per cent when Indo Rama entered 
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the business. That ratio is expected to move closer 
to the global figure of 57 per cent polyester and 43 
per cent cotton. Total polyester demand in 2003-04 
is expected to grow to about 2 million tonnes from 
1.5 million in 2002-03. Against this total capacity, 
including Reliance’s 800,000 tonnes a year and 
Indo Rama’s 250,000 tonnes a year, just about mat- 
ches the current demand with some of the less for- 
tunate manufacturers unable to produce at the rat- 
ed capacity. The margins, which continue to rule at 
the post-Asian crisis low of $200 a tonne, act as bar- 
riers to new entrants enabling existing players to 
benefit by raising capacity utilisation. “The frontline 
players are operating at higher than the rated capa- 
city and fresh capacity is essential if 
they are to meet the increased de- 
mand,” says a Mumbai-based analyst. 
According to Lohia, the high ca- 
pacity he set up was crucial to Indo 
Rama’s survival as marginal players 
got wiped out. He also cites his abil- 
ity to foresee market trends, com- 
mitment, and a sharp focus on the 
cost side of the business; he chose to 
set up a captive 60-MW power plant 
rather than depend on the 


170 
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PFY PSF 


Figures in tonnes for 2001-02 
PFY: Polyester filament yarn 
POY: Partially oriented yarn 
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£3 Still A Pygmy 
Polyester may not be Reliance's core business any more but it's still the leader. 
RELIANCE INDO RAMA 
3,73,000 3,61,000 1,52,276 
99,821 





78,000 29,129 28 689 
PET PSF POY DIY POLYESTER 
CHIPS 


PSF: Polyester staple fibre 
ОТҮ: Draw texturised yarn 


PET: Polyurethane terephthalate 


Maharashtra State Electricity Board. “People did- 
n't believe me earlier and said I will be wiped out by 
Reliance. Internally, too, there were doubts on our 
survival. But we never gave up,” crows Lohia. 

Some think Reliance’s massive diversification— 
into energy and then telecommunications—actually 
helped Indo Rama. Fibre and textiles, which account 
for about 10 per cent of the group’s turnover, are no 
longer seen as crucial to its overall scheme of things. 
“Polyester is no more as important to Reliance as it 
was four-to-five years ago. It won’t mind if someone 
else caters to the demand that Reliance doesn’t care 
to tap,” says a Mumbai-based analyst. Admits an 
Indo Rama insider: “Reliance and we are not exactly 
brothers in blood. But we have a healthy working 
relationship, which marks a change." Lohia says he 
pre-empted this and “could see Reliance's focus 
turning away from this business in 1995 itself." 

With Big Brother—despite a three times bigger 
polyester capacity and 54 per cent share of the mar- 
ket—growing benign, Indo Rama wants to grow 
bigger. It is adding 175,000 tonnes to its capacity at 
the Butibori plant and an additional yarn capacity for 
20,000 tonnes. There has also been a change at the 
front end. “Earlier, they used to declare their prices 
only after Reliance. Now, they don’t wait,” says 
Bharat Sheth of Mumbai-based Quest Securities. 

Barely four years ago, that would have been 
unthinkable. Don’t cheer yet, though. Polyester 
staple fibre is still taxed at twice the rate of cotton 
and polyester yarn at three times, inhibiting demand 
growth and the prices for its major input, PTA, have 
been soaring (PTA prices have risen 50 per cent 
between January 2002 and now). That’s a double- 
whammy for Indo Rama. Remember, Reliance, 
which makes its own PTA also sells it to others—and 
Indo Rama is one of its customers. Lohia may have 
brought his company back from the brink, but the 
road ahead isn't smooth. @ 
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BY SUVEEN K. SINHA 
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Tin Lizzy, he’d be appalled by what’s happening to cars. 4 N 
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cars that boast of as much electronics on board as a space shut- 

tle. Touch-sensitive gears, multiple sensors, and Gps are some 
things that most hi-end cars already boast of. And not too far in the Beauty and brains: 
future, you might be driving a car... actually, you wouldn't be driv- bere dra 
ing at all. It will do the driving for you. In fact, a bunch of researchers 
in California has made hands-free driving already a reality. Their self- some more spice 
driven cars, developed under the Partners for Advanced Transit and 
Highways (PATH) programme, pick up traffic information from mag- 
nets on a specially designed road and talk to each other via radar. 
There's no tailgating because the cars are programmed 
to drive four metres apart, and the moment a car 
comes too close, the computer slams the brakes in 
less than one-fifth of a second. Whoa! 

It may be years before India gets any- 
where close to that, but if you are on the 
search for a car that would put the Mensa 
president to shame, you are in luck. On the 
market in India are cars with more brains 
than your average plumber. The Mercedes E- 
Class, for example. . .wait a second. I think we 
are getting ahead of the story here. Let's back- 
track a bit. You wouldn't be reading this story 
if it weren't for the Opel Vectra. Why? Because 
it’s the first car that’s gone to town with its “intel- 
ligence”. The next step for us was rather straight- 
forward. We wanted to find out why companies 


The New E-Class 
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like GM were making a song and dance about their on- 
board electronics, who are the customers they are 
wooing, what are the other cars that have grey matter 
and, more importantly, just how intelligent are they? 
The search produced some interesting stuff. For one, 
there aren’t too many really “intelligent” cars. Sure, 
there are lots of cars with lots of discrete bits of chips 
in them. But that doesn’t add up to 

what we'd call intelligence. 
One thing was obvious, 
though. Electronics are 
not only getting 
cheaper by the 
day, but they 
also offer the 











Sensory pleasures: 
system monitors a v 
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only way to make the cars smarter and safer. 

But, gentlemen, this game isn’t about mere safety o1 
efficiency. What the “drive-by-wire” cars really want to 
hear from their owners is just one word: aha! The 
more your customer marvels at your metal Einstein, the 
more respect it gets. And in the complex world that mar 
keters inhabit, that often translates into bigger price tags 
and snob value for their marques. GM India, for exam 
ple, researched the market for about five months last year 
before rolling out the Vectra. Says Vinai Dixit, Vice 
President (Marketing), General Motors India: “(Luxury 
car buyers) want delight features in their cars so that they 
can say ‘Hey, my car has this’.” 

So, buckle up as we drive you through the market 
for brainy cars. Our first stop: Mercedes-Benz India. 
When you are driving a three-pointed star, you can be 
sure that you are riding on top of most electronics 
known to the auto industry. Its S-Class’ 5-speed auto- 
matic transmission system will change gears for you, 
optimise engine performance depending on your dris 
ing mood, and in case you are driving uphill and a tad 
late to press the pedal, it will do that for you. Driving 
on a wet or icy road? No problem. The S-class' (or the 
E-Class’, for that matter) Electronic Stability Program 
will automatically adjust the power going to each of the 
four wheels, and keep the car from skidding. 

On bumpy roads, the car level can be raised to 


THE SMART FUTURE 


A snapshot of some of the most intelligent cars that will hit the world car 


FORD FACTION 


ULTIPLE CAMERAS TAKE IMAGES, WHICH ARE 

displayed at the windshield’s base. The driver 
has a choice of panoramic rear view, a close-up 
view directly behind the vehicle, a security scope that 
informs local authorities of a possible break-ins, or the 
antics of other passengers. 


reduce bounce and above 140 kmph, the car will auto- 
matically lower itself by 15 mm to increase stability and 
reduce drag. Think your seat isn’t cosy enough? No 
sweat. Just find out which of the 14 ways in which an 
S-Class seat can be adjusted suits you best. When it rains, 
the car will automatically switch on its wipers. And 
when it’s getting dark, the sensors on the windshield will 
save you the trouble of having to lift a finger. 

If you are wondering why despite the S-Class’ 
high-brow engineering we've pictured the new E- 
Class, it’s because Merc's new baby happens to be 
more intelligent (read technologically advanced)—and 
cheaper—than the S-Class. For the first time, it sports 

the Sensotronic Brake Control system— 
an electrohydraulic system with no wires 

e between the brake pedal and the brake 

How wheel. In other words, wireless 
Intelligent? 
It boasts of an ciate |S nd 


automatic climate 


control system | е 
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HONDA STUDIO E CONCEPT 


TS INTERIOR OPERATES MUCH LIKE A BAND'S BACKSTAGE 

dressing room with adaptable seating that can 
be configured into a lounge. Other features 
include a DJ turntable and extensive on-board 
audio electronics capable of mixing music or 
showing videos. 


brakes. Mercedes launched the car within eight months 
of its debut in Germany, obviously to reinforce its 
premium image in the market. But at Rs 33.5 lakh a 
pop, will the car sell? In just two months since 
November 2002, it has sold 145 units. Says Suhas 
Kadlaskar, Head of Corporate Affairs and Finance, 
Mercedes-Benz India: “In the case of luxury cars, the 


purchase drivers are status symbol, luxury and simply 
the pride of possessing the best there is." 

Thanks to every-day-low prices of electronics, 
cheaper cars are getting to binge on plenty of chips. The 
Opel Vectra boasts of an interactive driving system run- 
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market in the years ahead. Plus one for the rock star. 


TOYOTA P.O.D. 


T “SMILES” WHEN YOU APPROACH, OPENS ITS DOORS, AND 
rotates a seat towards you. Utilising “mini pod”, a 
personalisation on demand terminal, it adjusts the 
suspension to suit your driving style, takes note of 
your mood and changes the thermostat, and even 

- wags its antenna to show happiness. 


ning on 30-odd sensors that monitor a variety of driv- 
ing parameters such as steering, braking, and suspension 
and actually make them talk to each other. There is no 
cable connecting the accelerator pedal with the Vectra’s 
2.2-litre engine. Instead, a transducer does the job, 
reading the movement of the accelerator down to 
one-tenth of a millimetre and transmits it to the en- 




















Thinking safe: The 
intelligent windows 
retract if your fingers are in 
danger of getting caught 





gine. Will the consumer bite? 
We'll soon find out. 


The other two gladiators in the 
gizmo-car market—albeit with far 
less microprocessors under the 


MERC S-CLASS WITH UMTS 


poem 

specially-fitted 

S-Class is the first car 

to enable a comprehensive portfolio of multimedia 
services through broadband umts mobile phone 
standard. This includes live video and audio trans- 
mission in a moving car—an automotive first. 





hood—are Toyota Kirloskar and Ford India. Apart 
from the stability control system, Ford's Rs 16-lakh 
Mondeo has windows that “think”. They retract if 
there's danger of your fingers getting caught. The 
Toyota Camry figures on our list because it boasts of 
automatic water sensing wipers and electronic braking 
stability. Says K.K. Swamy, Deputy Managing Director 

Toyota Kirloskar: “There is no choice but to go for ele 

tronics, because they save space, keep the weight down, 
conserve energy, and enhance safety." 

As recently as five years ago, a bare 5 per cent of 
car's functions were controlled electronically. Today, 
that figure—on an average—has trebled. The multi 
plication of microprocessors is also due to a nagging 
problem the auto industry faces: the internal combus 
tion engine. Despite spectacular improvements in ever) 
other area of car building, the ІС engine remains the 

staple the world over. It's not the most effi 
cient technology, but car-makers go 
with it because of two important 
reasons. One, it is econom! 
i cal and, two, it's practical. 
Says Hormazd Sorabjee, 
Editor, Autocar India 
“The internal combustion 
engine is no more efficient 
than 40 per cent. Electronics 
improve it, even though th 
change is merely evolution 
ary, not revolutionary.’ 
l'omorrow's cars will have 
even more electronics in them. But in his quest for the 
most gizmo-laden vehicle, the auto enthusiast is doing 
something completely insane. He's making himself 
redundant. Now, that’s something the legendary Forc 
wouldn't understand either. Ell 
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OT VERY LONG AGO, INTERNATIONAL CONSULTANTS 

used to point to similarities between India 

and China. Then, China and India were 
roughly comparable in terms of their stage of dev- 
elopment, size, infrastructure and security env- 
ironment. Today, however, the two countries belong 
in very different categories. China is the world’s 
most successful case of economic development in 
recorded history. It has set itself apart by the size 
and growth of its economy, its superior infrastruc- 
ture, and its seeming insulation from the threats of 
terrorism and sectarian violence. The transformation 
of China has been so complete that Indian compa- 
nies are starting to view China as a market, not just 
a formidable competitor. 

The Chinese economy is now two-and-a-half times 
the size of India’s. Even if we disregard the official fig- 
ures as a mirage created by statisticians, the reality is 
that China is huge. For example, China has over 200 
million mobile phone subscribers versus India’s 10 mil- 
lion-odd. In fact, China’s economy has grown so fast 
that it has transformed economies in the vicinity—these 
are increasingly finding themselves suppliers to this bee- 
hive of activity. China has found itself in a ‘virtuous cir- 
cle', an upward spiral based on the (universal) belief 
that it is the country of the future. 

Several clients of psi believe that in order to be suc- 
cessful in the future, they must be successful in China. 
Therefore, China is getting the lion's share of foreign 
investment, which further fuels growth and produc- 
tivity. The risk, of course, is that this could simply be 
a bubble that will burst like others have in the past. 

China is so central to the economic success of the 
region that the other countries in Asia are now 
measured in terms of their proximity to the boom- 
ing markets of China. Singapore, which aimed to be- 
come the regional headquarters for multinationals in 
Asia, is losing out because nearby markets, including 
India, are no longer booming. Singapore property 
prices are back where they were 10 years ago. Hong 
Kong, too is completely dependent on the eco- 
nomic power of mainland China. 

Size isn't China's only attraction. The country is 
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Having begun together, China has left India far behind in the development race. 


building world-class infrastructure that will be a 
source of strength for decades even if the growth bub- 
ble bursts. There was a time, not very long ago, 
when the infrastructure of China and India was 
roughly comparable. There was the exception of 
the modern metropolis of Hong Kong, but until 
1997 that city was not part of China. Today, Hong 
Kong is being eclipsed by another Chinese city, 
Shanghai, whose infrastructure is comparable with— 
some say superior to—its own. Infrastructure is a cru- 
cial factor in attracting foreign investment and inc- 
reasing productivity. Indeed, infrastructure is often the 
target of foreign investment. 

Security is the third major factor that China has in 
its favour. Despite the blood bath the world saw at 
Tiannanmen Square in Beijing in 1989, the continu- 
ing discontent in the western provinces, and the 
sometimes arbitrary dispensation of justice, most in- 
ternational investors feel safe in China. Indeed, in a 
world where there are few places that are secure 
against the threat of terrorism, China appears to be a 
relatively safe haven for investment to many multi- 
national corporations and investors. India is beset 
with insurgency and civil unrest. Clearly, this raises the 
cost of doing business in India. 

As the centre of gravity continues to shift away 
from South-East Asia, an increasing number of 
multinationals are viewing India not as a major 
growth market, but as smaller, more difficult place 
to do business on the fringe of the Chinese sphere 
of influence. There are some significant bright 
spots for India, of which the most prominent are 
software and remote services (call centers and other 
outsourced business processes). As Indian manu- 
facturers cede ground to Chinese companies, it is 
only natural that India should focus on its com- 
parative advantage in services. The question for 
Indian service companies, therefore, is whether 
their future success will be a function of tapping the 
rapidly growing Chinese market. @ 


© The author is Director (Consulting & Private Equity Activities) at PSi. 
He can be reached at psi@psi-world.com. 
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HE WAS KNIGHTED LAST YEAR AND IS THE NUMBER TWO 
man in the HsBC Group. Yet, Keith Whitson doesn't 
think twice about. taking the "tube" (the London 
underground) to work every day. But then that’s 
Whitson, and HSBC, for you. Conservative and can- 
tious, but global and focussed. It may not bave 
Citigroup's aggression, but it is the world's second- 
most valuable bank by market cap. Whitson, whose 
bank manages assets worth more than $695 billion 
(Rs 33,36,000 crore), was in India recently, and 
spoke to Business Today's Abir Pal at HsBC's landmark 
office in Mumbai. Excerpts: 


In the past, HSBC was dismissed time and again as being old 
fashioned and slow moving. Do you think that today, in the 
, view of controversies that Citigroup has managed to embroil 
itself in, that may actually be a virtue? 
I think that having a track record of a group with in- 
tegrity, that's trustworthy and not always seeking the 
limelight (is a virtue). (We have) stuck to a business that 
we know, put our customers first, and put them on. a 
pedestal. But above all else, (we) always pursue an 
+ act of total integrity and that I would say is a quality that 
distinguishes us in conditions we've seen perhaps over 
the last couple of years. Indeed, perhaps some of those 
traditional values have come through very strongly. 


So you wouldn't say its necessary to be very aggressive or 


in the commercial | 


1 


(© Simpy gain fees on the 
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even compromise on ethics in order to grow fast? 

I don’t think it’s a question of aggression, I think 
even we've been aggressive in a number of markets. 
We've also taken the lead and shown a great deal of 
initiative. I think if you look at our track record in 
India and other countries, you'd see that we've 
been at the forefront, pioneering... we've.often been 
leaders. But perhaps there's a slightly more con- 
servative style that we bring to our business, and we 
believe that it's this mix of qualities—knowing how 
to temper your aggressiveness with à degree of con- 
servatism—that’s most important. - 


HSBC is known not to pay stratospheric salaries like some — 
other banks do, and not create stars out of its analysts and 
investment bankers. Does that become an issue when at- 
tracting really talented people? 

I think we tend to keep our feet firmly on » the ground. 
We don't get carried away by what we see as excesses 
in the market. But I think we pay competitively and 
some of out top performers and most talented people 
are handsomely rewarded. They may not be out there 


in the stratosphere, but we're certainly in the top end 


of the market. We definitely believe in paying for per- 
formance. One has to remember that bonuses come out : 
of profits, and sometimes we've seen in the past in some 
entities, not so much in HSBC, that bonuses get irre-- 
spective; whether the profits get produced or not, 


\ “We don't believe in jeopardising our strength 
banking side in order 


in vestifiant banking side” 
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and that's something we've not done at HSBC. 

What happens when you are trying to deal with corporate 
clients who would like you to be, let's just say, 
accommodating in your banking and investment banking 
deals? Do you lose out on customers? 

I think the mix of investment and commercial banking 
is a very powerful blend of qualities and capabilities, but 
one has to once again be sensible because we're also in 
the commercial bank using our capital and we're risk- 
ing our depositors' money at times in making ad- 
vances and we have to do that prudently. We don't be- 
lieve in jeopardising our strength on the commercial 
banking side in order to simply gain the fees on the in- 
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vestment banking side. We see them as very comple- 
mentary, but we certainly see both businesses having to 
justify the bank’s commitment independently and as sep- 
arate businesses in order to gain the complementarity. 


Is it difficult to juggle both these priorities? 

We haven't found it particularly difficult. In the mar- 
ket, there are one or two of our competitors who've 
struggled with that conundrum, if you like. Not so 
much in India, but certainly in the US we've seen ex- 
amples of that. But I think by and large we've found 
that by sticking to prudent credit and risk management 
we've been able to bring the best of the commercial 
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bank to bear in order to gain confidence and gain the 
relationships on a transactional basis with some of 
the investment banking requirements. 


Mr Whitson, is HSBC still overdependent on Hong Kong for 
its earnings? With the Hong Kong economy not reviving, how 
do you diversify and maintain profit growth? 
HK continues to be a very important part of our group. 
That’s where we had our roots, our foundation if you 
like. Of course, today, with China developing so dy- 
namically and successfully we continue to view Hong 
Kong as a very vital part of our operations and it’s 
| something we're enormously proud of and most of our 
competitors would give an enormous amount to have the 
presence in HK and China we have today. So no way do 
we ever belittle the importance of that in our group. 
| But in terms of percentage, it’s in the lower 30s 
and so we've diversified a lot from our original roots. 
It started with the acquisition of what was Midland 
Bank in the UK. And as we rebuilt Midland, the per- 
centage contribution towards group profitability has 
grown substantially and, of course, we've also grown 
in the States and more recently in France and to 
some extent in Latin America. So we diversified away 
from the HK roots, though HK itself has continued to 
grow. It's just that the group itself has also grown and 
diversified. It's vitally important. When the Household 
r deal (HsBC is in the process of acquiring US-based fi- 
nancial services company Household International) 
goes through we'll have a split of income across the 
" group that'll almost be a third, a third and a third 
between Asia, Europe and the Americas. I think that's 
a pretty comfortable and strong position to be in. 
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Coming to India, you've been in the country for a hundred 
years or so. Yet, relatively newcomers such as Citi and 
b Standard Chartered are perceived by most as being more ag- 
gressive in the sector. In fact, on the BT-KPMG survey of Best 
Banks, HSBC shows up at #12, and both Citi and Stanchart 
have significantly higher profits per employee and lower 
NPA as a percentage of net advances. How do you view this? 
Well, statistics are statistics, and I think I have a num- 
ber of statistics that I can draw upon which show that 
HSBC is actually doing very well here. We're both the 
best foreign bank and best treasury bank in the country. 
So it depends on which particular audience and which 


94 BUSINESS TODAY FEBRUARY 16 2003 


“We are long-term ae Т^ 


«im the « 





particular poll you pay attention to, but certainly 
we've seen both the competitors you named, move 
ahead quite aggressively. But we believe that our poli- 
cies are the right one and we do a lot of our traditional 
services and practices here. We're long-term players. 
We'd rather sometimes take a little bit more time, a lit- 
tle bit more prudence in the approach we take rather 
than in fits and starts. So we've embarked on what we 
feel to be a very satisfactory development and we're not 
too alarmed, if occasionally others come up in the 
polls. We've got a pretty good business here. We've got 
some good managers and we work together as a team 
and I feel HSBC's reputation in the market is very good. 
And actually, at the end of the day, it's reputation that 
really counts and not the level of aggressiveness. 


Mr Whitson, some people are envisioning that even telecom com- 
panies will become banks in the future. Do you agree with this? 
I think there is a misconception sometimes that if you 
have a customer base you can turn yourself into a 
bank. There's an awful lot more to it than that. You 
can do some simple banking for customers of a large 
base. You've seen the supermarkets and so on in 
the UK, one or two of the utility companies that've 
branched out into banking and financial services. 
But actually as they get into it, they realise that the as- 
sessment of credit and risk is a very sophisticated and 
highly technical area. And also the development of 
systems and the large volumes that're required in 
banking is also very expensive and quite often they 
must slow down a bit when they reach a certain 
scale because they realise that an enormous amount 
of money has to be allocated to developing the nec- 
essary infrastructure. So, of course, a customer base 
is very valuable and I think working together with 
banks gives opportunities to combine and cross-sell 
and offer services. But to set up independently as a 
bank you don't have the necessary systems and in- 
frastructure, you don't have the depth of talent 
amongst your staff, and you don't have the judge- 
ments that're necessary. It can be quite difficult. 


Every Indian bank seems to be rushing into retail. What'll de- 
termine success or failure in the retail space? 

The most important factor unquestionably is to be cus- 
tomer-driven. To not only say that customers are 








important but also prove it. It has to be almost a religion 
within the bank. If the customer comes first then you 
have to demonstrate that your service is the best, your 
products are user-friendly and reliable. If you make mista- 
kes you've got to be quick to rectify them and make com- 
pensation if it has cost the customer money, All these 
things add up to giving a comprehensive service on the ret- 
ail front. It’s not just the amount that you charge. It’s not 
just any one thing; a panoply of qualities and quantities 
and the way you deliver your product. It’s absolutely put- 
ting the customer up on a pedestal and making sure that 
he or she feel that they’re important to you. And they are. 


What are the factors that are going to shape the future of 
banking? What are the markets that HSBC is betting on? 

I believe that even if size is not everything in terms 
of banking, there is no question that economies of 
scale can be achieved and one can do many many 
things for one’s customers if one has scale around 
which to build. We as a global player can actually 
bring cheaper products to the market for our cus- 
tomers by making use of processing in the sense 
where we know that labour is capable, eager, will- 
ing, and cheaper than in another country. These are 
the sort of things we can do as we have the eco- 
nomies of scale. So globalisation, to use ап hack- 
neyed expression, is very important and beneficial. 
We can transfer best practices, avoid some of the 
mistakes and pitfalls that we see in other environ- 


ments. And above all, focus on what the customer 
wants. There is no point doing all your work in a 
certain location to find that you've upset all your cus- 
tomers. There's no point in that. I think that that is 
the way you're seeing the world move. One or two 
other players are beginning to develop. You men- 
tioned Citigroup. It's interesting to see links forming 
between Bank of America and Banco Santander—the 
big Spanish banking group. These are the sort of 
things that’re beginning to emerge. 


Any specific markets that HSBC is looking at? 

We consider ourselves to be a truly global player. Our 
slogan is the world's global bank, but we've got a 
presence in 81 different countries. We tend to look 
at the countries where on the corporate side our 
customers require us to provide a service for them 


Pelis. 





"We've moved into Latin America over the last 10-15 
years. We'd! like to do more in India. China is 
a massively attractive market and, of course, the US” 


and, generally, we like to move in with that re- 
quirement. On the retail side, we look at countries 
where there’s a large population and where either the 
banking system is not developed or if developed 
perhaps not providing a particularly competitive 
service. Where there’s a young population that’s 
developing with a growing need. These are the sorts 
of markets. We’ve moved into Latin America over the 
last 10-15 years, Brazil, Mexico. We'd like to do more 
in India, we'd love to be bigger here. We've opened 
more branches in the last few years. We hope it's go- 
ing to be a trend we'll continue. China is a massively 
attractive market. Huge population, moving ahead 
very rapidly... those are the markets—and, of course, 
the US market—particularly attractive to us. In the 
country as a whole, we're not strong historically. We 
hope to have an opportunity to address that. @ 
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BT AMEX PRO-AM OF CHAMPIONS 2003 


The 


Final Cut 


The BT American Express Pro-Am of Champions had a grand finale, braving 
a fog to get clear victories—in not just the game, but in spirit as well. 
BY MOINAK MITRA 
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HE FOG. ON THAT WINTER MORNING, 
that was the main fact at the Jack 
Nicklaus-designed Classic Golf 
Resort in Gurgaon, on Delhi’s out- 
skirts. If anyone could get a hole- 
in-one around here, it would prove a long-last- 
ing suspicion of non-golfers: that’s it not a 
game of skill. “In Africa,” as the old one goes, 
“some of the native tribes have a custom of 
beating the ground with clubs and uttering 
spine-chilling cries. Anthropologists call this 
a form of self-expression... we call it golf.” 
Over two successive days—January 18 and 
19—of the grand finale of the BT American 
Express Pro-Am of Champions, some of India’s 
savviest corporate chiefs (it’s an exclusive 41 
tournament) worked hard to prove that they 
were not just accomplished goal-definers, in- 
strument selectors and strategy formulators in the 
safety of their corner rooms, they were equally 
competent out on the greens—as golfers. They 
were not beating the ground with clubs (though _ 
some came pretty close), they were defining A 
goals, selecting clubs and working out how to get — 
there. Business as usual. 
The fun part of golf is that all courses are 


unique, and the Classic course is perhaps India's 
most challenging, in a corporate sort of way. Ask 
ITC's Yogesh Deveshwar, GE Capital's Pramod 
Bhasin, Coca-Cola India's Alex Von Behr, 
American Express’ Sanjay Rishi, SIEL’s 
Siddharth Shriram—or any of the other hon- 
chos who were there, taking their shot at 
golfing glory. 

Up for grabs was prize money of 
Rs 7.1 lakh for the pros, and a slew of 
prizes for amateur participants (CEOs, 
mainly), including an opportunity to 
represent India in The Famous 


Grouse Shotgun Foursome tournament at 
St. Andrews, Scotland, regarded by many 
as the home of golf. For the first time, as 
Business Today's publisher Ashish Bagga 
pointed out, the Pro-Am of Champions 
had covered a ‘four-city circuit’, with the 
winners of those preliminary rounds gath- 
ered at the Classic Golf Resort course for 
the grand finale. 

Non-players stuck to their Tenth Hole 
vantage point, which offered a panoramic 


Taking a measured shot: ITC's Y.C. Deveshwar view of the course, birch trees emerging 
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Accolade time: (L to R) Shell India’s Vikram Singh Mehta, Aditya Birla Group's Shubhendu Amitabh, Business Today's Ashisl 


Bagga, G.S. Atwal (father of pro Arjun Atwal), Samsung's J.S. Jong, American Express TRS’ К.І 


Muralidhara, Grey 


Worldwide India's Nirvik Singh, Marriott Hotel's Sheema Vohra, KLM India's Arvin Alagh 


from the fog on the horizon, equipped with suste- 
nance in the form of sandwiches, doughnuts and cof- 
fee. It was a chilly day, you see. The N-n-n-n-nineteenth 
Hole, designated as the non-playing recreation area, 
proved equally popular. 

Leading the professional field were Jeev Milkha 


Singh, India's foremost golfer, and Arjun Atwal, star of 


the European and Asian PGA Tour. Also on the course 
that morning were the top nine players from the 2002- 
03 Money List on the Hero 
Honda Indian Golf Tour. 

Day one (January 18) was the 
day for professionals, who were 
seen putting, driving and chip- 
ping to better their scores on 
the rolling greens. Heavy fog 
delayed play by an hour, as 
Atwal teed-off from the Tenth 
Hole. After heaving a swing, the 
pro quipped: “After I’ve hit it, 
I’ve got to find it.” 

Adhering to the four-ball format (four golfers to a 
team) of the tournament, Atwal the pro had three 
amateurs for company—Sunil Wadhwa of Usha 
International, T. Nakamoto of Daikin Shriram 
Airconditioning and Amar Raj Singh of Guinness 
UDV India, who asked for a “bravery award" for 
playing in this group. “I am scoring a century in the 


Day one belonged to 
the pros, who were 
seen putting, driving, 
and chipping to 
better their scores 
on the rolling greens 


wrong game," maintained Singh, a 20-handicapper. 

The fog took its time lifting. Swarovski Country 
Manager Sanjay Sharma, with an enviable handicap of 
nine, seemed hesitant to make the first drive as visibility 
dipped to 100 yards. “Guess as long as I hit straight, it 
doesn't matter," is all the crystal man could say. The first 
day also saw the only lady golfer on the course 
Navika Punj. With a handicap of 22, she appeared alm- 
ost to be racing from hole to hole. Construction czar 
Gopal Ansal, with his trademark 
hat, appeared to be concentrating 
on the game. Or rather, on the 
potential in the game. “Real es 
tate has to go hand-in-hand with 
golf," he observ ed, looking half 
serious, *as golf is the future." 

By 2 pm, it was time for 
lunch—a lavish spread at the 
course's golf club. The post-lunch 
session went às post lunch ses 
sions do. With considerable languor. The fog des 
cended thick and fast. In all, it was a day without the 
sun, or suns for that matter, either in the East or 
West. It was foggy from sunrise to sunset. 

Day two, being a Sunday, saw the real bigwigs 
of the corporate world take on the 18-hole, 700 
acre course. Conditions being extremely foggy, thé 


game started two-and-a-half hours late—at 10.30 


bt golf 





Between the shots: (L to R) McDonald's Vikram Bakshi 
and Alfa Laval's Satish Tandon 


am. However, one man unperturbed by the weather 
seemed to be the SBI Cards СЕО, Iqbal Singh. “When 
you play in this kind of weather,” he beamed, “it’s 
lovely, as you go by gut-feel.” 

Sanjeev Sharma, Nokia India’s taciturn Managing 
Director, was keen to bring ‘human technology’ into 
the picture. “We (Nokia) have a software called the 
Leader Board where you can track your score for the 
last 20 rounds hole-by-hole... and it’s all download- 
able from our website,” he announced. 

Coke Chief Von Behr, in between glaring at 
GE's Bhasin for his Diet Pepsi, conquered the sixth 
hole with a birdie, even as the sun showed signs of 


Day two saw the corporate 
bigwigs take on the 18-hole 
700-acre Classic golf course 
in Gurgaon, undeterred 

by the fog 


making an appearance. The morn- 
ing, Behr reckoned, had been a Limca 
morning. All cloudy. Siddharth 
Shriram, playing with an incredible 
handicap of nine, decided that the sug- 
ary part of the analogy would do just 
fine. *I am in the sugar business," he 
joked, in response, “and playing golf is 
sugary sweet." 

AmEx’s Rishi, who was playing with 
Deveshwar, decided to mix his metaphors 
some other way. As Rishi summed up 
his experience: “Just two Fs define it—fun 
and frustrating.” 

Visibly, the happiest of the lot seemed 
to be the Procter & Gamble Chairman 
Bharat Patel, who claimed to be enjoying 
the fog because, “When it’s this cold, 
my product Vicks invariably becomes 
a hot-seller.” Grey Worldwide India’s 
South Asia Chairman Nirvik Singh, 























Coca-Cola India’s Alex Von Behr: Scored f 


a birdie on the sixth hole 









| 






QD For Graduates and Postgraduates (any discipline) 


For MBAs, CAs, CWAs, CSs, CAIIBs and 
Students of these Courses 









а Distance Learning Program with Examinations 
m Training Classes all over India 


For Details and Prospectus, please contact ICFAI University Study Centers at: 


AGRA : ICFAI, No.10, First Floor, Narain Towers, Block No.G-134/8, Sanjay Place. (Ph : 2527035); AHMEDABAD : ICFAI, 508, 
5th Floor, Shitiratna Complex, Ellis Bridge, Near Panchavati Pancharasta.(Ph:6563042,6562458); ALLAHABAD: ICFAI, 2nd 
Floor, Back Portion, Shri Ram Complex, 54, Sardar Patet Marg, Civil Lines(Pi2420255); BANGALORE : ICFAI, Unit No.303, 
Ш Floor, No.134, Infantry Rd.(Ph: 2899-363, 262); BHOPAL : ICFAI, Ist Floor, 131/7, Tripta Complex, MP Nagar, Zone - Hl. 
(Ph: 5277253); BHUBANESWAR : ICFAI, Plot No.69, Ground Floor, Satya Nagar, Near Kali Mandir. (Ph: 2506204); CHANDIGARH; 
ICFAI, SCO No.22-23, | Floor, Sector 9D, Madhya Marg. (Ph: 381128); CHENNAI: ICFAI, Eldorado Building, VI Floor, 112, 
Nungambakkam High Road. (Ph; 2282356-33, 88); COIMBATORE: ICFAI, "Whites Bidg.”, 2nd Floor, 550/8, D B Road, 
Opp.Tanishq, А 5 Puram. (Ph: 541190); GURGAON : ICFAI, SCF-24, 2nd Floor, Old Dethi-Jaipur Road, Sector 14, Near Nirulas. 
(Ph: 6223595); HYDERABAD : ICFAI, 23, Nagarjuna Hills, Punjagutta. (Ph: 55681180-81); INDORE: ICFAI, & 105, Royal Ratan, 
7, М б Road. (Ph: 5069003, 5068247); JABALPUR : 2nd Floor, Plot No.21, Poddar House(Opp. IDBI Bank), Wright Town; 
> JAIPUR: ICFAI, Office No.201-A, 2nd Floor, Shyam Anukampa, Ashok Marg, C-Scheme, Opp. HDFC Bank. (Ph: 2363695); 
JAMSHEDPUR : 3/4, 3rd Floor, Aditya Towers, Main Road, Bistupur, KANPUR: ICFAI, Flat No.616-617, Krishna Tower, 15/63, 
Civil Lines, Opp. Green Park Stadium (Ph: 2330912); KOCHI: ICFAI, Ist Floor, Rukiya Bagh, Near Deepa Theatre, Ravi Puram, 
MG Road, Ernakulam, (Ph: 2369763, 2382294); KOLKATA : ICFAI, Flat No.8, 8th Floor, Annapurna Apartments, 88, Ballygunge, 
Circular Road. (Ph:22873161, 22817802 ); LUCKNOW: ICFAI, ‘Akshat’, 1/2 First Floor, 1/0-F, Ashok Marg, Above Corporation 
Bank. (Ph: 2204205); LUDHIANA: ICFAI, 2nd Floor, Front Side, SCO 28, Feroze Gandhi Market (Ph: 772523), MUMBAI : ICFAI, 
816, Dalamal Towers, Nariman Point (Ph: 22040888, 22823173), NAGPUR : ICFAI, A-602/603, ‘A’ Wing, th Floor, Lokmat 
7 Bhavan, Ramdaspeth, Wardha Rd. (Ph : 564314, 574124), NASIK: ICFAI, S-585-8, 2nd Floor, Utility Center, Opp. Rajiv Gandhi 
Bhavan; Sharanpur Road; (Ph: 2570413) NEW DELHI : ICFAI, #812-A8B, 8th Floor, Indraprakash Building, 21, Barakhamba Rd. 
(Ph: 23739157, 9169); NOIDA: ICFAI, Flat No.414, 4th Floor, JOP Plaza, P-2, Sector 18; Opp. Mc. Donalds, (Ph: 2592410,2516024}; 
PATNA: ICFAI, 409, 4th Floor, Jagat Trade Centre, Fraser Road. (Ph: 2237942); PUNE: ICFAI, Office No.6, Rachana House, 
Near Sagar Arcade, FC Road, Shivajinagar. (Ph: 402-6975, 6976); RANCHI: ICFAI, Unit No. 308, Commerce Tower (Besides "m i T 
»Mahabir Tower), 3rd Floor, Main Road (Ph:306922); THANE: ICFAI, 507, Sth Floor, Paradise Tower, Opp.Atok Hotel, Gokhale Rd, xe Poa es 
` Naupada. (Ph: 25382659); TRIVANDRUM: ICFAI, 1 Floor, Suganth Building, (Орр. Kerala State Council for Child Welfare), www.ictal.org 
TC No.24/459(3), Music Academy Rd, Thycatid(Ph:2320853); VADODARA: ICFAI, F1/124, Kashi Vishweswar Flats, Tower For P ectus | 
No.5, Chikuvadi. (Ph: 2341780); VISAKHAPATNAM: ICFAI, А-3, 2nd Floor, Seshu Apartments, 4th Lane, Dwaraka Nagar. (Ph: 2752853); inii j | 
VIJAYAWADA: ICFAI, 3rd Floor, Uttam Towers, Opp. Andhra Jyothi, M.G Road (Beside Hero Honda Showroom) (Ph: 2473620). 















— — — For Prospectus, please 2< here and mail / fax / e-mail this Coupon along with your bio-data pe — — s 


To, The Programs Officer (CFA), The ICFAI University, 23, Nagarjuna Hills, Punjagutta, Hyderabad 500082. 
Tel: 040-55686826, 55637122, 55681180-81. Fax: 040-55639711. Email: infoGicfai.org 
і am enclosing my brief bio-data. Please send me a Prospectus and Application Form of the CFA Program. 














Name o a eRe чай с эы .. Qualifications: s 3 |. 

Address: ENE BN a a ы ыша tae et Oot ot ыны ea : | 

City: sr каллы Кы жы ТЕЕ RH Sale aen e —— E 
BI 





| Today - American Ex 





GEO UOT nes 


iL the BT-Amex championship line up ahead of the tee-off at 


nodded in agreement. “The fog was fantastic this 
morning,” he declared, “as it reminded me of my 
profession—you hope like hell, but you never know 
what happens.” 

Somebody, somewhere, did know what happened— 
scorewise, at least. Because by evening, the action 
had shifted to the rrc Maurya Sheraton’s Nandiya 
Gardens for the grand prize distribution ceremony. 

The big winner was Arjun Singh, amongst the pros. 
He made the cut with a final-round score of six-under 


On the lighter side: (L to R) Pros Arjun Atwal and Jeev Milkha Singh 
take time off to give supermodel Manpreet Brar some free golfing lessons 





press Pro-Am of Champions 





66. Arjun Atwal finished second, at six-under 138. 
Jeev Milkha Singh, Amadeep Johl and Amritinder 
Singh were tied in the third place at two-under 142. 

The team of Arjun Atwal (Pro), Nirvik Singh, 
Vikram Mehta and J.S. Jong, were declared the 
team champions with a tally of 95 Stableford points. 
The runner-up team that tallied 92 Stableford points, 
comprised Ashok Kumar (Pro), Harinder Bansi, 
Paresh Kapashi and Subhash Arora. Atwal, the win- 
ning team pro earned Rs 30,000, while the amateurs 
won a three-night, four-day trip to 
London. The runner-up team pro 
Ashok Kumar, earned Rs 20,000 while 
the amateurs won a three-day, four- 
night trip to Amsterdam. 

In the inter-zonal championship, the 
Delhi Zone emerged triumphant with 
88 Stableford points. The team: Indrajit 
Bhalotia (Pro), Deepak Nath, Sunil 
Wadhwa and Luv Kumar Khosla. And 
who got to go to Scotland? Arun Kumar 
of Hughes Software Systems and Satish 
Tandon of Alfa Laval. 

And which brands got to be rem- 
embered fondly by everybody? Why, 
the brands that helped make all of it 
so memorable: never-left-at-home 
American Express, own-road-maker 
Tata Safari, upper-crest shirt Louis 
Philippe, airline combo KLM- 
Northwest, hospitality pro Marriott, 
the profit-assurer CNBC, the mind 
reviver Renaissance and, of course, 
The Famous Grouse. If 





One man’s secret recipe to retire rich, 
or at the least, comfortably off, at 40. 


BY SHILPA NAYAK 








"ТУ LIKE IT TO BE 
a complete surprise. 
On the day I turn 
40, РІ go into 
work early, send a 
bulk mail with some- 
thing as cool as Chat- 
win's, “Off to Patagonia", 
maybe something nastier 
made-to-order for the 
boss who steals all my 
ideas and hogs all the 
credit, stop at the city’s 
only excuse for a park, 
take off my shoes and 
let the grass tickle the 
soles of my feet, and re- 
turn home and wait for 
the significant other. 1 
will do nothing with my 
time other than read, 
write (if it isn’t too much 
work), drink in modera- 
tion, exercise, again in 
moderation, and prac- 
tice vegetating. You see, | 
plan to retire at 40. 


THE 
FAMILY MAN 


Exxon Mobil Exec, Vineet 
Thacker dreams of an idyllic 
(early) retirement. 
uU ЕЧ 
INCOME: Rs 800,000 р.а, 


EXPERIENCE: 9 years 





à ares IS AS ORGANISATION MAN AS THEY 
come. He insists that we run a caveat 
that his views on early retirement and 
how he plans to achieve it are his own and 
not Exxon Mobil's. Done. Thacker will 
probably continue working after 40, despite 
the fact that he ends up working most 
Sundays, and doesn't have time to read 
and meet up with friends. But the man 
admits that over the "next 10-to-12 years," 


I can do it; time is on my side—I am just 31 now, don't 
have any debts against my name or any outstanding 
credit card bills, or parents who need to be supported. | 
have it all worked out in my head: the amount ГІІ need 
to maintain my altered lifestyle. If I am not going to hold 
down a job, I certainly won't have to spend a few lakhs 
of rupees every year on being well-clad and well-shod. A 
few 501s will do. As will some regulation sneakers. And 
[ am told both can be acquired at sales. 

I won't need a driver. If | am going to be at home, | 
might as well drop the kids at school, pick them up, drop 
them at the tennis club, pick them up, drive them to their 
music lesson.... The cook can go too. I have always liked 
to cook and 1 am willing to bet my last salary cheque 
that this will bring down the grocery and vegetable bill. 

There's still the kids’ education, medical expenses, 
planned and unplanned, vacations, clothes and toys for 
the kids, loose change (if you could call it that) for 
books and music—I don't know if I can keep that 
Amazon.com habit going after 40—and utility bills, 
but if I invest wisely, and I plan to, these should be a 
breeze. Patagonia, here I come. 


Let Me Tell You How 
First off, get your time horizon right. According to the Indian 
Government's Old Age Social & Income Security (Oasis, I’m 
told is how the babus refer to this) report, a person who is 
40 can hope to live another 37 years. The report further sug- 
gests that by 2010, this figure will be 45 years. 

Me, I think I am healthy enough to see 90. I don't 


PART-TIME 
PLANNER 


he will "invest money in such a way as to 
achieve my goal of an early retirement". 
That'll mean a change in his essentially 
debt-oriented portfolio. Part of Thacker's 
investment will go into a small house 
(“with a nice garden") in a beach-resort on 
the limits of Mumbai, Alibaug. Part of 
the house will be rented out to weekend 
vacationers and serve as "an alternate 
source of income", That's smart. 


The overseas model: Z 


approach is ri 


T WOULDN'T DO TO EMULATE ZALKIKAR. 
his portfolio is skewed towards debt 


Software pro Makrand Zalkikar 
hopes to do his own thing— 
six months of the year—after 
retiring at 40. 
cl 8 B 0 
INCOME: Rs 750,000 р.а. t 
EXPERIENCE: 9 years 


and insurance, and although he plans 
to invest in some real estate, none of 
these can really provide him the kind of 
nest egg he wants. What will, is the 
fact that the man will almost certainly 
spend between two and three years 
overseas. Zalkikar plans to put aside 


it fore 





whatever he saves (in dollars) and use 
the money to start a "small travel 
business" when he turns 40. The avid 
para-glider and bungee jumper wants 
to get into the adventure tours busi- 
ness. "Ideally, this should be season 
and run for just six months of the 
year," he says. Like we said, it would- 
n't do to emulate him. 
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o eaaa IS THE IDEAL 
retire-early portfolio. They have 
always had a 60 per cent slant 
towards equity and he plans to keep 
that ratio intact for the next 10 years. 
Not for Subramanium the safe mut- 
ual fund route—he invests directly in 
equities, a fallout of his interest in 
equity research and the stockmarket. 


While he is clear that he will retire 
early, Subramanium is still unsure of 
what he will do: he could consult for a 
business process outsourcing firm, 
extend his interest in dramatics into a 
career in event management, or 
leverage his interest in training 
optimally. One thing is certain: this 
man won't vegetate. 





smoke, apart from the occasional cigar, and that is an 
indulgence I hope to retain. Liquor is restricted to 
the occasional glass of single malt or wine. And I ex- 
ercise regularly. That means I can look forward to a 
long and indolent retirement. It also means I can’t 
expect my provident fund to last very long. 

Fortunately, a few years after I started work— 
those were the days of my dissolute youth—I read a 
magazine article (not half as well-written or knowl- 
edgeable as the one you are reading) that quoted a man 
called Rajiv Bajaj who headed a company called Bajaj 
Capital (I am told he still does). The only Вајајѕ I 
knew of were in the motor trade, but this man obvi- 
ously knew his investments. “A person who aspires to 
retire early should start saving the day he gets his first 
salary,” he was quoted as saying. I hadn't done that, but 
started soon after reading the article. Six years on, I am 
better off for that: money, in case you didn't know, 
begets money. There were (and are) enough schemes on 
offer: recurring deposits, systemic investment plans, and 
special insurance schemes targeting early retirees where 
one pays a high premium while working and no pre- 
mium (or a very small one) post retirement. 

I am not what you could call a disciplined or org- 
anised person, but I forced myself to invest regularly. 
It was painful at times—I went four years without 
replacing my television, for instance, World Cup to 
World Cup—but I prevailed. I told myself that a per- 
son who saves regularly would, in the long term, save 
more than someone who opted for the big bang saving. 
I also told myself that I was delaying my gratifica- 
tion. When I was 41 and watching Harry Potter and tbe 
Order of the Phoenix on DVD, my erstwhile colleagues 
would be rushing to get into work. 

Temptation was never far off. Every time an in- 
vestment matured there he was, Old Nick in the flesh, 
standing behind my shoulder and whispering sweet 
somethings into my ear: Bose Lifestyle, Philips Plasma, 
or Royal Carribean Cruise. Again, I prevailed. I stayed 
invested in schemes that offered recurring benefits; mu- 
tual funds, for instance do. And I took the money 
out of those that didn't and reinvested it. | am sure I will 
be tempted again, and I am equally sure I will resist. As 










we of the Cosa Nostra tell ourselves, Bambino, grati- 
fication is a dish best eaten cold. 


...And Let Me Tell You What 

I won't take too much of your time now—I have to 
get back to work. There's one more piece of wisdom 
l'd like to share from that article I read long ago. This 
one too comes courtesy Bajaj. “If you want to retire 
at 40," I remember him as having said, *your investing 
strategy should be built around capital growth." 
Mine is. Almost half my portfolio is in equity, some 
direct, and the rest (actually, most of it) through 
mutual funds. After 40, I will have the time to study 
and pick stocks myself. Equity may hold some risks, 
but it is the one sure way to meet growing expenses, 
and beat inflation. Interested? Е 
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help us make ita reality for her 


In every field, in every facet of life, daughters of this country are at the 
forefront today. Making the world sit up and take notice. Unfortunately, 
there are still so many who do not get an opportunity to bloom. The 
underprivileged girl child is, tilltoday, a reality. 


To mark the occasion of the Republic Day just gone by, let us together 
pledge to make a difference in their lives. By sparing a thought. By sharing 
yourlove and affection with them. 


To help you help these little daughters of India, there is Amitasha, a 
Foundation for the underprivileged girl child. Amitasha is one of the many 
concerns of Amity Humanity Foundation. 


On our own, and through concerned individuals like you, we try to give 
these girls something more than just education, clothes and healthcare. 
We endeavour to give them love, confidence and a feeling of belonging. 


Yes, you can give her a life worth living. 
You can help her dream. 
Dr. Ashok K. Chauhan 
Founder, Amity Humanity Foundation & Amity Institutions 


Chairman, AKC Group of Companies 
drchauhan@akegroup.com 


amitasha 


Nurturing the girl child 


Call 011-24699700 or visit www.amity.edu/amitasha 





The India Today World Cup Special 2003. Now on stands. 
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Employee contracts that keep people from joining rivals are causing quite 
some stir. Just what is the fuss all about? By VINOD MAHANTA 


АМОЈ KOHLI WAS CEO 
and executive direc- 
tor of Escotel, the 
Escorts group’s cel- 
lular service provider. Kohli quit 
and joined Bharti Televentures, a ri- 
val, as Joint President, Mobility 
Group. Market watchers saw this 
switch as something of a recruitment 
coup. And so it probably was. 


Betrayal, cried his former em- 
ployer. The Escorts Group Chairman, 
Rajan Nanda, was peeved enough to 
file a legal case against Kohli, citing 
a 'non-competing' clause in Kohli's 
employment agreement that barred 
him from joining a competing tele 
com company for three years. 

Raj Nayak was the ad sales chief in 
India of News Corp's Star Network, 


playing a key role in getting con 
mercials for Star News. Nayak quit 
and joined NDTV, the exclusive cor 
tent supplier to the Tv channe 
which was preparing to go its ow 
way by launching a couple of гіу: 
news channels on March 31, 2003 
Market watchers saw this swit« 
as something of a preference asse! 
tion. And so it probably wa: 











Betrayal, cried Star. The News 
Corp set-up was incensed enough to 
sue Raj Nayak and моту, alleging a 
violation of contractual obligations. 

There you have it. Two high-pro- 
file cases. And two much-relieved 
employees; both Kohli and Nayak 
are out of the dock, though the for- 
mer still has a division bench appeal 
by Escorts to contend with. None of 
the parties involved in the two liti- 
gations, contacted by BT, was will- 
ing to say anything. 

It is, however, a single issue. 


Clause—What Clause? 

Till recently, nobody had heard of 
non-competing clauses. Now that 
they have—they have a habit of 
sneaking into job contracts—people 
tend to avoid getting into the gory 
details. Often, that headache is left to 
recruiters, Says Ajit Isaac, СЕО, People 
One Consulting, “It is the recruiter 
who has to do the necessary due 
diligence, and if there is some prob- 
lem, he hasn’t done his job.” 

So what are these clauses any- 
way? The details are too steeped 
in legalese to even try reproducing 
here. But in sum, the clauses typi- 
cally demand that the employee 
promises not to join a competing 
organisation in the same industry for 
a specified period (say six months, a 
year, or more) in case he or she 
quits. Such clauses are most preva- 
lent in industries that are cola-like: 
two or three fiercely competitive 
‘players that are bitterly obsessed 
with each other (and with secrecy). 
Crossing over of key personnel is 
viewed in near-apocalyptic terms. 

The big fear is that the enemy 
camp will get hold of strategic info- 
rmation, tricks of the trade and the 
like—the ‘source code’ for success. 
A Rajeev Karwal shifting from LG 
Electronics to Philips, for example, 
could take LG's marketing success 
formula away and use it to strategic 
advantage for the rival. Likewise, a 
Gaurav Duggal, a Pepsi planner, 
crossing over to Coca-Cola could 
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NON-COMPETING CLAUSES 


@ Sneak into many a high-level 
employment contract these days 


€ Tend to have plenty of loopholes, 


to the discerning recr 


Act mainly as deterrents, pre- 
venting people from crossing ov 


| Have rarely found support, on 
record, in India's courts of law 


Do not match the efficacy of 
non-legal corporate retention 
policies 








result in substantial loss of data. 
Besides, reason some clause-writ- 
ers, it's only fair that an employee 
adheres to the terms agreed upon. A 
company empowers employees with 
sensitive information only on the 
reassurance of commitment. 


Of Human Bondage 
Ordinary people, by and large, 
loathe the very notion of ‘bondage’ 
—in whatever form. For obvious 
reasons, Companies retain the right 
to sack high-level employees (as per 
contract), and so employees should 
reserve the right to walk out too, 
and do whatever they so choose. 
As for the info empowerment 
argument, it can be countered with 
the reasoning that whiz perform- 
ers add as much (or more) to a 
company’s brainware as they gain. 
Besides, it’s not clear whether such 
clauses actually work as intended. 
The Kohli and Nayak cases suggest 
not. Shrewd recruiters are adept at 
spotting loopholes. The new rec- 
ruit could be absorbed in a non- 
competing field, temporarily, for 
example. As the man in charge of 
the eastern and western regions at 
Bharti, Kohli can plausibly claim 
not to be competing with Escotel. 
Many firms believe that it's best 
to stick to the good old-fashioned 
ways to retain people, Y.V. Verma, 
Vice President (HR), LG, does not 







see nàncompeting didus n as pro- 
ductive, for they have little bear- 
ing on “the companies’ future”, ` 
Then, there’s Pepsi’s experience 
to consider. After Pepsi lost 14 
people of its Kanpur team to Coca- 
Cola India in 1998, the company 


| wanted all manager-level employ- 
| ees to sign non-competing clauses. 


Most, however, refused to sign on. 
Pepsi, which refused to discuss this 
episode with BT, got seven people 
back, but not through legal means. 
“Loyalty,” says an ex-Pepsi em- 
ployee, “doesn’t come from con- 
tracts." It's an emotion thing. 

Are HR departments failing some- 
where? Possibly, suggests Rahul 
Taneja, Vice President, ConsIndia, 
a recruiter. “People look at imme- 
diate requirements,” he sighs, “and 
there is no long-term vision.” So 
when a problem arises, someone 
dusts off an old piece of paperwork 
to wave in the employee’s face. This 
kind of thing could leave the emp- 
loyee all the more miffed. 

Embittered exits often end up 
encouraging the ‘breakaway’ mind- 
set, where the slighted departee 
turns hellbent on inflicting damage 
on his former employer. - 

Some time back, Vasanth Nan- 
gia quit Titan’s jewellery venture, 
Tanishq, along with five other ex- 
ecutives, to start Oyzterbay, a sim- 
ilar venture. Once established, a 
brand is always much larger than 
its contributing individuals. Yet, 
Tanishq decided to sue Nangia 
for alleged violation of an alle- 
giance clause signed in 1997. The 
case gave Oyzterbay just the pub- 
licity it needed. 

From a PR perspective, these 
clauses can backfire. Tying people 
down sounds curmudgeonly in a 
world where people ought to be 
free to follow their hearts. 

Moreover, as Anita Ramach- 
andran, Chief Executive Officer 
of Cerebrus Consulting, sums up, 
“Yol can't do someone out of 
a livelihood.” 


The DBF Program 


For Non-Finance Executives 


The ICFAI University has designed and developed the DBF Program for the benefit of non-finance executives, 
who are keen to get insights into basics of business finance and related areas. 


For Whom - ' 7 Duration : One year 
Eligibility: Working Executives with a Bachelor's degree. | 
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TeNet Technologies 





How IIT Madras professors Ashok Jhunjhunwala, Bhaskar 
Ramamoorthy, and Timothy Gonsalves incubated some of 
the hottest startups in telecom and networking, now 
valued at more than Rs 400 crore. BY NITYA VARADARAJAN 


IX YEARS AFTER SHIRISH 
Purohit and Rene Abraham 
took the “rash” decision 
of launching their own 
project consultancy com- 
pany instead of heading to the US 
for a MS like their other classmates 
` from itr Madras, turning entrepre- 
fieurs seemed a bad idea. Their 
three-member project consultancy 
firm Texel, which handled industrial 
automation in the automobile sec- 
tor, was going nowhere. It was time 
to do something else. But what? 
The answer came a few months 
later over a plate of fried rice at 
Ashok Jhunjhunwala's modest two- 
bedroom house on the ir Madras 
campus. A professor of telecom- 
munications who had also taught 
the floundering duo, Jhunjhunwala 
and two of his colleagues—Bhaskar 
Ramamoorthy and Timothy 
Gonsalves—-had set up a group of 


110 BUSINESS TODAY FEBRUARY 16 2003 


students and professors called TeNet 
in 1989 to identify and develop 
new, India-centric technology in 
telecom and networking. And on 
the fateful day when Purohit and 
Abraham came over for dinner, 
Jhunjhunwala had put everything 
together for the launch of a rela- 
tively cheap wireless technology 
named corDect. All it needed was a 
bunch of engineers to do the design 
and take it commercial. Would the 
two want to give it a shot? 

Of course, they did. TeNet set 
them up on the campus with a mini- 
office and thus Midas Communica- 
tions was born. Recalls Purohit: “I 
remember telling myself *My God, 
here it is'." Pooling together what- 
ever little money they had—it 
amounted to Rs 5 lakh—the two 
and five others (Sanjay Gupta, Pra- 
kash Khawas, Deepak Khanchan- 
dani, A. Jawahar, P. Murugesh) got 


down to work. The first six months 
were spent finalising the design of 
the corDect WLL. Ву 1995, a pro- 
totype was in place. Advance licen- 
ces were sold to Hindustan Futu- 
ristic Communications Ltd, Shyam 
Telelink, Crompton Greaves, and 
Electronics Corporation. of India 
Ltd for Rs 4 crore. If TeNet needed 
proof that there was market for 
indigenous telecom technology, it 
couldn’t have asked for anything 
better, Today, it sells in countries 
abroad and has Rs 1,000 crore 
worth of orders on hand. 


Labour of Love 

Since Midas, TeNet has gone. on 
to incubate five. more companies, 
but all in the area of networking 
and telecom. Banyan Networks, 
founded in 1995, has developed a 


digital subscriber line system that 


enables telecom companies to 


TeNet’s 


TENETS 


The professors’ six 
incubation mantras. 





lll Focus on your area 
of specialisation, have 
no financial stake, and 
mentor start-ups on 
appropriate technology. 


(map RA 


y omar piam fe 


lll Choose technologies 
that are relevant and 
scalable. Focus on R&D 
early on, and make it an 
ongoing process. 


ll Hand-hold entrepreneurs, 
help them arrange seed 
capital, and interface 
with business and 
governments. 


W As the start up grows, 
encourage the promoters 
to step aside in favour of 
professional managers 
if needed. 


Ш To retain employees 
and get their 
commitment, offer 
stock options as a 
long-term benefit. 


Ш Encourage the TeNet 
companies to deal with 
each other whenever it 
makes business sense 
to do so. 





Timothy Gonsalves, Ashok Jhunjhunwala and Bhaskar Ramamoorthy (L to R): 
Bringing together the best of academic and entrepreneurial talent 
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TeNet's 


BROOD 


Wireless corDect technology 


DSL systems for wireline internet 


d Infrastructure solutions for corDect 


UST 


Rural internet and telecom 
connectivity 


Network management systems 


i 
High-end networking consultancy 


provide wireline internet services. Its 
largest customers today are MTNL 
and BSNL. Another TeNet company, 
n-Logue, founded by Gonsalves (in- 
vestment held in family name), is 
working on low-cost rural internet 
and telecom connectivity solutions. 
The companies they incubated may 
be worth more than Rs 400 crore 
today (See TeNet's Brood), but the 
professors themselves have no stake 
in any of them. Part of the reason is 
technical. Unlike in the universities 
in the US, irr professors are not 
allowed to set up their own firms. 
The other bigger reason, however, 
is that none of the TeNet professors 
are into it for the money. Says 
Jhunjhunwala: *The idea (behind 
TeNet) was to work as a team with 
a commitment to make a differ- 
ence to telecom and networking." 


Тете 


Technologies 
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The TeNet model itself was born 
out of Jhunjhunwala’s efforts at build- 
ing telecom devices that small com- 
panies could use instead of the more 
expensive imported ones. To do that, 
Jhunjhunwala would enlist the help of 
his students. By the mid-80s, when С- 
рот was also separately trying to de- 
velop indigenous telecom technol- 
ogy, Jhunjhunwala’s lab in IT was 
capable of building small industrial 
systems. It didn’t take much to figure 
out that if the development work 
could be done on a more organised 
basis, the new technology could even- 
tually be sold to customers. Thus, 
the process of incubation began. 

To this day, the professors will 
incubate concepts relating only to 
telecom and networking. Even here, 
the technology should be relevant to 
India, but scalable to developing 


Rs 3 lakh 


Rs 7.5 cr 


Rs 48 cr Yes 


Rs 15 cr Yes 


Rs 25 lakh Yes 


Rs 10 cr 


| Rs 4.8 cr 





countries elsewhere. The key prom- 
oter-engineers who are picked to 
work on the technologies are usually 
from within irr Madras, but the 
others may be hired from anywhere 
else. The TeNet group has set up 
two outfits within the institute to 
train external hires. One offers train- 
ing on telecom technologies and the 
other on semi-conductor designs. 
What role do the professors 
play? They act as mentors, hand- 
holding the young entrepreneurs. 
They not only make the institute’s 
resources available to them, but 
actually go out and hardsell the 
concept to venture capitalists, cus- 
tomers, and government agencies. 
Banyan Networks, for instance, has 
investment from Ray Stata, Chair- ` 
man of Analog Devices, and one 
of the first global supporters of 


The companies they incubated may be worth over 
Rs 400 crore today but the three IIT Madras 
professors themselves have no stake in any one of them 


Rs 100 cr 
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K.V. Nair of Banyan Networks, Shirish B. Purohit of Midas Communications, and P.G. Ponappa of n-Logue (L to R): 





What these men make in their small companies has a big impact on telephony in relatively poor markets 


Jhunjhunwala’s home-grown 
corDect technology. Other investors 
in the TeNet companies include 
Intel, Sycamore Ventures, Arun Jain 
of Polaris Software, and a few state- 
owned venture funds. Says Purohit: 
“We made Prof. Jhunjhunwala our 
public face because we knew bu- 
reaucracy would respond better to 
an IIT professor than us.” 

While Jhunjhunwala and Co. 
actively hand-hold, they rarely int- 
erfere in day-to-day operations. In 
fact, as the companies grow, the 
advice usually given is to rope in 
professional managers who can put 
in place the processes needed to 
run a for-profit organisation. There- 
fore, an ex-ITI Chairman, S.S. 
Motilal, has been brought in as 
Executive Chairman at Midas. 
Reason? Earlier the company had 
only small orders to manage. But 
this year alone (2003), there will be 
Rs 1,000 crore worth of CorDect 
lines that will be sold in places like 
Brazil, Egypt and Kenya. 

Similarly, Banyan Networks has 
brought on board K.V. Nair as the 
new COO and acting CEO to stabilise 
operations. Here, the problem was 
not of rapid growth, but a market- 
ing model gone awry. Although 
Banyan had a promising technology, 
it made the mistake of adopting 
Midas’ “advanced” licence model. 
Banyan assumed that its licencees 
would take care of procedural forma- 
lities such as Telecom Engineering 
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Centre approvals. That did not hap- 
pen, and its 051. technology could be 
deployed on a limited scale. 

When closure seemed imminent, 
Banyan was saved by a second round 
funding of Rs 3.7 crore from Ventur- 
east TeNet Fund. Nair also joined, 
and within eight months, he had 
obtained the TEC approval. Today, 
the company is profitable and is 
working on building its marketing 
channels. Its ambition is to be 
known as the *Cisco of India". Says 


The profs not only 
mentor the young 
entrepreneurs, but 
actually go out and 
hardsell the concept 
to VCs, customers and 
government agencies 


Nair: “I want to make Banyan a 
Rs 100-crore-a-year company in 
another three years. Otherwise I 
wouldn't be satisfied with my work." 

Despite TeNet's passion for tele- 
com, there's no fixation to one tech- 
nology or concept. Therefore, when- 
ever it is necessary for any of its 
companies to change its business 
strategy, they do. Banyan, for in- 
stance, did not plan to do its own 
manufacturing, but now that doing 
so seems key to its survival, it will. 
Says Sarath Naru, Manager, 


Ventureast Fund Advisors, and an 
пт Madras alum: “Unlike most ac- 
ademics, Prof. Jhunjhunwala has a 
good commercial sense." 

TeNet’s original group of three 
professors has now expanded to in- 
clude 12 more. One of the newer 
members is Hema A Murthy, who is 
TeNet’s only woman engineer with 
work experience at Stanford Rese- 
arch Institute and Tata Institute of 
Fundamental Research. There are 
others from outside the ПТ system 
who want to join. The professors' 
response: the more the merrier. Says 
Gonsalves: “Today, we have about 
500 engineers (125 from ПТМ) in 
TeNet and it is difficult for just 
three people to guide all of them." 

Does that mean there will be 
more Banyans and Midases in the 
making soon? The professors aren't 
setting any targets, but are open to 
incubating more concepts if they 
spot relevant opportunities. At the 
moment, their focus is on their exi- 
sting brood, all of whose are at dif- 
ferent but exciting stages of growth. 

As for ПТМ, it has raked in Rs 12 
crore in royalties from the TeNet 
companies. In another few years, it 
may earn another Rs 70 crore. That's 
12 per cent of IITM’s annual grant 
from the government of India. Quips 
Ramamoorthy: *We aimed for the 
stars no doubt, but never thought 
we would become so successful." 
Surely, that's a lesson the TeNet pro- 
fessors have taken to heart. © 
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Should Lyrix reposition its brand to beat competition? 
Harsh Chopra of Ray-Ban, Prodipto Roy of KSA 
Technopak, and Richa Puranesh of DCM Benetton respond. 












YRIX WAS AN ACQUISITION THAT MADE MAS LIMITED PROUD, NO DOUBT. 
And its Managing Director, Shrishti Tandon, 44, was rather enjoying 
the business of marketing a 60-year-old brand with such awesome cre- 
dentials. As a pioneer of sunglasses designed to block ultraviolet and 
other harsh rays, the brand had proven its eyecare expertise before it was 
adopted as a standard accessory by film stars, at first as a shield against 
glare (their natural defences having weakened by hours of arclight ex- 
posure), and then as part of their offscreen persona. Slowly but 
surely, Lyrix became so well associated with glamour and fame 
that it became a fashion statement. And so it continued. 

Of late, however, it was floundering a bit. And Tandon was 
worried. Market growth was not the issue: it was doing double dig- 
its. The trouble was that it was no longer the only big name 
around. In just about a year, fresh competition had lowered Lyr- 
ix's marketshare from 55 to 50 per cent. The brand was doing par- 
ticularly badly with female buyers. Its classic design, for example, 
was seen as rather too masculine, too functional and too under- 
stylised. The hot new shades from the Italian fashion houses, on 
the other hand, were all the rage on college campuses. 

Uday Agarwal, 34, Marketing Manager, MAS, thought it 
was time to rethink the brand's strategy, starting with the prod- 
uct portfolio. *Fashionable metro consumers are asking for 
and willing to pay for the latest international styles," said 
Agarwal, *Their media exposure to global glamour has risen ex- 
ponentially, and everyone wants to be ‘with іг.” 

*But we have some of the latest styles," objected Tandon, *and 
they're being endorsed by some of the coolest celebrities." 

Agarwal wasn't impressed. *Our last few promotions, even with 
cricket celebs, weren't runaway successes though," he countered, 
aware that Tandon had seen the sales charts. *I think we have to 
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question our earlier assumption that rising fashion 
consciousness will work in our favour.” 

“Don’t go just by the upper-crust,” said Tandon, “this 
is a vast country, and we still have half the market.” 

“Half, and falling,” said Agarwal, gloomily. 
“Besides, with multiple ownership rising, the upper- 
end matters a lot.” 

Tandon paused for a moment’s thought. The days 
that the brand advertised itself as a Uv ray filter were 
long past, and for most of the 1990s, the thrust had 
been to raise volumes by expanding distribution (to B 
and even C class towns), containing prices within the Rs 
1,000-2,000 band, and appealing to the fashion aspi- 
rant. The brand, thus, had been portrayed as an acc- 
essory for the cool, confident individual who was not 
afraid to be him or her self. The emphasis was on the 
classic model. Over-styling, it was reck- 
oned, would’ve put this consumer off. In 
the past two years, Lyrix had used an 
edgy TV campaign to give itself a more 
yuppie image. But the product range 
remained the same, with a few addi- 
tions here and there. So it was natural, 
Tandon was willing to concede, that 
Lyrix was seen by youngsters as a serious 
brand for the 35-plus. 

^] feel that youngsters want sleek and 
snazzy designs that stand out,” said Agarwal, “the 
kind that make a statement not just by virtue of being 
sunshades, but by giving a distinct look to the face.” 

Tandon nodded unconsciously. Was the market 
changing faster than she'd noticed? It was true that the 
entire shopping environment had got spruced up, of 
late, with glitzy malls opening up. Merchandising stan- 
dards had risen sharply. Indian film stars had turned 
trendy even by international reckoning, And the typi- 
cal youngster did not want to be typical any more. 
Blending in was out, standing out was in. 

And the droolworthy sunshades displayed at the 
spiffy new superstores, Tandon realised, were not 
Lyrix pairs, but a clutch of other imported brands. 
Yet, volume growth was important to her, and here, 
a major part of the battle was tackling the unor- 
ganised sector—the Lyrix counterfeits that dam- 
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aged people's eyes but continued to attract people 
with their throwaway prices. 

“Uday,” said the managing director, “I appreciate 
your worries about the top-end, but there's a bigger pic- 
ture to work on. Staving off the fakes is our leadership 
responsibility. And for that, I think we need to re- 
emphasise the eye-care attributes of the brand." 

al was alarmed. *Abandon the glamour pos- 
itioning?" he asked, his eyebrows raised high. 

“I didn't say that,” replied Tandon, aware that the 
lifestyle motive was still stronger than the ray-protec- 
tion motive. “And don’t give me that Jim Carrey look 
from ‘The Truman Show’—you know that the brand 
has a lot of science behind the starry sex appeal.” 

“Yeah, sure,” admitted Agarwal, “we must do 
whatever is strategically necessary.” 

“Good,” said Tandon. “Now why 
don’t you work out the potential sales 
boost we can get from attacking the 
fakes? Income levels have risen at lower 
socio-economic levels as well, and we 
may get bigger volumes here, than by 
worrying about Pavretti, Milano and 
other highfalutin labels. Besides, we must 
never alienate the lifelong Lyrix loyalist— 
who has expectations of the brand on 
various rational and emotional levels." 

Agarwal felt his gut churn. Would this spell the end 
of his new marketing proposal, he wondered. 

Tandon continued. *We need to address both the 
hip and the health market," she said, *that's what 
Lyrix's brand heritage is all about—you know that." 

Agarwal sighed. And then spoke. “Oh, Га thought 
we could turn our product lines a little more lyrical, go 
all out for the hip college campuses and then adopt mus- 
ic as a brand theme. I found this interesting number by 
a band called Timbukthree..." He snapped on his 
pocket player for a demo. ‘Am doing alright, gettin’ 
good grades, the future's so bright, gotta wear shades 

. went the chorus, sounding appropriately colle- 
giate. "It's an '80s track, so I think the core consumer 
would also go for it," he said, hopefully. 

Tandon said nothing. 

The question: Should Mas adopt Agarwal's plan? Ifl 
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Don't Chase The Fakes 


HARSH CHOPRA 


Managing Director, 
Ray-Ban Sun Optics India 








it is clear that the core position of this heritage 

brand—a combination of high performance and 
styling—cannot be abandoned because that would res- 
ult in Lyrix losing its identity. While the brand must 
evolve with changing lifestyles, a shift to street styles 
will make its product range and styling indistinguishable 
among the multitude of fashion brands screaming for 
the consumer's attention. 

This is particularly true in the Indian context 
where a purchase decision involving Lyrix sunglasses 
would be a big financial commitment by the consumer 
and a relatively involved decision. A shift to ‘flavour 
of the month' styles from Italian fashion houses 
would be suicidal for the brand. 

With global fashion brands changing their collections 

J every season, consumers are 
"Lyrix should more often than not likely to 
reposition itself from find their expensive sunglasses 
its ‘classical’ slottoa going out of fashion every sea- 
тоге trendy and son. As for the argument that 
elegant look, even the brand should be reposi- 
while retaining its tioned with the aim of ensnar- 
superior value ing teenagers, they would con- 
ition” stitute at best a low margins 
ree market and would not be able 

to afford the higher-end offerings of MAS. 

A strategy that is essentially based on going after 
cheap imitations of Lyrix through a focus on the 
technical delivery of the product is unlikely to help 
MAS much either, for the simple reason that those who 
go in for these visibly shoddy fake sunglasses are 
buyers from a different strata—people who wouldn’t 
buy Lyrix anyway, good or not. 

So, the right way forward is for the company’s 
management to focus on the Lyrix brand successfully 
making the transition from its current ‘classical’ posi- 
tioning to a more trendy, elegant and refined look 
even while retaining its technical superiority and func- 
tional image of guaranteeing protection to the eyes. 

The sunglasses brand should offer more than 
just glamorous styles and be positioned to bring out 


S HOULD MAS ADOPT UDAY'S PLAN? AT THE VERY OUTSET, 
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its legendary heritage. This would be akin to a 
Mercedes-Benz car—a very high performance ma- 
chine that is an evolving brand at the same time. This 
shift in positioning needs to be started at the design 
stage—style, lens colours, frame material and so 
on—so as to accommodate its core loyal users while 
initiating the younger users into its fold. 

If such a shared vision could be evolved by Mas’ 
management, it could successfully effect the brand’s 
transition from its classical positioning. This should be 
the first step. The next big challenge would lie in exe- 
cuting the vision. Communication of this vision to 
designers and engineers, selection of the right styles and 
creating a balanced product range that offers something 
relevant to all consumers will determine the brand’s suc- 
cess in the long-term. 





PRODIPTO ROY 


Associate Director, 
KSA Technopak 


AS’ PROBLEM IS AKIN TO THAT OF MOST 
М: fashion brands, In its long exis- 

tence in this country Lyrix has built a brand 
equity for itself through successfully communicat- 
ing its functional benefits to the consumer. But it 
has done little to bring its prod- 
uct-mix up to date. “Lyrix needs to 

Clearly, the two major chal- transcend the 

lengers to Lyrix’s dominant category boundary of 
position are the foreign brands functionality and 
that have entered the market differentiate itself as 
with greater glamour appeal and а premium brand 
à hae ge are hens bec through product 

‚ primarily in the ihnovation" 
and C class towns. 

There are four stages of evolution that a brand's life- 

cycle can be divided into. In the initial stages, a new 
category of products is created that offers specific 
functional value to the customer. This is followed by a 
process where the original product proposition is altered 
to offer more value to more people. These two stages 
belong to the emergent phase of a brand where it is yet 
to make it to the big league. The brand enters the main- 
stream through a prolonged phase of commercialisation 
and finally establishes itself as a key player in a 
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particular product category across segments. 

In this instance, Lyrix has created the sunglasses mar- 
ket in this country but its communication focus remains 
largely on functionality (protection from ultraviolet rays) 
even though the market has moved on to a higher 
level of sophistication. It now needs to transcend the 
boundary of functionality and differentiate itself as a 
premium brand through innovation. 

MAS’ Managing Director Shrishti Tandon is correct 
in her assessment that the Indian consumer is hunting 
not for cheap, but for ‘value’ products. There are 
numerous instances of consumers going in for a more 
expensive product once they were convinced that it 
would prove to be a better bargain in the long run. 
Nokia, for instance, is the clear leader in India in 
mobile phones even though the cheapest products in 
that market are offered by Motorola. Another good exa- 
mple of this is the fact that many car buyers are willing 
to shell out an extra Rs 1 lakh or even more and be seen 
driving a Palio, which is considered a better-designed 
car than its counterparts in the B segment. 

However, consumers have reached a level of sop- 
histication where the old definition of ‘value’ has been 
expanded to include differentiation. The consumer 
now wants to be able to choose from among a range of 
products, technologies and designs. 

MAS has its work cut out. The market is expanding; 
the B & C class towns are also growing. They need to 
look beyond the uv filter, come up with different 
product propositions to cater to each consumer seg- 
ment. Having said that, this is no quick-fix solution, it 
would require a lot of grind, testing of hypotheses, 
launches, mass distributions, supply channels, and of 
course, many such discussions in the future. 


RICHA PURANESH 


Manager (Marketing Services), 
DCM Benetton India 


5 PER CENT DROP IN MAS’ MARKETSHARE OVER A 
Ar of barely a year means that the growth of 
yrix as a brand has failed to keep pace with that 
of the sunglasses market as a whole. It is also a clear sig- 
nal of the serious shift in the dynamics of the product 
segment. While the consumers remain loyal to high-end 
brands longer than they do in the other segments, re- 
alignment is inevitable beyond a point. The argument 
by MAS’ marketing head that Lyrix as a brand is at a crit- 
ical crossroads is absolutely correct. 
The sunglasses market that Lyrix dominated for 
so long has metamorphosed over the years from a 
simplistic, notionally homogeneous one into a sophis- 
ticated web of segmentation with all its attendant 





specificities: age groups, lifestyles, affiliation choices, trend 
consciousness, plus a complex lot of swish-shopping envi- 
ronments and brand alternatives. To survive in this 
environment, Lyrix should evolve. 

If MAS has so far failed to stem the tide, it is because 
its attempts to stay in tune with consumers’ changing 
preferences have been half-hearted. While Mas’ tele- 
vision campaign portrayed Lyrix as a sunglasses brand 
for cool, confident yuppies, its sales thrust focused 
on B and C class towns. The pricing, in turn, was 
determined by this sales strategy. Further, the models 
emphasised were classic Lyrix oldies. 

Lifestyle brands are often born of rational brand 
promises that then draw upon glamour power to grow 
their appeal. Even after these brands evolve, they de- 
pend on their original rational assurances of value to 
lend substance to their fashion gloss. The two are co- 
dependent and never contradictory, even though MAS’ 
marketing chief seems to think that there is a choice to 
be made between them. 

Instead of calling in question Lyrix’s carefully nur- 
tured synergy and linkage between hipness and solid 
science, a reinterpretation of what glamour and science 
mean is needed. Mas’ Managing Director Tandon, 


on the other hand, needs 


to realise that tackling “Rather than 

fakes is no marketing strat- questioning Lyrix's 

egy, but just a bottom-line nurtured synergy 

protection task. between hipness 
To send Lyrix’s posi- and solid science, 

tioning skittering from it's necessary to 

addressing mature 35-plus reinterpret glamour 

loyalists to college teenies and science" 

seems too much of a knee- 


jerk reaction on the part of the company. Such a 
course of action would also create the risk of alienating 
the core franchise and rejection on part of disbelieving 
teenagers. It would be cannier to isolate the core atti- 
tudes that the market seems to be tuning to, which 
would integrate with and evolve the brand. 

The insights obtained thus could also help the com- 
pany's brand make it big with the image-conscious 
25-plus consumers. The decision on whether to re-ori- 
ent the brand completely towards this segment or to 
hive off a brand extension would require a fair degree 
of research and analysis on the segment's dynamics 
and the implications for brand Lyrix's architecture. 

Either course of action would give Lyrix a hipper, 
younger spin, while allowing it to keep its ‘establish- 
ment’ credentials intact. Rigorous interpretation and de- 
coding of emerging lifestyle affiliations are critical to sur- 
vival of brands in this category. As is re-energising of the 
brand with a view to creating new loyalists with dif- 
ferent socio-economic profiles. Il 
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ЧАТ COULD ONE EXPECT OF A 
collection of 50 interviews, 
conducted by recruitment 


firm Heidrick & Struggles, with cor- 
porate chiefs and thought leaders? 
That too, on ‘leadership’ (of all the 
clutter-breaking words in the world)? 

It depends, as it turns out, on 
just who is talking. The role of edi- 
tors Ashby and Miles is merely to set 
the theme: the value shift from phys- 
ical to intangible assets, and the im- 
portance of ‘human capital’ to ef- 
fective leadership. Which, of course, 
is about change (as distinct from 
management, which is typically 
about the status quo). 

McGill University’s Henry 
Mintzberg, for instance, might well be 
offended by the term ‘human capital’. 
“I’m not a human resource, I’m a hu- 
man being,” he protests. The professor is 
equally distressed by this whole busi- 
ness of “idealising leaders”. Because 
it turns companies dysfunctional— 


hostage to idealisation, unable to do 
anything. “We obsess about change, 
we get a lot of trivial change, a lot of 
cosmetic change, a lot of insignificant 
change,” he complains. 

Business writer Jim Collins echoes 
those views, directing his fire at the 
‘charisma’ cult. “I think of charisma 
as being like a stutter or a lisp,” he 
declares, advising leaders to “over- 
come this liability”. How? By keeping 
irreverent types around. 

Jack Welch of GE had Scott 
McNealy and Ram Charan as his 
advisors, and he kept his guts. Ken 
Chenault, the chief of American 
Express, talks of ‘courage’ as a criti- 
cal leadership attribute. The courage 
to challenge conventional wisdom, 
To induct new information. To spark 
ideas. Pfizer chief Hank McKinnell’s 
formula: get a diverse team, and get 
'em talking—fearlessly. 

Workforce diversity is a strategic 
imperative to PepsiCo chief Steve 


e‏ چو 


Reinemund, who sees his role as 
that of a goal-setter and team moti- 
vator—to mirror market diversity. 
But ‘reading’ the market is not all 
there is. The consumer may be | 
‘boss’ (board-appointed, that is), | 
as P&G chief A.G.Lafley says else- 
where, but is certainly no paragon | 
of virtue. “If you just made products 
(on the basis of) what people say, 
you'd go out of business," says 
Reinemund. Example: healthfood. 

Kellogg professor Mohanbir 
Sawhney has some interesting obser- 
vations, notably on the “tangibility 
bias” of management, and some 
interesting advice, notably on adopt- 
ing a hybrid business model: a prod- 
uct-centric backend and relation- 
ship-centric customer interface. He 
also speaks of ‘co-opetition’, quot- 
ing F. Scott Fitzgerald on intelli- 
gence being the ability to “keep 
two conflicting ideas in your mind 
at the same time and retain the 
ability to function”. 

Dell founder Michael Dell makes 
some sharp points too, specifically 
on the jumble of Internet proto- 
cols. “The market will eventually 
sort out a clear winner,” the young 
chief notes, “but until that time, 
the lack of a uniform platform stan- 
dard is the missing covenant of uni- 
versal collaboration.” 

ARESH SHIRALI 
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A BY TWO MCGILL 
professors, this book exam- 
ines India’s prospects for super- 

< f ¥... power status, post-Pokhran. Even 
without the obsession with sta- 

tus, the gap between aspiration and reality is evident. 
The authors recount India's worries down the years, 
from Nehruvian non-alignment and the Baghdad Pact, 
to America’s ‘tilt’ towards the subcontinental adversary. 


Still, India remains in the game, with—ahem—Henry 
Kissinger and Samuel Huntington quoted among the 
cheerleaders. The authors discuss Joseph Nye's advo- 
cacy of ‘soft’ power, and even hand an ‘aye-aye’ to 
Bollywood and Bangalore. Yet, they lurch to the his- 
torical hypothesis that economic success follows mili- 
tary might. Accordingly, much of the book is devoted 
to what the authors see as pre-Pokhran superpower sta- 
tus constraints: economic woes, hazy “national identity" 
on account of “heterogeneity”, “containment” by 
America and China, and the regional adversary’s pur- 
suit of “parity”, with the Bomb being the “great equaliser”. 
So, is a Tough India any better off? That, the reader must 
decipher. Okay. But what about the game-shift caused 
by America's ммр? Left largely undiscussed. Eli 
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of describing what turns employees into emp- 

loyers, wage slaves into devil-may-care risk- 
takers. This may be an odd phrase in a business 
magazine, but I have heard it on enough people’s lips 
to know it’s what drives them. 

I remember coming across it in a novel some time 
in the late 70s. James Clavell perhaps. The heroine in 
the book has slogged for years, fighting her way up a 
male-dominated hierarchy to come within inches of the 
top. The Taipan, or Big Boss, is about to announce her 
promotion. But she drops out saying thanks, but no 
thanks. She explains: With all due respect, Гуе made 


Е ORGIVE THE F-WORD. BUT THERE’S NO BETTER WAY 


. my f— you money, and can now say no to anything I 


don’t 100 per cent want to do. So, it’s really nice of 
you, but I don’t want to work for anybody right now. 

Well, like Clavell’s heroine, I was certainly not a 
born entrepreneur—failed attempt to start a cleaning 
service at 18 aside. I worked at an assortment of jobs 
in an assortment of countries, trying to figure out 
why I was cozying up to people I didn’t want to cozy 
up to, and doing stuff I really didn’t like doing. 

The thought that kept me going was that I was on 
my way to make that f--- you money. To me, it was a 
certain amount of cash in the bank (or liquid securities, 
or even a house) that would allow me to say “No” to 
anyone or anything I might dislike. 

I remember making my first calculation over a 
decade ago. At that time, it was enough money 
for me and the spouse to live comfortably for a year 
if we stopped earning. As time went by, more got 
added to that calculation. Like a house one owned 
outright. A little money to travel. 

The money happened. So did the house and the 
travel, It’s amazing how much one could do in India 
with the peanuts one earned abroad. 

I didn’t leave work yet, but found myself changing 
in the way I approached it. I was always a pain in the 
system’s posterior, but soon became even more unwil- 
ling to compromise. The weird thing was that the 
more risks I took at work, I didn’t come closer to get- 
ting fired—but the opposite: the more I got promoted. 

This new-found confidence allowed me to change 
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NOTES FROM THE TROUGH Ш Mahesh Murthy 


F--- You Money 


Some are born entrepreneurs, others are made. Here’s what makes them. 


jobs, careers, even fields at will. I tried retiring twice, 
at 30 and 32, but relapsed as I couldn’t sit at home and 
do nothing. I did that calculation again four years 
ago. The number had grown, but not by that much. 
And we were there, comfortably there. This time I fin- 
ally stopped being an employee. 

There are two things one has realised since. First, the 
f— you money—let’s call it FYM to keep the editor here 
from cringing any more—needn't be a huge number. I'd 
say look at your expenses for six or nine months. Not 
income, but the sum of your rent, mortgage, credit card 
bills, expenses, the ‘necessities’. Then add a little 
cushion, maybe for travel or a medical emergency. 
Now write that number down. There is no fixed 
amount—but I’ve seen people come up with any- 
thing from Rs 2 lakh to Rs 25 lakh. 

Now look at your assets closely. You may already 
have that money somewhere in your house, be- 
longings, jewellery, shares. Now assuming you 
don't exactly love your job and want out, liquify 
enough hard assets, and put them somewhere safe 
where they won't depreciate, hand in your papers 
and start anew. If you're not there yet, you may find 
you can quickly work towards that FYM. 

The second realisation comes when I ask people 
this: If you were stranded somewhere in the Sahara 
close to an isolated nomadic village, with no money, 
no phones, no language in common with those folks, 
would you die of starvation? 

Every answer comes back *No—T'll manage." To 
which I ask: If you can survive in those dire cir- 
cumstances, why wouldn't you survive if you just 
walked out of your job? You WILL figure out a way 
to make do going forward. 

I know this now—for a born entrepreneur, the 
required FYM is zero. He doesn't need money in the 
bank—he has confidence in his mind. The rest of us, 
myself included, might need the comfort of some 
FYM before we can finally put a comma in that 
phrase, before the word ‘money’. @ 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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COUNSELLING 


Help, Tarun! 


| am a 35-year-old Vice President (Marketing) in a large fast 
moving consumer goods company. | have recently been 
made a job offer by the ceo of a new retail venture. In addition 
to a substantial jump in compensation, the job offered also 
involves greater responsibility than my current job does. It will 
probably take me another three years to reach that level in 
my current job. However, | feel there are too many risks att- 
ached to working in a new venture and it does not offer long- 
term job security. Should | accept the job? 

Embracing change is critical to growing professionally. 
New challenges along with different work environ- 
ments can have a stimulating effect on your career 
growth. You must, however, weigh the benefits of mak- 
ing such a move against the attendant risks. First, make 
a realistic evaluation of the chances of the new venture’s 
success. Second, decide whether the new role is in line 
with your long-term plans. Lastly, you must have a con- 
tingency plan in place in case the business does not suc- 
ceed. You must be prepared, mentally and financially, 
to search for another job in a reasonably short span of 
time. As long as you are satisfied on these counts, I think 
you are young enough to undertake the experiment. 


| am a 27-year-old advertising professional with five years’ 
work experience. | recently switched over to a new agency, 
only to realise after joining that many of its practices are down- 
right unprofessional. Disorganised reporting structures, hec- 
tic working hours, and extremely rude bosses have made my 
stint here a difficult one. | have tried looking for a suitable job 
elsewhere but with no success. Would changing over to the 
brand management function be a good option? 

Sure, you could change over to a brand management role 
but in this uncertain economic environment, you are 
likely to face competition there as well. If you are dis- 
satisfied, look for another job but don’t make that 
your focus. Your focus should be on doing great work 
and learning. Take your new work environment as a 
challenge and try to make the most of it. Hectic work 
schedules, tight deadlines and stiff competition are 
characteristic of any advertising agency. At your age, you 
should not get intimidated by these factors. As long as 
you perform well, you should be fine. 








| am a 40-year-old Chief Financial Officer in an automobile 
MNC. We have recently got a new Chief Executive. The ear- 
lier one used to depend heavily on my advice in financial mat- 
ters but the new one, since he comes from a finance back- 
ground himself, often overrules my suggestions. Since his ar- 
rival, | have felt completely sidelined. Should | discuss this 
with him, or just look for a new job? 

The new CEO is probably keen to make a contribution 
and since finance is his area of strength, that’s the area 
he is going to meddle in. You should try and get him on 
your side. Discuss all financial matters with him and 
ask him for his opinion. This will make him feel im- 
portant as well as positively inclined towards you. 
Once you have built a relationship of trust with him, 
he will feel more comfortable delegating responsibility 
to you. Managing one’s boss effectively is a part of 
everyone’s job. Unfortunately, it’s not easy. The secret 
is to highlight your strengths and instill a level of 
confidence in him from where he feels comfortable del- 
egating work to you. Give this approach two months. 
If it still doesn’t work, look for a new job. 


| completed my undergraduate degree in business from 
Indian Institute of Labour Management, Delhi, nearly one-and- 
a-half years ago. Since then | have drifted from job to job. | 
have been unable to set a clear career focus for myself. | have 
now obtained admission to a masters’ programme in acc- 
ounting offered by an Australian university. My family, how- 
ever, is not keen on my going overseas and wants me to join 
the family business. Would a foreign degree add value to my 
career or would it be a waste of time? 

You first need to decide whether you are interested in 
building an independent professional career or whether 
you would eventually like to join your family business. 
If you choose the former and are excited by the prospect 
of working overseas, it makes sense to go abroad. If you 
are seeking a career in India, you would be better off 
considering higher education opportunities in India 
itself. A foreign degree is likely to cost you a lot and 
might not add substantially to your career prospects in 
India. A MBA from a good Indian B-school will be a good 
option for you in that case. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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` Recruiters Diary 


Do you want to change your present job but aren't sure if it's the right time 


Bipaschit Bose, 
CEO, Prospect 


to do so? Head-hunter Bipaschit Bose on the right moment for a change. 


OW DO YOU KNOW IT IS TIME 
Н“ you to change your job? 

More corporate executives 
tend to get the answer to this one 
wrong. This is also the one ques- 
tion on which the otherwise suc- 
cessful careers of professionals 
run aground. So what is it that 
compels top managers to look 
for a change after they have spent 
most of their working lives in 
one organisation? 

The most commonly cited rea- 
son is the glass-ceiling. Executives 
rise to a particular level in their 
organisations, beyond which 
growth becomes either slow or un- 
certain. We recently placed an exe- 
cutive director of a large company 
as the country manager of a rela- 
tively smaller company. This shift 
did not make much sense on the 
face of it, especially since he had 
had an impressive track record. 
But his logic for the job change 


FIVE QUESTIONS TO ASK 


BEFORE YOU MOVE... 


@ Have you reached the end of 
road in the present company? 


@ !s the organisation you are mov- 
ing to substantially bigger. 


@ Will it shorten the time you will 
take to get to the top position? 


Ф Will the quality of life dramati- 
cally improve after the change? 


€ Will you get greater opportunity 
to learn and grow? 








was this: The jump was necessary 
for him because it would take him 
another two years to reach the top 
position in his company, whereas 
he felt he could make the corner 
room much before that. 

Some professionals, after gaining 
expertise in a particular industry, 
seek opportunities where they can 


employ that expertise on a larger 
scale. Prospect has done several 
cheif financial officer chief market- 
ing officer placements where the 
new assignment has been identical 
in nature, except in a much larger 
company, industry or geography. 

Factors such as organisational 
restructuring, loss of mentors or a 
change in the business focus also 
drive such shifts. Professionals 
hired for specific roles get accus- 
tomed to functioning in certain 
work environments, a drastic 
change in that may also result in 
loss of motivation. 

Then, of course, there's the per- 
sonal factor. Executives in their mid- 
forties and fifties often seek a change 
to take care of pending investments 
in their children’s marriages and ed- 
ucation, housing and retirement. 
Officials on expatriate assignments 
often wish to relocate to be closer to 
their children or ageing parents. @ 


Defining Leadership In India Inc. 


What Indian companies value most in their leaders. 


Customer focus 

Developing self & others. 

Strategic planning & implementation 
Result orientation 

Change leadership 

Visioning 

Personal effectiveness. 
Problem solving & decision making 
Communication & interpersonal skills 
Teamwork 





Source: E&Y India Leadership Survey, 2002 Sample: 26 reputed organisation Based on a simple listing of leadership qualities The rankings are not mutually exclusive 
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SIERRA ATLANTIC LIMITED = 


Manager Presales, US/Europe 


PROFILE: 
BE/B.Tech/MCA/MBA (International Marketing) with 6+ years experience in business prospect- 
ing or presales in the US/European market with experience in the Software Services industry. 


DESCRIPTION: 

The incumbent will be responsible for business prospecting in US markets for software service 
companies (Global exposure is must) with knowledge of ERP, CRM, SCM, EAI & Internet 
Technologies, providing technical support for the post lead generation activity through busi- 
ness development, handling prospects & interacting with sales team to close deals. Also 
responsible for assisting in marketing campaigns & market/industry research. 


APPLY AT: 
Email: career@sierraatlantic.com 








. GEOMETRIC SOFTWARE SOLUTIONS CO. LTD | 








DEEPAK NITRITE LIMITED 


Manager (Exports), Pune 


PROFILE: 
Chemical Engineer with 10-- years experience in export marketing of chemical products 
with in-dept knowledge of foreign trade, Export Policies’ Guidelines and market trends. 
A Post-graduate Degree/Diploma (Management/Foreign Trade) would be an added advantage. 


DESCRIPTION: 

The position is for Deepak Nitrite, one of the leading manufacturers of Inorganic/Organic 
Intermediates and Fine Chemicals in thé country. Our R & D Centre — recognized by the Dept. of 
Science & Technology is our key strength followed by our marketing strategies that keep pace with 
international brands. The incumbent for this position will be responsible for handling his respective 
territory on strategizing, raising market share, exploring possibilities of new products etc. 


APPLY AT: 
Email: recruit.pr@deepaknitrite.com 
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GE-INDIA BUSINESS CENTER 





Business Analyst, Hyderabad | 


PROFILE: | 

GE IBC in Hyderabad is a microcosm of GE Industrial Systems USA, and the largest design | 
and development Center for GE Industrial Systems in the world. 

| 

| 

| 

i 


| DESCRIPTION: 

4-10 years experience with sound knowledge in the areas of Data Modeling, Data 
Warehousing, Business Processes, Domain knowledge in the functional areas like Financials, 
Sales, Manufacturing etc. Should have ideally executed at least two complete Lifecycle Data 

Warehouse projects. 


APPLY AT: 
Email: Srivastava. Anil@geind.ge.com 














INFOCOM NETWORK LIMITED 





Branch Manager, Coimbatore/Kochi 


PROFILE: | 
4-6 years experience in concept selling or direct marketing preferably in yellow pages industry 
with at least 2 years experience in. independently leading a team. Should have strong concep- | 





tual and analytical skills with the ability to plan, strategize & implement. 


DESCRIPTION: 
The position is for a leading organization engaged in promoting EXIM Trade through database 
management, publishers of Exporters’ Yellow Pages, importers Directory and host to the lead- | 
ing b2b portal i.e. www.trade-india.com. The incumbent will be responsible for achieving allo- | 
cated sales targets through constant motivation and monitoring of sales staff and will be over- 
all in-charge of the established branch. 


APPLY AT: | 
Email: hrd@trade-india.com | 











CLIENT OF DIGVIJAY MANAGEMENT 
ULTANTS PVT. LTD. 


Production Manager, Hyderabad 


PROFILE: 
M.Pharm with 10-12 years exp. in Production 
department of a reputed formulation company 
having exposure to regulated markets. 


DESCRIPTION: 

The position is for the second largest Pharma 
company in India. The Co. is recruiting dy- 
namic & result oriented professionals for their 
major expansion in the following areas: 
Production/Quality Control/Quality Assurance/ 
Regulatory Affairs/Formulations Development/ 
R&D/Maintenance, etc. The incumbent will be 
resp. for handling total production of the facil- 
ity, training & leading the team for approval of 
USFDA & MCC. Should have knowledge of 
Solid Dosage Forms (tablet & capsule), Pellet, 
Aerosols, Injectables & Sterile bulk operations. 


APPLY AT: 
Email: dmci@rediffmail.com 


CONS 





PLANETASIA | 


Senior Member Technical Staff 
(Manager-Accounts), Bangalore 


PROFILE: 
CA and ACS with 6-8 years experience in 
handling Finance & other statutory obliga- 
tions pertaining to Company Secretary profile. 


DESCRIPTION: 

The position is for Planetasia, a solutions 
and services company focusing on Enterprise 
Middleware/Internet Technologies. The 
incumbent should have worked on SAP with 
strong written and oral communication skills 
and the ability to present and discuss in a 
way that establishes rapport, persuades: 
others and gains understanding. 


APPLY AT: 
Email: smithav@planetasia.com 


| NX naukri.com | 


: Indias Мал Job Site 


CLIENT OF EXCLUSIVE SEARCH 
RECRUITMENT CONSULTANTS 


Vice President-HRD, Chennai 


PROFILE: 
Post-graduate in Behavioral Sciences prefer- 
ably from premier institutes like XLRI/TISS 
with 10-12 yrs. exp. will be advantageous. 
3-4 yrs. exp. in service industry is essential. 


DESCRIPTION: 

The position is for one of the top 10 Indian 
houses setting up a large IT enabled services 
division at Chennai. The job involves build- 
ing an institution right from scratch, evolving 
proactive HR policies in tune with the rich 
culture of the organization and contributing 
in running the organization with a targeted 
strength of 1000-1500 employees. 


APPLY AT: 
Email: sunathy@clickitiobs.com 
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Marketing Executive, Mumbai 


PROFILE: 

Bachelor's Degree/MBA with 5-- years expe- 
rience in FMCG sales and business develop- 
ment. Brand management and previous 
experience of working with Advertising/PR/ 
Market Research Agencies is preferable. 


DESCRIPTION: 

The incumbent will be responsible for sales 
and brand management of Teflon finishes 
business for the house-ware market. The role 
involves working with direct customers, retail 
stores, Advertising/PR/ Market Research 
Agencies and end-users. Also resp. for sales 
presentations, managing Direct Sales Officer, 
handling promotional activities at retail out- 
lets, developing new applications. & establish- 
ing networks with targeted industry segments. 


APPLY AT: 
Email: Neenu.B.Sahrawat@ind.dupont.com 








Wis Se E xaT 


To manage our 
exploding portfolio 
we need 


Regional Managers. 


If you are looking for a career that's 
a perfect blend of excitement and 
challenges, this could well be the 
opportunity. 


To start with, you'll head a region 
with an annual sales revenue 
touching Rs. 300 crore. Be directly 
responsible for outstanding Sales 
& Service process. Spearhead a 
team that will drive ground level 
activities based on customer 
understanding and insight. Trigger 
your business leadership skills to 
facilitate sales growth, and market 
share targets of a highly 
competent dealer network. 








Being an Engineer with an MBA, and 
an experience of 8 to 15 years in selling 
branded consumer goods or 
automobiles, would mean that you 
have a direct advantage. A 
demonstrated track record of leading 
breakthrough initiatives in highly 
competitive market situations will give 
you the required edge 


Location, will be at one of our regional 
offices in major capital cities. 
Obviously, compensation packages will 
match your drive 


The choice is yours. If you have it in 
you, this could possibly be the most 
rewarding turn of your career 


To apply, please state the following in the 
subject line: Age Qualification Current 
Company Current Designation Current 
Location. For example 

32 BE(MECH) XYZ Manager Bangalore 
Email us at rmrecruit@bajajauto.co.in or 
courier to HR Department, Bajaj Auto 
Limited, Akurdi, Pune 411 035. 


© ш 


www Dajajauto.com 














Wanted heads waiting to light up. 







The BUSINESS DIVISION of THE INDIA 

TODAY GROUP comprises of widely read 
magazines like BUSINESS TODAY and SMART 
INC, undisputed leaders in their respective 
segments. On the one hand, BUSINESS 
_ TODAY boasts of the. highest circulation and 

г readership among all business magazines in 
India. On the other, SMART INC boasts of a 

highly unique editorial content. It showcases 

. the application of technology in business for 
. increasing profitability. 

.. The BUSINESS DIVISION is shortly launching 
` GOLF DIGEST, the No.l golf magazine in the 
. world, in India. In addition, the Division also 
has marketing & distribution tie-ups with 
reputed international magazines like TIME and 
FORTUNE. Also forming a part of all this is 
the INDIA TODAY BOOK CLUB, with over 
_ 200,000 members, with an aim to bring good 
: quality, unique and wide collection of books, at 
D heavy ‹ discounts to the club members. 









































Ме are looking for the following sales and 
— "marketing minds - people with fire in their 
bellies; who do not wait for opportunities to 
come by, but go out and create them. 


Regional Manager (Advertising Sales), 

Mumbai: The incumbent should have 6-8 

+ years' experience in media sales, and should 

have worked with well-known brands. He/she 
will report to the Associate Publisher, and 

‘should possess sound industry contacts, the 

ability to work out strategy beyond regular 

. selling to provide in 

solutions to clients. Apply: 
rm.hr(Qintodaycom 

Marketing Manager, Delhi: The incumbent 

should preferably be an MBA from a reputed 

_ institute, with 5-7 years! experience in the 

.. marketing function across various industries 

` and is bottomline conscious. Reporting to the 

Associate Publisher, he/she would primarily be 





~ THE 
INDIA 





responsible for Brand Management of 
BUSINESS TODAY and other brands. Apply at 


hr@intoday.com 


„Business Manager (INDIA TODAY 


BOOK CLUB), Delhi: Preferably an MBA, 
with 4-6 years’ experience. The incumbent 
should have sharp marketing acumen, 


` extensive exposure to relationship marketing 


and is bottomline driven.The incumbent 
would be responsible for conceptualising, 
planning and implementing the brand and 
loyalty strategies/programmes for INDIA 
TODAY BOOK CLUB. Apply at 
bm.hr@intoday.com 

Asst. Manager/Sr. Executive (Key 
Accounts), Delhi & Mumbai: The 
incumbent should have 2-5 years’ selling 
experience in. media or other B2B segments, 
and would be responsible for developing and 
selling concepts for various brands. He/she 
should be well versed and capable of 
interacting with decision makers. Apply at 
ka, hr@intoday.com 


Assistant Manager/Sr. Executive 








(Advertising Sales), Delhi & Mumbai: The 


incumbent should have 3-5 years of B2B 
selling experience, preferably in media, and 
would be responsible for selling space in 
various publications of the Business Division. 
Selling experience with IT magazines would be 
preferable. Apply at as.hr@intoday.com 
Marketing Executive, Delhi: The 
incumbent should have 2-3 years’ experience 
in coordination of marketing activities and in 
addition to being adept at MS Excel & 
PowerPoint, should have sound analytical skills. 
Apply at me.hr@intoday.com 

If you qualify, and are interested to make a 
career with us, please e-mail your CV, along 
with current compensation, at the specified 
e-mail ids. 
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Best Employers 
Best People 


| BEST Better Business Results * 
| EMPLOYERS 








E aspiring to be an employer of choice? 


How 
. do you 


the Best People for Your Business 


You are invited to the BT-Hewitt Best Employers in India 2003 Study. Conducted by Hewitt Associates, 
this study will depict, analyze, and shortlist India's finest workplaces. 


Results of the study will be published in Business Today in August 2003. 


To participate, your organization must have a minimum of 100 white-collar employees and been in existence | 
in India for at least 3 years.The last date to confirm participation is February 15, 2003. 


For further details and participation visit www.bestemployersindia.com; E 
or e-mail us at bestemployersindia@hewitt.com; ewitt 


or contact Hewitt Associates on (91) (11) 5164 5000. 











They have to wear the right things before 
anyone else does, sport the right accessories 
before others have even heard of them, and be 
seen with the right crowd. Meet the obsessive 
status-seekers—a tribe that’s swelling by the 
day. BY ABHA BAKAYA 


MY, THAT’S A NICE WATCH,” SAID A GENTLEMAN 
to the lady seated next to him at a formal din 
ner, “How much did you pay for it, Five?” 
“Eight,” replied the lady. *And I mean 
pounds." And went back to her soup. 

Descartes' Cogito, Ergo Sum may be relevant in grey 
matter heavy Bangalore where IQ, more often than not, has 
a correlation to personal worth. 

Elsewhere, Possidere, Ergo Sum (1 own, therefore I am) 
may well be the defining spirit of this decade. 

Eight thousand pounds (roughly Rs 6,23,076 ) isn't, 
for some people, a lot of money to spend on a bauble 
but it is, again for some people, a number of an im 
pressive enough magnitude to be introduced, subtly 
or otherwise, into polite conversation. 

As for the thingamajig itself, possessing it is as im- 
portant as knowing the right people and being seen at the 
right places. You may not smoke cigars (leave alone, 
know how to smoke one), but you'd better. You may not 
know how to pronounce Piaget (pya-zha’), but you'd bet 
ter sport one on your wrist. And you may not have the 
faintest idea of how to use your Nokia 7650 video-clip 
phone, but you'd better tote one along. 

I own, therefore I am. 

I own, therefore I must be somebody important. 

Meet obsessive status seekers and compulsive consumers 
rolled into one composite whole that is, at once, a mar- 
keter's delight and a Page Three hack's bread-and-butter 

The high-profile lawyer across the table from this writer 
is important. There are three mobile phones on his desk, all 


Ce PTE NT ETI ача ар Ce aa aaa ea ee) ST mme "EN CHER : x 
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bt back of the book 


Nokias, a communicator, a 6100, and a 7210. He 
has five cellular connections. And doesn't quite remem- 
ber how many phones he has changed in the past 
year. One reason is a whim. Another is functionality. 

That may be true for phones, but watches? 

The lawyer has a Cartier, a Piaget, and a Bulgari at 
home. Right now, he's sporting a Audemars Piguet—he 
actually unstraps it and hands it to this writer. Then he 
points to the fancy writing instruments on his table. “This is 
the Mont Blanc mechanical pencil." We are impressed. 


Flaunt It 

There are several theories doing the rounds that explain 
this new-found obsession with status symbols. Socio- 
logist Dipankar Gupta believes—and he has written 
about this in his book Mistaken Modernity—that with 
physical manifestations of class (such as turbans, mous- 
taches, dress) disappearing, people differentiate them- 
selves through brands. Everyone has a cellular phone. 
So, it becomes imperative for an individual who wants 
to stand out to have the newsest one to be launched. Or 
the most expensive one. Everyone wears Gucci sungl- 
asses. Hence, the growing demand for Oakleys. *There 
is a set of people for whom it is very important to have 





KNOW YOUR STATUS QUOTIENT 


Are you obsessive about status, or just plain concerned? Find out 


How many of the books you've picked up gratis, even 
bought, at book-reoding sessions have you actually read? _ 
ФА! 

© Few 

@ None 

© You read books? 


WU NS 


Why did you attend the last party you did? 

© Your boss insisted you attend 

© It was being hosted by о dear friend 

@ It was being hosted to honour a deor friend 

© Everyone who was anyone was going to be there 





EES 


How топу Page З columnists do you know? 


© I've seen their names in print 
© More than two 


[EIE] 


@ All 
® None, but they all know me 


What was the occasion behind the last porty you attended? 


© Someone got married 

© Birthday 

@ Book launch С 

© Well, its complex, but X sent me an SMS inviting 
me to Y's party which was being thrown іо... 





BEE 


If your photograph hos ever appeared on page 3 
what have you been identified as? 


the first-mover advantage so as to be seen as savvy, spe- © Party-goer [3 
cial, or simply different," says public relations consultant © ... and companion — 
Dilip Cherian. And they will do anything to be seen as @ ...andfriend — — 
that. Carry four expensive-looking pens that will never © You mean you don't know me? LJ 


be used, enroll (on the sly) in wine-appreciation classes, 
learn to air-kiss. “People are fanatical about what 
other people think of their belongings,” says Suhel 
Seth, the СЕО of advertising agency Equus Red Cell and 
a regular on the capital’s party circuit. “For them, sta- 
tus is defined through tangibles, not personality.” 
That explains why Obsessive Status Seekers have to 
be the first to buy a new car. Or a new phone. “The 







If you have predominantly picked As, your status quotient is low, but 
#4 an you оўу don't care about such things, it shouldn't matter. 


If you have predominantly picked Bs, you are beginning to 
HE sd SSL be worried by it as well. 


If you have predominantly picked Cs, you are getting there. 


gui And if you have predominantly picked Ds, you 
obsess about your status. 








DEEPAK С. PAWAR 






















HE NEWEST PALM, A FUJITSU TABLET, THE LATEST NOKIA 

phone, key-chain vaults, digital pens—there 
are some people who can't keep their hands. 
There's no question of status here—these guys away from any or all of them. Jakka Bhakta 
simply can't keep away from the latest doo-dads. Reddy, the 30-year old ceo of Bangalore- 
based software hotshop Cognos Infotech is 


one. A Handspring 270 Treo serves as his mobile phone and Poa rolled into one. When he trav- 
els abroad—10 days a month on an average—he calls the map of the city he is in onscreen anc ^ 
navigates around. India doesn't have such Global Positioning or allied location-based services anc 
Reddy confesses that "there are people who think it doesn't therefore make sense to own a Treo". 
"But | need to keep up with the latest gadgets; in fact | am thinking of upgrading to the new Treo 300 ^ 
which has more functions". A Sony vaio and a Magellan GPs unit complete Reddy's armoury. Increasingly, 23 
digital devices (d-devs for the cognoscenti) are becoming the benchmark of how with-it a person it. Cars — 3 

are cumbersome and don't quite boast the same ors (Opportunity To See or Opportunity To 
Show-off) as d-devs. Besides, given the pace of technological change 

it takes stamina (and oodles of the green stuff) to stay abreast , 

the latest devices. For execs like Reddy, there's a significant 
functional pay-off too. See my PDA; see me. 


Jakka Bhakta Reddy, CEO, Cognos: The G-man 


OBSESSIVE GIZMO 
COLLECTORS 










motive is to charm others—an effort to enhance their sta- 
tus in the eyes of others,” says Meenakshi Gupta, a soc- 
ial psychologist at the Indian Institute of Technology, 
Mumbai’s department of humanities and social sciences. 
Besides, modesty is out in the new India. It is alright to 
be rich. And it is alright to let the world know that you are 
rich. (There is, of course, the reverse snobbery—one of its 
best practitioners is one of India’s best known technology 
entrepreneurs—of being needlessly austere, but that is 
another story). Everything, much like in the newest 


People 

_ differentiate 

. themselves 

. through brands. Everyone has a 

| ‚ cellphone. So, it becomes 

t, Imperative for the individual who 

‚ Wants to stand out to have the 
newest one to be launched 


Bollywood blockbuster, has to be larger than life. Jay 
Gatsby, not Mahatma Gandhi, is everyone's role model 
although most status seekers would be more familiar 
with the second name than the first. 

Sociologist Dipankar Gupta claims this is a result of a 
cultural vacuum where consumerism becomes an anchor. 
People make the mistake of associating modernity with 
cars and new-age gadgets, he explains in his book. It could 
be that. Or it could just be the desire to belong to the 
smart set and, at the same time, do one better than the rest. 

To the status seekers themselves, there's nothing 
extraordinary about their behaviour. Businessman, 
politician, and man about town Amar Singh fondly 
recollects the days he would wear clothes designed by 
Versace. These days he wears kurtas (you need to do that 
sometimes to be taken seriously in politics) but compen- 
sates by getting them designed by the best in the business. 
“A kurta is a kurta, “ he argues Stein-like, “and a jeep is 
a jeep.” “I am not swayed by brand names, but by func- 
tionality—I do live in style but don’t overdo things.” 

Singh may be sincere, but every status seeker 
would like the world to believe that he or she does- 
n’t belong to the species. These wannabe wannabes 
wouldn’t like the world at large to know that they 
want to be. That would be infra-dig. And so, se- 
cure in the knowledge that nothing succeeds like 
excess, they strive on ceaselessly. 

ADDITIONAL REPORTING BY VENKATESHA BABU 
& DIPAYAN BAISHYA 








Its aback Time, Folks 
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tough it is to get out of bed in winter. | 
And then there was the Christmas-New 
Year's holidaying. The overindulgence В 
in calories, the late night partying, the ~ 
weekend trips to sundry farmhouses (sans gyms), the 
kids were on vacation... You guessed it. Those were the 
excuses for skipping workouts. The operative part of that 
sentence is “were”. All that’s in the past now and | 
assume you're as geared up to get back to it as | am. 
But before you head back to gym, here are some 
tips. Think of retuming to the gym after a hiatus as a kind 
of warm-up. If you've missed gymming for a month or 
more, this is extremely important. On the other hand, if 
you've braved the winter, survived the hangovers and 
found time to get there at least twice a week, skip this 
edition of Treadmill. We admire you. You are superhuman, 
For ordinary mortals like us, heading back to the gym 
requires two levels of pre-conditioning. The first one is 
all about the mind. But the body can help. Strip naked 
and stand in front of your bathroom mirror. Take a good 
look. Check the belly. Does it look bigger? No, cheating, 
so don't suck it in! Tum to one side and take a side view. 
Where the heck did that bulge come from? Convinced 
yet that you've got to get back to your weekly regime? 
The second level is all about the body. If you've been 
off your workouts for a long period, don't expect to plunge 
right back where you left off. First, you're not likely to be 
able to do what you did when you quit a couple of mon- 
ths back. For instance, don't try to run your first kilome- 
tre in 4 minutes just because that's what you were doing 
last October. Or don't try pressing 75 kilograms because 
you could do 8-reps last time round. Start realistically. 
Or try the Shekhar Solution. Shekhar is the self-effa- 
cing trainer at my gym. And his remedy for a hiatus is a 
simple one-week regime. Do four sessions during the 
comeback week. Here's what you do each day: 20 min- 
utes of your favourite cardio (treadmill, elliptical machine 
or bike), followed by some stretching and then (for the 
first day) light-weight exercises for the chest, shoulders 
and back (just two sets each with 40 per cent of the 
weight that you'd be comfortable with before the hiatus). 
For the second day, start with the same cardio but do 
legs: thighs and calves (three exercises; two sets for each; 
same rule for the weights). On the third and fourth, do 

what you did on the first and second, respectively. 
MUSCLES MANI 
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Light 





Carrying a cigar is hip alright. But you still wouldn't make 
it to the upper crust until you possess one of these. 


Davidoff: 

Zino Davidoff, the renowned Swiss cigar maker, firmly believes that noth- 
ing should come in the way of a good smoke—not even the micro 
flame that's commonly used in cigar lighters. Ergo, his lighters combine 
the latest technology with a classic flame that's at a slight angle to make the 
lighting process easy. The flint is easy to replace; the gas, simple to re- 
plenish. And the lighters are available in two sizes. price: Rs 9,000 


Colibri: 
Considered the Rolls-Royce among cigar lighters, 
the classic CEO lighter is exceptionally durable and 
the design looks very masculine. Colibri was the 
first to design the double-guillotine cigar cut- 
ter-cum-lighter. It has a solid-brass con- 
struction, a reliable flint system and ex- 
tremely sharp replaceable stainless steel 
blades. The burner system produces 
the perfect opti-wide twin flame that 
enables you to light your cigar evenly. 
For safe keeping, it comes packed in a 
neat leather pouch. price: Rs 12,000 


AA 


Prince: 
The Japanese Micro Torch comes in two sizes. The big- 
ger one is hardy and hence suitable for bars where the fre- 
quency of usage is higher. It’s so powerful that it can burn 
a whole cigarette if you’re careless. You can choose to put 
it on normal flame and turn the lighter upside down to 


light your pipe. price: Rs 4,200 (large) Rs 1,800 (small) 


Dunhill lighter: Uni: | 
It’s а delight for those in love with everything 
that’s so very English. The ruby leather and 
seam design is inspired by the cricket ball. If 
you believe cricket is still a gentlemen’s 
game, sporting this lighter would be a great 
fashion statement during the World Cup. 
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Colibri: 

For those who enjoy the pop stuff 
over classics, the Quantum Oscar 
with its sporty design is a good 
choice. It has a micro-flame that is 
very much in vogue. It has two 
spring-retractable punch cutters. 
The Quantum Oscar is good for 
lighting a 50-ring Churchill or a 
42-ring guage Corona. It is available 
in a variety of colours like pearl 
gunmetal, dark gunmetal, blue ice 
and high polished silver. 

price: Rs 7,000 





TIP 

@ These are expensive lighters 
and it may not be a good idea 
to carry them while travelling. 
And with the new safety 
rules in place, it could be all 
the more troublesome. 


Q These lighters contain 
Butane, which is odourless. 
So make sure that there is no 
leak while buying a lighter. 


Q There are fakes flooding the 
market. Make sure you buy your 
lighters from the right place. Orig- 
inals come with a warranty of 
one-to-two years. Bl 
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Camp Panther, Rishikesh: 


Green Virtues 


Quirky Whisky реет Net 


Tu STORY GOES THAT A BUNCH OF SIKH 
gentlemen in Southall (the first Indian bas- 
tion in UK) would face a volley of questions from 
their wives after the typical evening binge. The 
troubled husbands came up with the idea of cre- 
ating a whisky called Kuchh Nai (which means 
Nothing in Hindi) so that they could say Kuchh 
Nai when queried about their evening activities. 
The whisky that was born out of an ingenious 
half-truth is today a rare and expensive one (it 
costs approx Rs 3,000 for a one litre bottle). It 
is distilled with soft water from the heart of 
Scottish highlands and matured in oaken casks, 
no less. The Pravasis surely are more enterprising. 
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Of tothe Big 


SHIVAY BHANDARI 


T ARE ONE OF NEW DELHI'S CORPORATE POWER COUPLES. AND SOON, 
they could be New York's. Sanjay Rishi, Vice President and GM 
(Global Service Centres), American Express, and wife Vibha Paul Rishi, 
Executive Director (Marketing), Pepsi India, are moving to the 
American east coast to play new roles at their respective organisations. 
According to the missus, the relocation plan had been in the works for 
some time, and now that their companies have made them irre- 
sistible offers, the family is all set to pack its bags. Apparently, for 
Mama Rishi, the bigger lure is not having to go through the nail-biting 
tension of seeing her children (14 and 11) through the board exams. 





GAUTAM DALAL: His is a difficult act to follow 


A New Math 


jy YEARS AFTER HE FIRST ARRIVED TO TAKE OVER AS THE CHAIRMAN 
and CEO of KPMG India, Gautam Dalal is returning to the firm's Lon- 
don office. Just how successful was he? KPMG India says so successful that 
it’s going to take a three-member leadership team to replace him. Dalal's 
reasoning: “The firm is now of such size that the responsibilities of lead- 
ership need to be spread more widely.” And they bought that. 


SANJAY RISHI (L) & 
VIBHA RISHI: 
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Heavy Hitting 


Е RAMALINGA RAJU OF SATYAM COMPUTERS MAY HAVE DISAPPOINTED HIS 
investors with a lower-than-forecast earnings in the third quarter. But 


23, 


you can’t blame him for not doing right by his investors. On January 
2003, Raju roped in Vinod Dham and Krishna Palepu as independent di- 
rectors on the board of Satyam. While Dham is widely regarded as the “fa- 
ther of the (Intel) Pentium” and is currently Co-Founder and Managing 
Member of NewPath Ventures, Palepu is a strategy don at the Harvard 
Business School, and who has a special interest in analysing how companies 
communicate their effectiveness to investors. Their knowledge and network 
of friends are expected to give Satyam that critical edge. Says Raju: “We 
are gearing up to compete more directly with some of the best companies 
in the world and, therefore, we will need a lot of advice and help from lead- 
ers with best backgrounds.” That should mollify his investors a bit. 


For Dad 


[i YOU HAPPENED TO BE AT 
the Carnegie Mellon Univ- 
ersity in Pittsburgh, USA, in 
January this year, you would 
have bumped into a bunch 
of students from India. Not 
unusual, except that this set 
would likely have come all 
the way from Kolavakkam, 
Tamil Nadu, where Shiv 
Nadar of HCL Technologies 
has set up the SSN School of 
Advanced Software Engineer- 
ing in honour of his father. 
He has invested more than 
Rs 50 crore out of his pocket 
to set up and endow the 
school, which offers a degree 
in association with Carnegie 
Mellon. One year of the 18- 
month programme is spent 
in India, and the rest at the 
American university. The first 
year's batch of 26 is on full 
scholarship. Says Nadar, who 
believes it is industry's job to 
empower academic institu- 
tions: “For me it is the reali- 
sation of a personal dream: 
to set up an educational in- 
stitute with (offering) world-class education at affordable cost." 

Now, all we need is for industry to follow suit. Em 
CONTRIBUTED BY SEEMA SHUKLA, E. KUMAR SHARMA, 
VANDANA GOMBAR, AND ABHA BAKAYA 
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SHIV NADAR: Showing the way 
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Providential Profits 


nine months ended December 
2, Sunil Mittal of Bhart 
tures posted a surprise 71 

cent jump in gross profits at Rs 4 

crore. In that time, Bharti more thai 

doubled its subscriber base 

the three-million mark, an 

doubled revenues to Rs 2 

But net of all expenses, tt 

telecom giant posted 

Rs 204 crore. Most analysts expect a 

turnaround next year. Just the same 

Mittal should plan another trig 

to Tirupati 


SUNIL MITTAL: The Gods ha 





LEADERSHIP 
= CORNER m 


If vou want to share your 
leadership secrets 
e-mail them at 
leadership@amity.edu 


AMITY 
BUSINESS SCHOOL 


Website : www.amity.edu 








The Soft Approach 


GEETANJALI KIRLOSKAR, President, Lintertainment 


HERE IS THAT FINE DIFFERENCE BETWEEN 

managing efficiently and inspiring 

powerful loyalties. It is the latter that 
drives people to go that extra mile and del- 
iver beyond set targets. An emotional pull 
can inspire excellence even from otherwise 
mediocre performers. 

Such attachment sensitises workers to the 
need for continuous betterment and reaching 
beyond the ordinary. They find themselves 
effortlessly putting in those extra hours and act- 
ually enjoying it. This also keeps the workers 
charged up—continuously. 

An emotionally sensitive leader ‘connects’ 
with the workers. Such a leader knows ex- 
actly when he needs to give them that little pat 
on the back and when he needs to be firm. This 
perfect balance stems from a deep under- 
standing of what makes each individual in his 


146 


team tick, allowing the leader to accordingly tai- 
lor his approach to each of his employees and 
optimise performance. 

Not all leaders, however well trained in 
business schools and leadership programmes, 
have the ability to create strong emotional 
bonds with their people. This ability can only 
come from possessing boundless emotional 
energy, drive, sensitivity, and most importantly, 
the ability to differentiate between whipping up 
irrelevant sentiments and inspiring genuine 
emotional bonding to deliver results. 

[he difference between a well-run com- 
pany and a great company lies in the presence 
or absence of these emotional bonds—bonds 
that build teams, make every individual see 
bevond his personal victory, instill a sense 
of belonging, and enable diverse groups of 


people to follow a common vision. Œ 


Forbes Marshall Runs 
Oracle E-Business Suite 


a" Forbes 
P Marshall 


È Conserving Energy Since 1946 


Successful businesses in India plus 
thousands of others worldwide run 
Oracle E-Business Suite. 
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Copyright © 2001-2002 Oracle Corporation, All rights reserved, Oracle is a registered trademark of Oracte Corporation 
Forbes Marshall is an exclusive trademark of the Company registered in india. 
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That's exactly what the 
BT-Indica all-India 
Consumer Confidence 
Survey seeks to answer. 
What she intends to buy, 
how much she plans to 
save and where she sees 
prices moving. 


Change the way 
you play golf. 
A rewarding golfing experience: 


The India Today Group introduces the Indian edition of the world's THE ANN UAL 2003 


best selling golf magazine, Golf Digest. Golf Digest India, a monthly, 





will be a ready reckoner for golfers at all skill levels as it draws on the 
experience and tips from an impressive array of golfing superstars. It 
will offer high quality content from Golf Digest, which covers the 
entire spectrum of golf and golf related issues. Plus, it will have 
content customised specially for the Indian golfer: Indian golfing 
news, experiences of Indian players on the global circuit, yoga for 
golfers, world-class Indian golfing venues, corporate golf, golf 
calendars and a lot more. In sum, Golf Digest India will be a complete 


golfing experience for you. 


A rewarding subscription offer: 





Besides offering an array of golfing tips within its pages, Golf Digest 
в 4 ^ ; Our ali-star 
India aims to enhance your golfing skills in other ways as well: "How team will help 


your game 


to play, what to play, where to play' For details, check out our 


irresistible subscription offer. 





Golf Digest 


How to play, what to play, where to play 





FREE gift with 1 year 
subscription: 


Set of 4 mugs 


FREE gift with 3 year subscription: 
"How I Play Golf" by 
| Tiger Woods 


The world's greatest golfer on 

* How to putt 

* How to get it down 

* How to escape from sand 

* How to swing 

* How to flag your irons 

* How to nail fairway woods 

* How to handle problems 
50 * How to master the mind 





* Rare collector's item 
* Shaped like golf balls 
* Made of porcelain 





Grey Worldwide BT 90 03 





Inaugural Subscription Offer inside. 
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Design 
The sleek, aerodynamic profile of the Corolla is a treat for the senses. | 
With flowing lines, strong styling and exquisite 
contours the Corolla is a tribute to styling perfection. 


For further information contact Toyota Kirloskar Motor Pvt. Ltd., (Marketing Division]l Tel: 080-7287001-39. Fax: 080-7287078/79 D TO Y OTA 
Visit us ot www.toyotobharat.com 


Visit us at www.corollaindia.com 
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For Kapil - as for millions of Indians - it's not just a game. | 
It's a religion. The same passion, the same obsession, is reflected 
in the Air Sahara Standard Chartered Cricket Credit Card. 
A card loaded with incredible features: 
* Four-year validity for only Rs.1500. No annual fees 
e India's first Glo Card | 
* Exclusive autographed T-shirt FREE | 
* You win when India wins | 
— 15% о on Air Sahara tickets 
- Double reward points” 





And many more exciting offers 





Call 96220 44455 


www.standardchartered.co.in 


| Cricket Credit Card | www.airsahara.net € 
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From The Editor 


UR CONSUMER CONFIDENCE INDEX MADE ITS QUIET 

debut in August 2002. Quiet because, as everyone 

knows, the very first value of an index has no real 
meaning unless you compare it with something. Dynamism 
is what an index is all about. Now, with the BT-Indica 
Research Index of Consumer Sentiment for January 
2003, we can gauge the change in the mood of con- 
sumers. More so, because of the methodology we 
have adopted—a large sample size, nine major cities, 
face-to-face interviews and a comprehensive ques- 
tionnaire (See Cover Story for details). 

The good news is, consumer confidence is up. Taking 
August 2002 as the base (100), the BT-IRICS in January 
2003 is up at 136. While that may reflect the overall 
mood, the nuggets are in the details: what consumers in 
different regions feel about their financial status, their in- 
comes and business conditions. What they feel about the 
future and what they intend to buy. We've sliced the data 
region-wise too to see how the mood varies geograph- 
ically. Beginning now, the BT-iRics will be surveyed 
and computed quarterly and help our readers gauge the 
pulse of the urban Indian consumer. 

- It’s not yet a full-blown appre- 
ciation of the rupee vis-à-vis the US 
dollar, but it has been strength- 
ening mildly for the past nine 
months. If the trend continues, it 
could pose a new challenge for 
India Inc., which has long—since 
1990, to be precise—been used to 
a depreciating rupee. Super Rupee, 
our feature on a strengthening rupee, examines what 
the impact could be on exports, the economy and 
companies in different sectors. Add to that the 
prospects of another war in the Middle East and 
things could get, well, more complex. Don't miss 
our scenario analysis, which looks at both—the impact 
of a stronger rupee as well as that of a weaker one. 

Rajeev Bakshi has already been at the helm at PepsiCo 
India for a year but is now unveiling his strategy for the 
company. Even as Coca-Cola unleashes price cuts, new TV 
ads and makes a foray into hot beverages, Bakshi, a 45- 
year-old veteran, with stints at Cadbury and Lakme, has 
embarked on a long-term strategy to combat Pepsi’s arch- 
rival. His current tactics: a tie-up with Hindustan Lever, 
the launch of a blue cola to mark the World Cup Cricket 
championship and the unveiling of Mountain Dew. In ad- 
dition, Bakshi is wielding the axe at Pepsi, cutting costs and 
restructuring the way it manages its business. Will the new 
strategy work? Read about it in Bakshi’s Pepsi. 





SANJOY NARAYAN 

























In the Power Transmission Industry, Fenner has always led the market. 
Eight out of ten vehicles in India have either a Fenner belt or a Pioneer oil seal. 
Fenner has many firsts to its credit. Like HSS technology for elongation free belts, 


Raw edge cogged belts, Timing belts, PTFE oil seals, the revolutionary 





Taper lock pulleys and couplings for easy fitment and removal etc. to name a few. 


ISO 9001, QS 9000 and API accreditations stand testimony to Fenner s 








commitment to quality, But the accreditation that Fenner cherishes most is the 





stamp of approval of millions of Indians. 








| 
| 
Belts ө Oil Seals e Pulleys апа Couplings | 


Fenner (India) Limited, Khivraj Complex IL, 480, Аппа Salai. Nandanam, Chennai - 600 035, Tek 2431 2: 58. 
Fax: 2434 9016, 2432 0193, E-mail: fenncorp@vsni.com Website: www;fennerindia.com 
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13 Leaving It To Chance 


ION TRENDS 


14 War Against Uncertainty 


just the thing to dispel the cloud 
of uncertainty hanging over the 
global markets. 


A Light, Anyone? 
ITC makes an ambitious foray into the Rs 800- 
crore matchbox market. 


Paid To Be Sick 
A three-letter word puts the smile back on 
the faces of India Inc.'s chronic defaulters. 


Chevy Chase 


General Motors brings its mass-market brand, the 


Chevrolet, to India. 


Q&A With J. Paul Heylen 
Heylen International's Chairman on decoding 
deep-seated consumer motives. 


Dilbert 


A Man Of All Seasons 
Just what makes Alliance Capital's Samir 
Arora the financial whiz he is. 


A Contrarian's Take 
A Mumbai speculator bets big on a 
longish bull run on India's bourses. 


Mr Shourie Calling... 

With the no-nonsense Disinvestment 
Minister in the telecom saddle, BSNL and 
MTNL may soon be up for grabs. 


Shakeout Season 

Merrill Lynch prepares to axe three of 
its five IT vendors in its Indian offshore 
business. 


CEOToons 
Advantage Airbus 


With no less a salesperson than the 
French prime minister himself, Airbus 
makes a hot pitch for a $20-billion deal. 


Loser No More 


Laggard Air Sahara begins to get an increasing 
share of the business traveller pie. 


MARCH 2 


A swift, decisive US blitz could be 


COVER STORY 


40 Consumer Confidence 


That’s exactly what the BT- 
Indica Consumer Confidence 
Survey seeks to answer. What 
she intends to buy, how much 
she plans to save and where 
she sees prices moving. 





Cover photograph by Ritesh Sharma and imaging by Kapil 


FEATURES 


56 


Super Rupee 
The rupee is gaining and 
gaining against the greenback— 
a truly unprecedented phenom- 
enon, at least in recent memory. 
Some questions. Is it for real? Why 
is it happening? And just what does it imply? 
Will export competitiveness suffer? What about 
inflation? What are the other gains? BT presents 
a detailed analysis. 
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68 Bakshi's Pepsi 


BITE panel: | 


80 60 Minutes: Jerry Greenberg 


Ramoji Film City's R. Jalnapurkar 


PERSONAL FINANCE 
92 Another Random Walk 


Veecees 

Remember venture capital (VC)? 
With the dotcom hangover proving 
slow to lift, VC funding has thinned 
to a mere trickle. Yet, there's hope. 
Once the start-up universe recovers 
from those days of irrational 
exuberance, the flow could resume. 





A year into his job, Rajeev Bakshi is 
ready to charge ahead with his strategy 
for PepsiCo India. Cost control is one 
aspect. Beyond that, expect refreshment 
in the form of reworked advertising, 
brand repositionings and a series of non- 
fizz launches. 


mr ج‎ 
Pepsi CEO R. Bakshi 


1 76 India Today Economists Panel 
Can taxation ever be perfect? Surely not. 
But it could still be a whole lot more 
economically intelligent. The Board of 
India Today Economists (BITE) held a 
discussion with Vijay Kelkar, and came 
up with some interesting observations 
and some sound advice. 





The co-founder of IT consultancy 
Sapient is in India on a mission. The 
country is part of his worldwide 
turnaround strategy. In an exclusive 
interview, he explains how—apart 
from the fact that 600 of its 1,500 


: Sapient's J. Greenberg 
people operate out of Delhi. D: 6 


86 Amusement Parks 
If you thought sprawling Disney-esque 
amusement parks were a rich-world 
indulgence, think again. India is all set 
for the phenomenon. Big business 
houses are part of India’s latest 
thrillennium rush, and with big bucks 
too. Fasten your seatbelts for some 400 
projects by 2005. Giddy already? 





Is mutual fund performance just random? 
Or is there some method to the madness? 
Tormented by these head-scratchers? 

We bring you relief. In the form of the 
BT- Mutualfundsindia.com study. 
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102 Info Highway Pit Stop 
A look at Infosys’ Leadership 
Institute, its brainware facility. 


108 At Work 
How Maruti is turning the 
Gurgaon plant as efficient as 
Suzuki's Kosai one. 
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114 Case Game | 
How does a small bookstore | 
stave off a large-format predator? | 


120 Bookend 
Hot commercials, hot debates 
and hot minds—a truly potent | 
mix. 
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BACK OF THE BOOK 

129 The Game Must Go On 
A true schemer shouldn't have 
trouble getting his World Cup 
fill, should he? Ideas. 


PEOPLE 


136 Starring Uday Kotak as 
banker, D.S. Brar as 
NRI, V. Kurien as trad- 
itionalist, Amrita Patel | 
as modernizer, Y. Saboo 
as watch hand-maker, 
Amal Ganguli as bliss- 
seeker, and Indra Nooyi 
as general-in-waiting. 
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By Mark McCormack 
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By Paranjoy Guha Thakurta 
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By Mahesh Murthy 
138 Leadership Secrets 
By L.C. Singh 





MARCH 00 BUSINESS TODA 7 


to rE Pe М 


TS OFF ae Ny, 


I cm 


ВРАТЕ чачат onn IT m NIRE УРУНААР 


www.business-today.com 





The online edition of Business Today 


Note To Subscribers | 


. Check out the all-new BT website at www.business-today.com. Muti fidis ае а d 
paid click-in customers. Subscribers can use their unique subscription number as password to access all parts of the site. 


[Web Exclusives | Etcetera 
кыш Kunio Sebata 


The President and CEO of the $3.8-billion Hitachi 
Home and Life Solutions Inc tells BT Online about 
what it’s like to operate independently in India, the 
company’s past relationship with the Lalbhai Group 
in the air-conditioner market, its faith in joint ventures 
and its current plans for India. 


Q&A: Eon Gartner 


As Vice President (Operations), Bombardier 
Transportation, Eran Gartner, outlines what would 
make his company such a hot pick to build Bangalore's 
mass transit system. It isn't just about creating a network 
and vanishing, he claims, it's also about transferring 
modern technology to the local operations. 








Brand Mapping 


So which brands are winning the audience attraction 
game at the cricket World Cup? It's early days yet. But 
the strategic intent of most players is already on display, 
and one may assume there won't be too many tactical 
shifts as the Cup progresses. Or will there? Here's a 
quick round-up of all the advertising action. 










Now, get a hot new management tip for the day every day, and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 





TO RECEIVE BT'S TIP OF THE DAY 
1. Go to "Write messages 2. Type "BTTIP" on the 3. Send the message to 4. МА will Fedora or. 
on your mobile pr id message screen. the number "2424". 
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ТО ANSWER THE i BT-ON-THE-MOVE QUESTION 





Will the rupee get stronger? 
1. Go to “Write messages 2. Type “BTPOLL Y” for Yes. Type "BTPOLL N" for No. 3. Send the vov dd to 
on your mobile pora the number “2424 






*Send BTPOLL F after March 2, 2003, for the final poll results. 





Readers can also participate in the poll at www.business-today.com 





NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology, UK. www.activemediatech.com 
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bt letters 


Entrepreneurs Or Crooks? 
Apropos Car The Ruias Save Essar? 
(BT, February 16, 2003). I am an 
investor in the Essar Group. The 
Ruias portray the mindset of many 
corporates in this country. The pro- 
moters of these companies raise 
huge funds from small investors, 
take massive loans from banks and 
financial institutions, and then lead 
extravagant lives by siphoning off 
these funds. Setting up profitable 
businesses, rewarding stakeholders 
and repaying loans is hardly a pri- 
ority for them. The authorities need 
to tighten the regulatory procedures 
to prevent such instances from oc- 
curring again and take these wilful 
defaulters to task for cheating the 
small investors. 

T.M. VENUGOPALAN, through e-mail 


This is with reference to your cover 
story Can The Ruias Save Essar? 
(BT, February 16, 2003). The Essar 
Group companies are in the dol- 
drums today due to their inability to 
retain investor confidence. Investors 
have lost all hope of recovering the 
Rs 3,000 crore that they have inv- 
ested in the group. On the other 
hand, the Ambanis' success can be 
attributed to their continuous efforts 
to reward investors. However, it is 
good to learn that the Essar Group's 
infrastructure projects are getting 
back on track. The rising demand 
for steel should help infuse funds 
into the cash-starved group. The 
Ruias should now focus on consol- 
idating their existing businesses to 
achieve sustained growth. 

AKHILESH KUMAR SAH, Faizabad 


First Things First 

This is with reference to Jaswant's 
Burden (BT, February 16, 2003). 
The government needs to first int- 
roduce strict measures to curb black 
money, which is distorting the fun- 
damentals of the economy. All tele- 
phone, electricity and water bills 
above Rs 1,000 should be manda- 
torily paid only by cheque. A special 
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currency tax should be applied on 
all purchases made with cash of 
more than Rs 10,000. Cash with- 
drawal requests of over Rs 10,000 
must be made on special forms and 
reported to the income tax depart- 
ment by the bank. It is high time 
that both the government and the 
people realised that curbing black 
money is a crucial part of our 
development efforts. 


SUBHASH C. AGRAWAL, through e-mail 


Just Desserts 
This refers to your article Die Anot- 
her Day (BT, February 16, 2003). 
The decision to move Mr. Pramod 
Mahajan out of the telecom ministry 
is a welcome one, especially in light 
of his excessively interventionist 
approach to the sector. The worst 
instance of such undue interference 
was the standoff with the Tatas 
over VSNL’s cash reserves. It can 
only be hoped that his successor 
will refrain from the kind of 
shenanigans that made Mr. Mahajan 
an obstacle to the industry’s growth. 
MADHU AGRAWAL, through e-mail 





Bull’s Eye 
Mahesh Murthy’s column F--- You 
Money (BT, February 16, 2003) 
made for an interesting read. It 
helped clarify my doubts about goi- 
ng out there and pursuing my ent- 
repreneurial dreams. It would be 
nice if you could carry more such 
articles in your magazine 

DINKER VEERENDHRA, through e-mail 


Beyond Red Tape 
This is with E to Kiran Kar- 
nik’s Reciprocal= Optimum (BT, 
February 16, 2003). His idea of 
harnessing the power of the internet 
through mass involvement is a great 
one. The efficiency with which the 
government handles data collection 
certainly leaves a lot to be desired. 
Data collection and uploading tasks 
can be outsourced to private agen- 
cies. At the same time, the govern- 
ment also needs to update the inf- 
ormation already posted on the int- 
ernet and transfer its innumerable 
processes that involve lengthy pap- 
erwork to the electronic medium. 
ANKUR GOYAL, through e-mail 


Undeserved Charity 
Your editorial Charity Won't Do 
(BT, February 2, 2003) was app- 
ropriate. In the first place, the gov- 
ernment has been unable to pro- 
vide a conducive environment for 
growth in India. Then, when some 
Indians manage to make it big abro- 
ad, we organise extravagant events 
like the Pravasi Bharatiya Divas and 
talk about sharing their wealth. If we 
improve our infrastructure and 
make the business environment att- 
ractive, not only the NRIs but other 
big global corporations would be 
happy to do business in India. 
SANJAY PRASAD, through e-mail 
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_ Leaving It To Chance 


NE THING THAT NEVER CEASES TO AMAZE 

observers of Indian economy is the stubborn, 

plodding way in which it continues to grow. 
Soaring economies may buckle under crippling debt, 
the richest consumers may stop spending, or the most 
innovative of economies may find a turnaround impos- 
sible. But India, like the elephant it is, will continue to 
stumble along due to the sheer force of its momentum. 
Did you know, for instance, that in the last 23 years, 
the economy has grown at an annual average of 5.7 per 
cent? Not too many economies, with the exception of 
China, can boast of having done that. 

As we approach the end of one fiscal and the start 
of another, things look fairly happy. Consumer con- 
fidence is up (See page 41), and business confidence— 
according to a FICCI survey— 
while marginally down, is 
robust enough. For example, 
76 per cent of the survey res- 
pondents say that their com- 
panies would do better in the 
next six months. And 68 per 
cent think the economy 
would do better. So, the opti- 
mists still form the majority. 
On its part, the government is 
likely to set itself a 7 per cent 
growth target for 2003-04, 
although it is almost certain 
that it will never be met. 

For one, the Central 
Statistical Organisation has 
come out with surprisingly 
low growth estimates for the 
current fiscal (at 4.4 per cent). 
Going from 4.4 to 7 would be near impossible, even 
if agriculture made a rebound and services surged. 
However, a 6 per cent rate should be within reach for 
two reasons. One, the CsO's estimates seem lower 
than the actual growth rate, which the Finance Ministry 
and the RBI have put at between 5 and 5.5 per cent. 
Therefore, going from 5.5 to 6 is relatively easy. 

There's another reason why the cso may be 
wrong. The biggest drag on growth this fiscal has 
been agriculture, where production is believed to have 
shrunk by more than 3 per cent. But don't forget that 
drought was the culprit here, and the government de- 
pends on the states for production figures. It is in the 
states’ interest to paint a picture that is more alarm- 





ing than it actually is, because then they can ask for 
more drought relief funds. Besides, corporate growth 
has been impressive for the nine months of this fiscal. 
That’s evident in corporate tax collections, which are 
up by a quarter at Rs 29,222 crore. 

In fact, it is expected that when the С$О puts out 
revised figures for 2002-03 in June, the growth fig- 
ures would be higher—certainly higher than 5 per 
cent. After all, most of the other sectors—including 
manufacturing, mining, communications, con- 
struction and trade—have grown at more than 5 
per cent. An expert panel of the Board of India 
Today Economists (See page 76) has predicted at 
least a 6 per cent growth in Срр for 2003-04. 

The problem, however, is that India might still be 
leaving growth to chance. 
And we are not just talking 
about the biggest scare of 
the moment: a US-Iraq war, 
which if it drags on could 
do much damage to the 
Indian economy. That's 
something the government 
can do little about. What's 
worrying, however, is that 
the government seems to be 
doing little about the things 
it can help. Infrastructure, 
for example. The key to 
consumer demand is prices, 
and that in turn depends on 
efficient productivity. If 
companies have to depend 
on expensive self-generated 
power, or live with outages 
and delays in movement of raw materials and fin- 
ished goods, they will necessarily have to price their 
products and services high to survive. But doing 
so will not help expand markets, especially to rural 
India. Similarly, if we do nothing to harvest rain wa- 
ter or improve produce processing and marketing, 
agriculture will continue to suffer. 

Therefore, the government's 7 per cent growth 
target is meaningless unless it lays out a plan to 
achieve it. As things stand, we are leaving growth 
in the hands of a few enterprising manufacturers, 
farmers, and service providers. And, true to our 
record, while we may still grow, it won't be to the 
extent we can or should. @ 


RAJAT BARAN 
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Give War A Chance 


A short war will put to an end the web of uncertainty that’s trapped world markets. A 


long-drawn-out conflict though will only make things worse. 








SR" 1 . 3 VERE, 


oh TIENT: 


Hovering war clouds: A swift, decisive US blitz could put an end to much of the uncertainty that’s dogged the global markets 


ICHARD (RICK) R. TYNES, 

like most of us, doesn’t 

like war. Yet, as the 

Senior Vice Vice Presi- 

dent (Asia Pacific) of global money 
transfer major, Western Union, re- 
veals, previous wars gave his com- 
pany an opportunity to do “very 
good things in very bad times.” At 
the height of the Bosnian conflict, 
for instance, Western Union was 
the only company to bring money 
into that country, explains Tynes. 
Tynes, to be sure, isn’t looking 
for similar “bad times” in Iraq to do 
some more “very good things". Yet, 
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even as US President George W. 
Bush continues to brandish his sabre 
and Iraq President Saddam Hussein 
remains unfazed by the incessant 
rattle, a war may indeed be a good 
thing. That’s because currently it’s 
just threat of war that’s resulting 
in pretty bad times: Stock prices 
are stagnating, oil prices are zoom- 
ing, and consumer confidence is 
ambivalent, just when it was threat- 
ening to improve. “Nobody likes 
uncertainty, especially the stock- 
markets,” says Nimesh Kampani, 
Chairman, JM Morgan Stanley. 

So if Bush is able to assert him- 


self quickly on the battlefield — 
in say 10-12 days—that would take 
care of (amongst other things) the 
cloud of uncertainty hovering over 
global markets. Stocks are unlikely 
to crash since a war is already fact- 
ored into current prices, oil prices 
will fall into saner territory, and in- 
vestment decisions that have been 
deferred because of the uncertainty 
will be taken. “A short war that’s 
localised will be good, and won’t 
have much of an impact,” reck- 
ons Rajiv Chopra, Managing Dire- 
ctor, The Resort, a Mumbai hotel 
that's part of the C. Raheja Group. 


SA9VWIALLAS 


EFFECT OF WAR CLOUDS ON GLOBAL MARKETS 


Stockmarkets Are Oscillating Sed Oil Prices 





For Chopra, the threat of war is an 
irritant he could do without at a 
time when occupancy levels are 
healthy (80 per cent upwards) and 
expansion and development plans 
are in the pipeline. 

Of course, if a short war could 
be beneficial, a long-drawn conflict 
would be disastrous—not just for 
the recession-struck US economy, 
but for Indian industry too. Consi- 
der just one sector: Industrial elec- 
tricals and electronics, which boasts 
such players as BHEL, L&T, GE, 
Alsthom and ABB. “We have a con- 
siderable stake in that region (the 


SPARK 


Gulf), all of which will get affected 
if there's a long war. Investments 
there will stop, so there won't be 
new orders for some time, and there 
will be a lag in executing existing or- 
ders," points out Sunil More, Sec- 
retary General, Indian Electrical & 
Electronics Manufacturers’ Asso- 
ciation (IEEMA). He adds that in two 
years, the Middle East was projected 
to account for 50 per cent of the 
IEEMA's exports of Rs 3,000 crore. 

If there's one sector that is ac- 
tually benefiting from the threat of 
war, it's shipping. As crude oil in- 
ventories build up, along with the 


Got A Light, Anyone? 


ITC has. Here's how the behemoth entered the 
Rs 800-crore matchbox market, at little cost to itself. 


T'S AS EFFICIENT A BUSINESS MODEL AS 

you can get: Tobacco major iTC 
feeds small-scale match factories 
in Tamil Nadu with paperboard from 
its Bhadrachalam plant and labels 
from its printing division. And it sells 
the seven brands—yes it has that 
many—at prices ranging from 50 


paise to Rs 3 through a 4-million str- 
ong retail network that it uses to sell 
cigarettes. “We have just around 8- 
10 dedicated employees," says Raj- 
eev Gopal, Chief Executive, Matches 
Strategic Business Unit. And that's 
mc's strategy to take on the Rs 179- 
crore Wimco, the only organised 


Gold Prices Have Hit 
oof. 


„Апа Shipping Firms 
Are Celebrating 


31,96,800 & 


Rates are for modern very large crude cames 
oil prices freight rates too are head- 
ing northward. For instance, the 
average freight rate for a very large 
modern crude carrier more than 
doubled from $35,000 per day in 
2001 to $72,000 last month. “This 
is an artificial spurt largely created 
by the war-like situation. These 
prices will fall if the war isn't a long 
one," says H.K. Mittal, Chairman & 
Managing Director, Mercator Lines. 
The shipping sector won't be cele- 
brating a short war too much, but 
almost everybody else will for sure. 
BRIAN CARVALHO 





Aim and Vaxlit: 
Guess who owns these brands? 


player in the matches industry. 
Numbers? irc isn't saying anything 
but analysts estimate its matches 
business to touch the Rs 100-crore 
(sales) mark by the end of this year. 
Now, what did the company wait 
this long to enter the business? 
SHAILESH DOBHAL 


MARCH 2 2001 BUSINESS TODAY 15 


I4 IMVNId 





ARCA ea a Fs as 


bt trends 


ayy Rr 


a с n 


MUNIFICENCE 


Three-Letter Rescue 


It's called CDR and it is a handout with strings attached. 


“The whole purpose is accounta- 
bility and the proper implementa- 
tion of the plans for which the 
money was borrowed in the first 
place. The overruns have assumed 
alarming proportions and it is time 
to bring in some discipline.” 
Р.Р. Vora, Chairman, IDBI and 
Head, Corporate Debt 
Restructuring Forum 
"The proposals are balanced and 
should help the companies effect a 
turnaround. There are some tough 
clauses in case there are defaults, 
but that is only to be expected.” 
S.K. Gupta, Managing 
Director, Jindal Vijaynagar Steel 


| зан AND BORROWERS ARENT 
supposed to mouth the sort of 
win-win lines that the two gentle- 
men quoted above have done. Not 
unless the deal they’ve struck is as 
fair as fair can be. Or not unless 
one of the interested parties, in this 
case the lenders, is actually pre- 
senting a brave face in the wake of 


MARQUE 


a decision that will really not change 
things. The decision of the 
Corporate Debt Restructuring (CDR) 
Forum, chaired by їрвї Chairman 
P.P. Vora to create two revival pack- 
ages, one for the steel industry, 
aimed at preventing the default on 
some Rs 5,500 crore of debt on 
the books of steel projects started in 
the 1990s, and another, a Rs 750- 
crore one seeking to prevent a de- 
fault on loans of around Rs 1,000 
crore by Spic Petro, works both 
ways. The revival in the steel in- 
dustry, coupled with the package’s 
efforts to make each of the ailing 
companies—Essar Steel, Ispat, and 


Jindal Vijaynagar are the biggest 


beneficiaries—competitive by align- 
ing interest costs to existing rates 
makes it look like a fair deal. The 
companies turn profitable, and the 
lenders don’t have to watch their 
debts degenerate into non-per- 
forming assets. However, the CDR 
Forum, has steered clear of chang- 
ing the management teams of these 


Chevy Chase 


General Motors brings its mass-market brand, the Chevrolet, to India. 


Wis YOUR GRANDFATHER'S 
generation wanted to make a 
statement, it went out and bought it- 
self a Chevrolet. That may no longer 
happen, but cM is hoping that it 
can cash in on the equity Chevy 
once had in India. How else do you 
explain the fact that while см has an- 
nounced the launch of Chevrolet in 
India, it will be months before the car 
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hits the road. Or the fact that the leg- 
endary bow-tie emblem may actually 
hide a Subaru or Daewoo (other см 
brands) underneath? cmi's ceo Aditya 
Vij wouldn't give any details except 


SANJAY PANDYA 






IDBI's P.P. Vora: Playing Father Christmas 


companies, teams that some ana- 
lysts believe are responsible for the 
state of affairs. And while the steel 
bailout took the form of an industry- 
wide package, Spic managed to wran- 
gle a unique one-off deal. That said, 
the project's geographical location— 
in the South where there aren't too 
many petrochemical plants—does 
bestow it with some advantages. 
Maybe, things will be different this 
time around. “We have to deliver 
now, or it may be too late," says 
Vinod K. Mittal, Managing Director, 
Ispat Industries. We agree. 
DEBOJYOTI CHATTERJEE 


to say that it will target the mass 
market. The Chevy is no greenhorn 
when it comes to competition. Its 
490 (named so to reflect its dollar 
price) was launched in 1915 as an 
answer to Ford's Model T and by 
1917, it had sold more than a 
100,000 units. All that Vij has to do 
now is to pray for an encore. 
SUVEEN K. SINHA 
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Internet what you need it to be. To learn more, visit 
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“Our System Emerged From 
Our Day-To-Day Experience" 


It’s all in the mind, for this con- 
sumer psychologist and motivat- 
ional research guru. A trained 
Freudian, J. Paul Heylen, Chairman 
Heylen International spoke to BT's 
Abir Pal in Mumbai about bis 
IMP/SYs-Implicit model for predicting 
deep-seated consumer motives. 


Let us start with an overview of the 
IMP/SYS (Implicit System). What is it, 
how did it emerge, and what is it that 
makes it unique ? 

Most systems come from logic. 
They emerge not from experiences 
but from thinking. Our system came 
from experience, day to day work 
with people. Take the European 
Union. It used this model to identify 
how to make French people feel 


NOT IN A 
TRILLION 
YEARS. 
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more European, how to make 
Danish people feel European... 
We discovered that most people 
see their nationality as a kind of a 
maternal feeling. We, therefore, 
created an European identity which 
came from the father. 


How can companies use this model? 
Conventional systems describe be- 
haviour. It tells people what hap- 
pens and the marketer has to make 
a guess as to why it happens. When 
they use IMP/SYS they get information 
as to why it happened. 


Can the model be applied across coun- 
tries and cultures? 

From our studies it becomes clear 
that all of us are very much alike. 


I CALL IT THE 
TEAMLJORK 
FOOTBALL. 


NOT ME. I HAVE 
A MEETING WITH 
CUSTOMERS TODAY 


KEEP IT IN YOUR DESK 

DRAWER TO SYMBOL 

IZE OUR COMMITMENT 
TO TEAMWORK 


SWAMI 


UMESH GO 





J. Paul Heylen: Watch out, this 
man’s a mind-reader 


Tell us a bit about the work you've 
done in India. 

A lot of it is confidential—work 
that belongs to Hindustan Lever. 
But broadly we have a better un- 
derstanding of what tea and cof- 
fee mean, an insight into laun- 
dry products, insights into cos- 
metics and beauty care. 


EACH OF YOU WILL 
CARRY THE BALL 
WITH YOU FOR ONE 
DAY TO SYMBOLIZE 
YOUR COMMITMENT 
TO TEAMWORK 


I'M ON VACATION. 
I ONLY CAME IN 
FOR COFFEE. 


I SHOULD HAVE 
USED A GOLF BALL. 


Lo 





CUSTOMERS ARE 
AN INVESTMENT. 


MAXIMISE YOUR RETURN. 


PeopleSoft Customer Relationship Management lets you capitalise on every customer 
interaction across your enterprise. 


PeopleSoft CRM provides real-time information on all aspects of your customer relationships. It integrates 
business processes seamlessly across your organisation to determine the most profitable ways to manage 
customers. Quite simply, PeopleSoft CRM turns every point of customer contact into a profit opportunity. 


Learn more by visiting us at www.peoplesoft.co.in 
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LG CDMA 


Capital 


Introducing the stunning new LG CDMA 1x mobile phones. Ма VOU теа 





Available at Reliance India Mobile 


Express yourself 


without saying a word. 


statement. 
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The Once And Forever Fund Manager 


Some smart manoeuvres help Alliance Capital's Samir Arora keep his cake and eat it too. 


Sea MANAGERS GET SO ATTACHED TO THE 
entities they manage that the thought of someone 
else getting their hands on them provokes radical re- 
sponses. Put down Samir Arora’s bid for Alliance 
Capital Asset Management’s India operations to just 
such sentiment. The 41-year-old Arora has paternal 
feelings towards Alliance Capital in India. He was its 
first employee, and although he has since moved to 
Singapore to look after both India and emerging 
markets, filial ties run deep. “Asian markets are part 
of my job,” says Arora matter of factly, “but Indian 
stockmarkets are my passion.” Clearly, here’s a man 
who wears his heart on his sleeve. 

Only, rather than get all moony about this, 
Arora went about his job with a precision that 
would have made Sun Tzu proud. His 
December 2002 quarterly newsletter to 
Alliance’s investor community in the coun- 
try was titled Mujhse Dosti Karoge? (Will 
you be friends with me?), after a 
Bollywood motion pic. Stay with me, 
was the not-so-subtle message Arora was 
sending investors. Which could explain 
why, when it looked like HDFC Mutual 
Fund would acquire Alliance, the Rs 
3,600-crore fund faced large-scale 
redemption. 

Whether it was 
that—the re- 
demption would 
have obviously 
eroded the valuation 
of the fund—or some- 
thing else that changed 
their minds, Alliance’s 
mandarins aren’t saying, 
but in the first week of Febru- 
ary, they abruptly announced 
that they were no longer 
keen to sell the India oper- 
ations. The announ- 
cement followed some 
high drama when it 
looked like Arora, who 


was backed Бу Samir Arora: Junior 
Henderson Global gets his own way 
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Investors, a UK company had lost the race—he was re- 
ported to be meeting with the CEOs of some large 
Indian business groups to get them to pitch in with some 
more money to back his bid. 

Today, Arora can afford to be casual about the 
whole affair. If he had lost out to HDFC Mutual 
Fund, he reasons, it would have been because of his 
pricing strategy. “Being a fund manager, I buy 
something only if the price is right," says the man 
who was found browsing at Mumbai's Crossword 
and Strand book stores during his last visit to 
the city. “India mein books saste mein milte 
bai," (Books are cheap in India), he was 

heard saying, lapsing into Hindi. 
Now, the CIO from Wharton's class of 
"91 (External Affairs Minister Yashwant 
Sinha's daughter-in-law Punita Kumar 
Sinha was a batchmate) who has an 
engineering degree from irr, Delhi 
and a MBA from IIM, Calcutta (he 
was called Junior on campus), is 
off to China to do what he best 
likes—spot winners early. That 
sums up his investment philoso- 
phy: get in early, ride the wave, 
and exit at the first whiff of bad 
news. The strategy seems to have 
worked at Alliance. Digital 
Globalsoft (formerly Digital 
Equipment), a stock Arora spotted in 
1997, is today a market-favourite. 
But not everything Arora touched 
has turned to gold: his first invest- 
ment as an advisor to the India 
Liberalisation Fund, a joint venture 
between Alliance and UTI, was public 
sector telco MTNL. The year was 1993, 
the fund paid Rs 310 a share for MTNL, 
and the telco has never seen those levels 
since. Still, a pick such as that isn't out of 
character for Arora, a perennial bull. 
“Today,” he says, “being bullish is all 
about earning more than debt, but not 
(about) earning returns of 50 per cent." 
We'll buy that definition. 
ROSHNI JAYAKAR 
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LEAD STEER 


The Incredible Mr Jhunjhunwala 


A Mumbai-speculator predicts the longest bull market in Indian stockmarket history. 


№" TOO MANY PEOPLE WOULD AGREE WITH HIM, 
but Mumbai-based speculator, 43-year- old 
Rakesh Jhunjhunwala believes the Indian stock- 
market is on the threshold of a longish bull run, akin 
to the Dow’s rally from 1050 to 11700 in the go-go 
1990s. And so, the Chartered Accountant by qual- 
ification has been investing in “а new breed of 
companies that will give returns to investors over the 
next few years”. His checklist: sectoral leaders 
with clear competitive advantage, a scalable business 
model and a competent management team available 
at attractive valuation. 

Jhunjhunwala has followed up his contrarian 
pronouncements with telling investments. CRISIL is one 
favourite: from 2.66 per cent in March 2002, his 
stake in the company has grown to 11.04 per cent to- 
day, higher than that of CRISIL promoter ICICI Bank's. 
Jhunjhunwala explains his preference for the credit 
rating company by spelling out its many pluses: a 
pure-cash flow business, growth prospects contingent 
on the performance of the financial sector, and pro- 
fessional management. “CRISIL is a good investment,” 
he says simply. The professional investor also has sig- 
nificant holdings in Geometric Software, BEL, 
Container Corporation, BEML, and Karur Vysya 
Bank—all among the 25 companies that he says will 
now constitute his portfolio. Ergo, he is engaged in di- 
vesting his holdings in some 50 other companies 
because “it is tough to track them all". 


SANJAY PANDYA 





Rakesh Jhunjhunwala: Waiting to run with the bulls 


Stockmarket pundits believe the buy-and-hold 
strategy, where investors buy stocks and hold them 
for the medium-term before cashing out, doesn't 
work anymore. Jhunjhunwala thinks otherwise. 
“History tells us that it is not always profitable to do 
what is popular in the market," he smiles. And so, the 
quiet bull waits for the run to break. He points to 
deep-seated structural changes in the economy, 
modifications in trading systems, and a lower interest 
rate regime. It won't be long now. 

ROSHNI JAYAKAR 


CALL OR PUT? 





m» Letting Go 
Goi may actually divest MTNL and BSNL. What? 


үүт DISINVESTMENT MINISTER ARUN SHOURIE NOW IN CHARGE OF TELECOMMUNI- 
cations, the divestment of BSNL and MTNL is back on track. The 
Department of Disinvestment is likely to target MTNL, where Go! owns 
56.25 per cent first. Its strategy: sell 15 per cent and cede control to a strate- 
gic partner and then divest 10 per cent through a public offering. However, 
Pramod Mahajan's idea of merging the two telcos has gained some currency 
and could spike the bob's efforts. Strategic partners are unlikely to be in- 
terested in a merged entity with 400,000 employees and no apparent syn- 
ergies between businesses. It ain’t over till the fat lady sings. 


ASHISH GUPTA 
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Shakeout Season 


Merrill Lynch has five IT vendors sharing its offshore 
business in India. Soon the firm will get rid of three 


OU'VE HEARD THE GOOD NEWS: 

That the global rr services mar- 
ket will grow from $394 billion 
(Rs 18,81,350 crore) in 2000 to 
$700 billion (Rs 33,42,500 crore) 
by 2005; that the average offshore 
spend will double by 2004. No 
doubt it will. Now for the not-so- 
nice part: Only Tier I IT. services 
players will figure on the radar 
screens of global clients. For in- 
stance, a few months ago Lehman 
Brothers identified Wipro and TCS as 
its two vendors of choice. Now, 
another Wall Street firm, Merrill 
Lynch, has decided to consolidate its 
business worth close to $75 mil- 
lion (Rs 358.12 crore) . 


WORLD CUP 


TROPHY 
TOLEN. 


METERSUOPECTED. 


It's not true till it's on 







When Merrill Lynch kicked off 
its offshoring initiative in June 
2000—with 150 outsourced pros— 
it tied up with four vendors: TCS, 
Satyam, ssi, and Covansys. A few 
months ago, Merrill added a fifth: 
Infosys. Now, as Rahul Merchant, 
First Vice President and Chief 
Technology Officer of Merrill 
Lynch's Global Markets & 
Investment Banking business, points 
out, it's time to consolidate. "In 
the past two years we've learnt a lot. 
We've established scale. Now it's 
time to deepen the relationship with 
a few. We would prefer two .” 

The benefits of such a rational- 
isation are clear: an increase in pro- 


www.bbcnews.com/cricket 





ductivity and a reduction in costs 
The 800 professionals outsourced 
were working on 200 projects, 
utilisation of 3.6-3.7 per project 
Merchant wants to up that figure, 
by building teams that work across 
projects. “The uptime should be 
100 per cent. Currently we have a 
downtime of 10-30 per cent.” 

Clearly, for three of the five 
Merrill vendors, the loss of busi 
ness will hurt, although Merchant 
explains that the process will b« 
gradual in a bid to reduce the pain 
The second-rung players, though, 
have little choice but to grin and 
bear it, gradual or not. 

BRIAN CARVALH( 
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Ce otoon S by Saurabh Singh 


C.K. Birla decided to sell his ...despite hurdles, Atul Nishar managed 
Stake in Hindustan Powerplus 


to partner Caterpillar Inc... 
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... Sanjay Lalbhai of Arvind announced plans to Ч 4 тре uai 
relocate 140 workers along with а spinning unit A COHEN T : 
to Mauritius... 


Flight Attendants 


High-altitude lobbying puts Airbus ahead in a AI-IA deal. 


F THE PRICE IS RIGHT, THE BIG BOYS 
| on out to play. Thus, no one 
was particularly surprised when 
French Prime Minister Jean-Marie 
Raffarin pitched for Airbus Industrie 
on a recent visit to India. At stake, 
after all, is a $20 billion (Rs 95,500 
crore) deal for aircraft that Air India 
and Indian Airlines propose to ac- 
quire over the next 20 years. 

As this magazine goes to press, 
Airbus seems slightly ahead of its 
competitor, Boeing. The last big 
deal cleared by the Indian Airlines 
board—the acquisition of 43 air- 
craft for $2 billion (Rs 9,550 crore) 
in March 2002—favoured the com- 
pany. Indian Airlines has the world's 
largest A310 fleet; Air India, Asia's 


largest A 320 one—and both are 
aircraft manufactured by Airbus. 
“Indians are extremely comfortable 
using, operating, and maintaining 
aircraft from Airbus," says Airbus' 
India-spokesperson David Velupillai. 

Boeing, however, hasn't given 
up hopes yet. The 2002 Indian 
Airlines deal is yet to be approved 
by parliament. And it is ready to 
slash prices, buy back used 7475, 
and do anything else in its powers to 
get its foot in. "We are ready to 
offer a better deal than Airbus," 
says Dinesh Keskar, Senior Vice 
President (Sales) and President, 
Aircraft Trading, Boeing. The India 
deal is critical to both companies— 
the global aviation sector is yet to re- 
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French Prime Minister Raffarin: 
Pitching it strong for Airt 


cover from the aftershock of 9-11 
Worse, the company left out ii 
cold can wave ро‹ »dbye to 115 
ture chances (hence the $20 bill 
figure). “A large acquisition means 
the carrier gets locked into a cor 
pany; a shift to another man 
turer involves enormous cost," ex 
plains Cyrus Guzder, Chairmai 
the Confederation of Ind 
Industry's committee on aviation 
And so, Airbus pulled out a Premie: 
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Under) Dog Fight 


May be it’s the slowdown, but laggard Air Sahara is 
getting an increasing share of the business traveller pie. 


HEN YOU HAVE LITTLE 
X to lose, you can afford 
to get reckless. That's the 
game also-ran Air Sahara 
played last year when it slas- 
hed fares and introduced six 
new schemes, one of which 
actually offered a chance to 
win a Hyundai Sonata. But 
instead of getting mauled by 
the bigger rivals Indian Airlines 
and Jet Airways, the 10-fleet 
airline is soaring. It claims to 
have grown by 85 per cent in 
calendar 2002, selling 1.6 mil- 
lion tickets. In contrast, the 
industry as a whole grew a 
mere 4 per cent. 

But what has Air Sahara CEO U.K. Bose preening is that half of 
the growth came from corporate travellers, from jet-setters in 
companies like General Electric, Reliance, ICICI, ITC, McKinsey, 
PricewaterhouseCoopers, Hindustan Lever, and Infosys 
Technologies. And the airline’s roster of corporate clients also in- 
cludes 492 more names. “We have grabbed marketshare from 
both the players (Jet and Indian Airlines)," boasts Bose. 

Ticketing agents seem to bear out Bose’s claim. Subhash Goyal, 
Chairman of Stic Travels and Head of Assocham’s expert commit- 
tee on aviation and tourism, says that Air Sahara’s gains are due to 
a slew of schemes it launched last year. Called Sixer, Super Sixer, and 
Steal A Seat (possibly a reflection of Sahara supremo Subrato Roy’s 
passion for cricket), the schemes—alongwith the discount fare op- 
tion—account for a tenth of the airline’s ticketing revenues. 

Although Jet denies it, Sahara’s gain should be the only other pri- 
vate competitor's loss. Simply because Jet has traditionally focussed 
on business travellers. The belt-tightening, however, may have caused 
corporates to want and save the Rs 1,280 extra that Jet charges its 
business class fliers on the Delhi-Mumbai route, compared to Sahara. 
Besides, says Goyal, “Јес may have become a little complacent.” That 
may not be totally correct. Unlike Sahara, Jet has refrained from getting 
into any fly-and-win contest, relying on the quality of its service to woo 
customers. But if Sahara sticks to its promise of expanding its fleet from 
10 aircraft to 32 by year-end, Jet may have a lot more to worry about. 
SUVEEN K. SINHA 


S. Roy: His schemes paid off 
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DASH BOARD 


Data Access, one of India’s 

four international long 

distance telephony com 

panies has bagged a li 

cence to operate 

US. The company’s CEO P 
Siddhartha Ray expects to 


> 


generate over $150 million (Rs 715.7 


crore) this year by connecting directly 
to last-mile wire-line and wireless te 
lephony companies in the US. Rival 
Bharti Telesonic's N Arjun says he 
can function just as well without a 
US licence but stil 


First Wipro manages a 


gushy feature in new 

economy journal Fast -+ 

Company. Then Fortune 

names Infosys’ N.R 

Narayana Murthy and 

Nandan Nilekani Asia's Business 

men of the Year. And finally, Econ 

omist devotes one complete page to a 

profile of Wipro 

Technologies’ 
CEO Vivek 
Paul. Indian IT 
has arrived 


EXECUTIVE TRACKING 


We Want More 


Reliance Infocomm continues to hire. 


EMEMBER VIVEK PARANJPE? YOU DON'T? 
Well, the man used to head H-P’s 
HR function in India before he was 
made the South Asia HR Head for the 
company. Now, goes the buzz in re- 
cruiting circles, Reliance has enticed 
him from his base in Singapore to 
Vashi, New Mumbai, where he will 
head Infocomm's нв function. 
Another high-profile hire, this time 
not by Reliance, but by Raymond is that 
of Lalbhai Group vet Ajay Mantagini. He 
will head the garments division (Color 
Plus, Parx, and Park Avenue). Last 
word: Colgate is apparently putting its 
house in order, sales structure first. 
Predictably, this has led to some exits 
and some entries. Watch this space 
SEEMA SHUKLA 


. The Southern Balaji Tele 


A former actress hopes to do an Ekta Kapoor act in the South, and then the rest of India. 


S HAREHOLDERS, ESPECIALLY TAMIL- 
speaking ones, should be wary of 
IPOs from entertainment compa- 
nies. The experience of Telephoto 
Entertainment—it had revenues of 
some Rs 2 crore in 2001-02 and 
losses in excess of Rs 4 crore—that 
merged with Singapore-based con- 
tent provider In House should have 
turned them off stocks of the genre. 
Instead, they turned out in num- 
bers recently to snap up shares of 
another entertainment company, 
Radaan Mediaworks—its Rs 10.84 
crore issue was completely sub- 
scribed. Unlike Telephoto, Rad- 
aan—the brain behind it is Creative 
Director R. Radikaa, 
who has had more than 15 minutes 
of fame—is profitable: it returned 


an actress 
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R. Radikaa: That's Ekta K in Tamil 


profits of Rs 1.07 crore on a 
turnover of Rs 20.5 crore. 

For the record, Mumbai-based 
Balaji Telefilms which produces a 
clutch of best-selling K-soaps for 
Star Plus hopes to return profits of 
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Rs 65 crore on sales of over Rs 
200 crore this year. Unlike Balaji 
which, more often than not, make: 
serials and sells them outright (rights 
and all) to channels, Radaan r« 

tains the rights and markets its ow! 
programmes, paying the channel 

fixed amount to air them. Radaan i 
aware that it will have to cross th« 
language barrier to grow. It had 
better do that language fast. Balaji 
has already entered the South Indiar 
market with a serial in Kannada 
on Udava Tv. The company sees 
room for itself in a Rs 3000 сгог‹ 
market where even Balaji boast: 
just a 6 per cent market shart 


Judging from the response to its 
IPO, investors believe that too. 
NITYA VARADARA 







Enjoy the World Cup 


with a BBC twist 
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On The Road The Foreign Hand 


Investors won't rush to invest overseas. 
A snapshot of passenger car sales between April 


I HAS BEEN OVER A MONTH SINCE THE INDIAN 
2002 and January 2003. Í ! 

government allowed resident Indians, Indian 
Maruti Udyog Ford India companies, and domestic mutual funds to invest in 


f shares of companies listed on London Stock Exchange, 

Ikon: 12048 р 8 

«17а № Mondeo: 409 New York Stock Exchange, and NASDAQ (provided 
и —, these companies held more than 10 per cent stake 


in any company listed on an Indian stock exchange) 








Honda Motors and the response could have been better. One rea- 

City: 9988 son is that 47 MNCs, including Reckitt Benckiser, 

Accord: 1018 Cadbury and Philips have delisted their Indian 

Maruti 800: 111553 subsidiaries. Another is the state of the market in de- 
Omni: 40631 veloped economies—far worse than that in India. 
Versa: 1603 anu. Still, mutual fund companies are keeping their fin- 
Zen: 51786 T" та gers crossed. The puny volume of transactions 
Wagon R: 26649 means they are loath to set up separate desks to 
track foreign stocks, but they are hoping that when 

Alto: 21055 the 10 per cent restriction goes (go it will, they cho- 
Esteem: 8733 Hind M rus), things will change. NASDAQ will have to wait. 
Baleno: 436 industan Motors р АЅНІЅН СОРТА 


Lancer: 4142 


Hyundai Motors India Ambassador: 10924 
Santro: 68149 Contessa: 32 V-GOLD 
Accent: 15687 


Sonata: 1287 Mercedes Benz India They Struck It Rich 





C Class: 485 

E Class: 290 The past six months have witnessed five 
کے‎ S Class: 44 major gas strikes in India. 
Р, == 54 Reliance 


Industries 
Limited: E 
Daewoo (Matiz, Cielo, 7 trillion cubic feet KIRL 


Nexia): not available 


of gas in Krishna- 
Godavari basin 








Fiat India i , "Wen 
Uno: 854 Skoda India Reliance Industries Limited: 

T Octavia: 5167 Major find in the shallow waters off the Gulf 
Palio: 20373 of Cambay. No assessment of reserves 
Siena: 2372 Toyota Kirloskar Motors 

i 1 Corolla: 108 Cairns Energy: 
Tata Engineering Camry: 321 1 trillion cubic feet of gas in 
Indica: 60829 Krishna-Godavari basin 
Indigo: 2146 1 

x Nico Resources: 

General Motors India 1 trillion cubic feet of gas onshore block in Surat 
Astra: 985 Gujarat State Petroleum Limited: 
Corsa: 5209 44 trillion cubic feet of gas in 

All figures in units the Krishna-Godavari basin 

Source: SIAM 
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Yahan petrol Ke saath 
viskwas bhi milta Wai 


Jackie Shroff 





Look for this sign at all IBP petro! 
stations. Your guarantee of 100% quantity and 
quality. At an IBP pump you can be sure that your trust is 
rewarded by the purest of fuel, filled in to the exact quantity 
you paid for. With over 90 years of trust, this promise comes 

to you from the nation’s pioneering petroleum company. So 

you get the best ever value for your money, time after time 
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WHAT IF 


BPLs Plan В 


The BPL-Idea merger won't happen, so 
should BPL be looking towards partner 
France Telecom for a helping hand? 


S CHANCES OF A BPL-IDEA CELLULAR MERGER GET 

bleaker by the day, Rajeev Chandrasekhar, Chair- 
man, BPL Communications, must be actively exploring 
his options. One of them is to consolidate his operations 
with another cellular player. But there's another op- 
portunity Chandrasekhar could consider. What if the 
BPL Chairman can convince his 26 per cent partner in 
BPL Mobile (it runs the Mumbai operation), France 
Telecom, to buy out his 49 per cent partner in BPI 
Cellular (which runs the Maharashtra, Kerala, and 
Tamil Nadu operations), AT&T Wireless. AT&T Wireless 
may have little hesitation in doing a deal, given that 
AT&T Corp in the US has divested its wireless business. 
BPL officials deny this is an option under consideration. 

Such a deal, though, would have its benefits: It 
would arm BPL with the cash it needs to take on India’s 
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BPL's Chandrasekhar: Parlez-Vous Francais? 


cellular elite and acquire other operations. More sig- 
nificantly, though, France Telecom controls the Orange 
brand, once owned by Hutchison, and which Hutch still 
uses in its Mumbai circle. Now if France Telecom 
does become a 49 per cent partner in BPL Cellular, 
Chandrasekhar could begin using the Orange brand in 
Maharashtra, Kerala, Tamil Nadu, and any other circle 
it acquires. That might just make Hutch do a rethink on 
using the Orange tag in Mumbai—one of India's most 
profitable circles—because of the resulting dissonance. 
Sounds far-fetched? Perhaps. Here's one good rea- 
son why this deal won't happen: France Telecom is sad- 
dled with its own financial problems, the biggest of them 
being a huge debt exposure of over $50 billion 
(Rs 2,38,590 crore) on its books as of 2001. Sigh... 


BRIAN CARVALHO 


osssssteel’s Ssssstrong 


A global revival in demand and a very local handout have improved 
the prospects of India's beleaguered steel industry. 


YCLICAL UPTURNS ARE A GIVEN IN THE 
business of steel-making. Only, the one 
the industry is going through right now is 
unique: it has been brought about, in no 
small measure, by the frenetic pace of con- 
struction China has embarked on follow- 


Olympics. In India, the recovery has been re- 
inforced by increased domestic demand. 
*Growth in the infrastructure, automobile, 
and white goods industries between April and 
November 2002. caused an increase of around 6 per cent 
in domestic steel consumption," says Kshitiz C. Prasad, 
the metals analyst at SBI Capital Markets. Buoyed by this, 
the growing opportunity to export to China and South 
East Asia—"India is reaping the benefits of its loca- 
tion," points out Bhavin R. Chheda, an Analyst at bro- 
kerage Pioneer Intermediaries—and the debt recast of 
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All figures are share prices in Rs 


Essar Steel, Jindal Vijaynagar, and Ispat Industries, the 
industry is on a high. With analysts predicting that the 
global (and domestic) overcapacity will see companies 
producing more in the coming months, leading to a 
downward revision in prices by the second half of 
2003, it had better relish that feeling while it lasts. 
VANDANA GOMBAR 
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BIOTECH 101 


Ooh That Buzz... 


It's all about much-hyped biotech, the next big thing for India Inc 


Biocon's Mazumdar-Shaw: Indian 
biotech's visible face ay 
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Size of the Indian biotech industry in 
2003: $50 million (Rs 716.25 crore) 


Estimated size of the industry in 2010: 
$ 4 billion (Rs 19,100 crore) 


® The largest application of biotech is in 


3 





human therapeutics followed by 
diagnostics, agriculture, and industry 


© TCS is in the process of unveiling a com 


prehensive ‘biosuite’, tools the biotech 
sector can use 

There's an arbitrage opportunity in 
offshore biotech as well: costs are 50 
per cent lower in India 

Some 160 companies constitute India’s 
biotech industry 

The industry chorus: IT stands for India 
Today, and BT for Bharat Tomorrow 

A Nasscom-clone, Association of 
Biotechnology Led Enterprises (ABLE) 
has just been founded. 


YVAVd “DO xvdiad 


Biocon: The country’s first biotech 
company, it manufactures bio-mol- 
ecules and speciality industrial en- 
zymes. Its subsidiaries Syngene and 
Clinigene are engaged in the po- 
tentially lucrative businesses of con- 
tract research and clinical testing, 
and it has a jV with a Cuban biotech 
company. An IPO is in the works. 


Shantha Biotechnics: Best known 
for developing India’s first ge- 
netically engineered Hepatitis 
B vaccine, Shanvac B. It is now 
working on similar vaccines for 
Hepatitis E, Typhoid, ТВ, and 
on a human Insulin molecule. 


Strand Genomics: India's first 
bioinformatics company, Strand 
was founded by four profes- 
sors at the IIS, Bangalore. Its 
backers include WestBridge 
Capital and UTI Ventures. 


Bharat Biotech: The company be- 
hind Revac, the recombinant vac- 
cine for Hepatitis B, Bharat is 
now working on vaccines for 
Hepatitis A, Rabies, Malaria, 
and Rotavirus. It has received a 
grant from the Bill and Melinda 
Gates Foundation. 


Reliance Life Sciences: Founded in January 2001, this is one of the 11 or- 
ganisations worldwide that has stem cell lines in accordance with 
guidelines issued by the National Institute of Health, USA. Stem cell re- 
search is central to the discipline of regenerative medicine. 


Avestha Gengraine: Positioned as the only company in India doing fun- 
damental biotech research, Avesthagen operates in domains such as 
genomics, proteomics, nutraceuticals, and bioinformatics. The two- 
year-old start-up is backed by the likes of the Tata Group and 
ICICI Ventures and is working on creating drought resistant strains 
of crops and drugs targeting TB and diabetes. 


VANDANA GOMBAR 





TERMS OF TRADE. 


Biotechnology: Fine this is basic, 
but did you know biotech is all 
about the use of living organisms 
to make or modify products, plants 
and animals, or to develop micro- 
organisms for specific purposes. 
Any similarity to sweat shops is 
purely accidental. 


Genomics: Human ona is made up 
of 30,000 genes. Genomics is all 
about mapping the complex struc- 
ture of genes. But it won't help you 
understand the spouse better. 


Proteomics: All about deciphering the 
proteins that constitute genes, this 
is the cryptic version of the same 
crossword, 


Bio-informatics: An area of infotech 
that focuses on analysing the 

huge amount of data generated 

in the gene deciphering process. 
The volume of data doubles every 
six months or so—all ye wannabe 
Moores, this is your best chance 

to have your own law. 


Recombinant DNA (rDNA): No, this 
isn't a typo with a vestigial R. 
Recombinant ona is the 

result of the combination of 

DNA from two different sources 
through selective breeding 

and genetic engineering. Think 
Gryphon, Think Chimera. 

Think Minotaur. 


Genetically Modified (or GM) 
Crops: These are crops derived 
from a genetically modified base. 
They cover a fifth of the land under 
cultivation globally. The United 
States accounts for 68 per cent 

of transgenic crops produced, 
followed by Argentina (22 per 
cent), Canada (6 per cent), and 
China (3 per cent). 
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“Sify has the largest market share in th 
VPN space and commands the highest 
respect of its services from its clients.' 


? 


-International Data Corporation (2002) 


With a compliment like this, who needs a catchy headline? 
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In today's world, only the best-informed firms can win. 
A scenario that demands the most out of your ERP, 
Supply Chain Management, Customer Relationship 
Management or any other enterprise application. 


For that, every employee, every branch office, every 
business partner of your company must be connected on 
a robust information network. Enabling them to 
exchange vital information on a real-time basis. As à 
result, your network becomes the lifeline of your 
company. 

Therefore selecting à network service provider is more 
than just outsourcing another operation. It's about 
building a partnership with a trusted expert. One who 
understands the criticality of your networking needs and 
is best equipped to handle them. 


y 


Sify. The IP services expert. 


Sify is a pioneer in IP based data network services in 
India with several millions of man hours of experience in 
designing and managing large, complex. networks for 
customers across a multitude of industries. This deep 
technical expertise, process orientation and project 
management skills, gives Sify the edge to constantly 
innovate and deliver the best networking solutions to 
blue-chip companies like Carborundum Universal, 
CavinKare, Dabur, Emerson, Gillette, Hutch, JetAir, JK 
Industries, Ranbaxy, UPL, Usha, Whirlpool and many 
such more. 


_ Sify will help design your network policies and ensure 

` that your voice, video or mission critical data gets the 
right priority as it travels through its network. The 
bottomline is this: unlike other providers, data isn't just 
one of the many things that Sify does. Rather, data is 
Sify’s single-minded focus. 
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Sify's network: Best of Breed. 

Sify's managed network is a Tier 1 IP network. A design 
so advanced, only a handful of firms across the world 
can build one. By using multiple telecom networks and 
interconnectivity with national and global service 
providers, Sify's managed network gives you the 
assurance of unmatched uptimes and solid reliability 
even if one carrier's network goes down. That apart, 
the network runs on Cisco GSRs, the fastest routers in 
their class. 


SecureConnect™ IP VPNs: The right solution. 

IP-based Virtual Private Networks, or IP VPN, is a tried 
and trusted technology the world over. Brought to India 
by Sify, a pioneer in IP services, SecureConnect™ IP VPNs 
create highly secure, private highways for your sensitive 
data over a carefully managed network that's built and 
maintained by Sify. 


So while it is as secure as a private network, you can 
now connect any number of offices, employees or 
business partners and have them exchange critical 
information in real time. Authorised personnel can 
securely access the corporate network while traveling in 
India or abroad. 


Managing data is a tough job. It comes out of years of 
learning. And, constantly improving. Get yourself the 
network solution that's backed by invaluable expertise. 
Get SecureConnect™ - [P VPN solutions from Sify. 


Sify ДАТ 


Extending your network. With expertise. 


Ahmedabad Tel: +91 79 6407602 Fax: +91 79 6407661 Bangalore Te!: +91 80 2283967 Fax. +91 80 2284157 Calcutta Те! «91 33 22105698 Рах +91 33 22105707 

h Tel: +91 172 645553 Fax: +91 172 645551 Chennai Tel: +91 44 22540770 Fax: +91 44 22540771 Cochin Те! +91 484 2362462 Fax: +91 484 2362947 
Lucknow Tel: +91 522 2206882 Fax: +91 522 2206883 Mumbai Tel: +91 22 26177661 Fax: +91 22 26177662 New Delhi Tel; +91 11 26288520 Fax: «91 11 26288498 
Pune Tel: +91 20 6130488 Fax: +91 20 6119705 Secunderabad Tel: +91 40 27841468 Fax: +91 40 27841233 email: esbmarketing@sifycorp.com 


www.sifycorp.com/corporate 
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That's exactly what the 
BT-Indica Consumer 
Confidence Survey 
seeks to answer. What 
she intends to buy, how 
much she plans to save 
and where she sees 
prices moving. 


BY SHAILESH DOBHAL 


CAI JTIQUS 
OPTI MISM | 


Confidence is iin 
since August 
2002. 







Index based on p that a 7 confidence score of 12 in y 
2002, is equivalent to 100. 


WE FEEL@ CD ES 
BETTER TODAY.. | 


There's a minor surge of positive 


Financial Salus as 25 j 
compared to last yea a 4 


Business conditions E: s з 
this year 








Income this year i Е: 


.. AND ARE CAUTIOUSLY OPTIMISTIC 
ABOUT THE FUTURE... 


Apart from some negativity over prices and employment, things look better 
Financial status _ 33 _ 

next year 31 
Business a 26 

20 


E = ў 
"pogen Û i 


Prices iy months § 


Income in relation 28 _ 
to prices ~ 99 





.. BUT THERE'S NO CHANGE 
IN OUR PURCHASE INTENT 


Consumers still think it's the right time to spend on durables and automobiles 







Spending 12 


Buy durables 57 


Buy Auto E] 4 e 





All figures are in percentages 
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THE REGIONS: THREE PARTS, GOOD, 
ONE PART, YET UNCERTAIN 


NORTH: 
STUCK FOR NOW 


TRENDS 


7% Drop in number of consumers expecting an increase in real 
© incomes (29 per cent to 22 per cent) 


3 2% Increase in consumers believing it is time to save 
© more (63 per cent to 95 per cent) 


. 
é WEST: 2 3 % Increase in the number of consumers that believes 
\ О this is a good time to buy a house 
i (63 per cent to 86 per cent) 

ges 1 8% Increase in the number of consumers 
$ O that thinks the job scene will deteriorate 
p^ in the next 12 months (73 per cent to 

91 per cent) 









TE 


2 0% Decline in the number 

TREN DS ./O of consumers that 

р j thinks it is better off 

7 20% Increase in the number of consumers that expects real incomes to financially this year, 
Oincrease (15 per cent to 35 per cent) compared to last year 


(46 per cent to 


7% Decrease in the number of consumers that believes this is the time to 26 per cent) 


save more (87 per cent to 80 per cent) 


2 29, Decrease іп the number of consumers that believes this is а good time to buy a 
Ohouse (62 per cent to 40 per cent) 


3% Increase in the number of consumers that thinks the job market will look up in the next 
© 12 months (11 per cent to 14 per cent) 


٤٤ 2% Decrease in the number of consumers that thinks it is better off financially, this year, as 
р О compared to last year (23 per cent to 21 per cent) 


E Incomes Compared To Last Year, Business Condition Next Year Financial Status Next Year 


Aug '02 Aug '02 Aug '02 
Ф '03 








{ Jan '03 Jan '03 
\ 08 0004 mSame Ш Worse Figures аге in percentages 
Going purely by the feeling in Mumbai, the West has moved on: TRENDS 
uncertainty, the prevailing theme of 2001 and 2002 is gone; ins- 89 созе. іп 
tead, most consumers expect the coming year to be better. талй шаал à dah broek 
» Analysts point to an upswing in the fortunes of small incomes (24 per cent to 32 per cent) 
businesses as one reason for this. And as eaves- 1 496 Decrease in the number of 
i i i i consumers that believes it is 
dropping during lunchtime gossip at any of "ТИСА 1 more (34 per cent to 20 per cent) 
Mumbai's crowded rants (yes, itis O/ Increase in the number of consumers that 
now difficult to find a table) will tell 1 0 Yobeiieves this is a good time to buy a house 
you, everybody’s hoping the (47 per cent to 57 per cent) 
feel-good factor now rubs 7 9, Decrease in number of consumers that believes job scenario 
off on Dalal Street. Owill improve over 12 months (17 per cent to 10 per cent) 


3 о Drop in number of consumers that thinks it is better off financially 
Othis year, compared to last year (28 per cent to 25 per cent) 


south: BANKING ON Z7 
RECOVERY 





from cautious optimism to ‘outright cheer. 





Incomes Compared То last Year fj Business Condition Next Year Financial Status Next Year 


699 Ө 
T" © 


Good 8 Same Worse Figures are in percentages 





Biame the North’s depression on the drought. Reason? Agriculture has 

had a bad year thus far and the link between the agricultural econ- 

omy and sentiments, even in urban areas, is stronger in the 

North. Expectations of a growth in real income are down, EAST: 
there's increased pessimism regarding the state of 


the economy, and propensity to save is up. “There WELL-WOR N 
has been a lull (in the market) after Diwali,” 

admits Atul Sobti, Senior Vice President 

(Marketing), Hero Honda. The ever- WALLETS 





1 
1 
Di 
4 


present threat of a skirmish TRENDS 

with Pakistan and a cold 1%! O/ Increase in the number of consumers that expects real 

wave haven't made Oincomes to increase (11 per cent to 12 per cent) ) 

things better. 1 4%? Decrease in the number of consumers that believes this is the 
Otime to save more (91 per cent to 77 per cent) 


2 2995 Decrease in the number of consumers that believes this is a good 
АРИ УТ» house (48 per cent to 26 per cent) 


4 осете the number of consumers that believes the job market will look 
uice sort Le DO (E 00r cant to 2 por cert 


1% Decline in the number of consumers that thinks it is better off financially this 
Oyear, as compared to last year (11 per cent to 10 per cent) 





Financial wc 8 | Financial Status Next Year | Year 


ec | € 
н. a- Ө 03 Jan '03 


Good Same Figures are in percentages 


More consu- К anh ids ate ne 
mers in the South (20 in real income are up and consumers aren't so keen on saving any- 
per cent), more than even more. For the first time ever, the rate of small savings growth 
the ostentatious North, are will- in West Bengal has dipped to a single digit. "Heightened 
ing to spend more. “Most new econ- consumer confidence is evident in the fact that 
omy companies are concentrated in the even a sharp hike in electricity rate is being 
South; the recovery in this segment has led accepted with pragmatism," says Sanjiv 
to greater economic dynamism,” explains Gautam ^ Goenka, Vice Chairman, RPG 
Sinha, CEO of Bangalore-based software company TVA Enterprises. And the first signs of 
Infotech. This positive sentiment is reinforced by above- an industrial-revival-in-the- 
national average purchasing power. making are evident. 


Incomes Compared To Last Year} Business | Business Condition Next Year | Next Year 
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Aug 





28 








Incomes Compared To Last Year | Business Condition Next Year | роте Собо ا‎ Next Year Financial Status Next Year 
Aug 02 


W Good 


Aug "02 





Jan "03 


mSame m Worse Figures are in percentages 





Best Entry Midsize Car 
In India Initial Quality, \ 
2001 and 2002. M Go green, go Fora www. Inctia forcd.com 


AUTHORISED FORD DEALERS: AGRA: Prem Ford : 2520427, 2358509. • AHMEDABAD: Niki Ford 26927403-06. + AMRITSAR: Bhagat Ford : 2701562-64, 2705263: 
* AURANGABAD: Wasan Ford : 360477/88. * BANGALORE: Cauvery Ford : 6321941-43. Metro Ford 5594254, 5592203/05. * BATHINDA: Bhagat Ford : 2224183-85. • BHOF 
Distinct Ford : 538654-56. • BHUBANESHWAR: Capital Ford : 2563749/50. • CALICUT Rajshree Ford : 2355223, 2354831. * CHANDIGARH: Excel Ford : 658777, 655522 * CHEN 
Chennai Ford : 25323202/08. MPL Ford : 24337520-22. * COIMBATORE Rajshree Ford : 2579182, 2579213. • FARIDABAD: Indus Ford : 8845744-45. • GHAZIABS 
Legend Ford : 2775001-04. • GOA: Caculo Ford : 5641307-9. • GURGAON: Harpreet Ford : 5011701/702, 5012303/304. • GUWAHATI: TI Ford : 2660724, 2660745. • HYDERAEN 
Sundaram Ford : 27536216, 27544121. + INDORE: Distinct Ford : 2529212-14. • JAIPUR: K.S. Ford 5114180/90, 2374825. + JALANDHAR: Bhagat Ford : 2266496-99, 22668 
* JAMMU: Jammu Ford : 2554204/08, 2552977, 2505183. • JAMSHEDPUR Jayashree Ford : 2409164-65. * JODHPUR: O.S. Ford : 745205. * KANPUR Dynamic Ford : 2521241 








Accessories shown p the picture are not part of standard equipment. The Ford hon complees with Bharat Stage 0 [equivalent of Euro T) emission danced повез by the Government of inda vide its notfication number GSR TTE) dated January 31, 9000. The Fond kon was the highest mented entry maine car in the 1D. Powa 


| The New Ford Ikon Nxt. 









Look the new face of josh, 
right in the eye. The all new 
front end with integrated 
fog lamps and air dams. 
And sparkling eyes that 


reveal the rest. 


Meet the members of the 
Nxt band. The agile 1.3 Nxt 
with a new Rocam engine. 
The king of the road, 1.6 Nxt 
and the 1.8 Diesel Nxt. 


Discover the lively truffle 








interior. Adjust the height 
of the driver’s seat. And let 
the show begin as the lights 


dim slowly, theatre style. 


ford EER 


THE (psf MACHINE : x 
f у s 





22804986/4988. • KOTTAYAN 


RNAL: Pearl Ford : 2270730-31, 2270733. * KOCHI: Kairali Ford : 2559650, 2551310. * KOHLAPUR: Talera Ford : 2656839 * KOLKATA: Bothra Ford 
ali Ford : 2566326, 2304986. * LUCKNOW: Narain Ford : 2221123, 2221176 * LUDHIANA: Bhagat Ford : 2651012-14, 5013646-51. * MADURAI: Rajshree Ford : 2668736, 2668561 
MBAI: Shakti Ford : 28755510-13. Shaman Ford : 23811818. Wasan Ford : 25290275-81 * NASIK: Wasan Ford : 590833-34. * NEPAL: Dugar Ford : 00 977 1 468323. * NEW Е 
preet Ford (Moti Nagar) 25153650-53, 25179571-74. Harpreet Ford (Bhikaji Cama) 51659000, 51659002-09. Indus Ford 51615400-04 * NEW M 
ery Ford : 450083-85 * PONDICHERRY: MPL Ford : 203695. * PUNE: Planet Ford : 4218355/8322, 4213977. Talera Ford : 4011515. * RAIPUR: Utsav Ford : 5023351-53. * RAJK 

Ford : 98240-43366, 02827-87574. + SALEM: Chennai Ford : 2448210/ 186. + SURAT: Amin Ford : 3210032, 32682: * TRIVANDRUM: Kairali Ford : 2506724/1564. + UDAIPUR 
Ford : 2424701, 2526996. • VADODARA: Amin Ford : 2772999 + VIJAYAWADA: Sundaram Ford : 2485516, 2485536 SAKHAPATNAM: Sundaram Ford : 2730854, 255730( 














1 indie initial Quaity Study and LD. Power Asa Pacific 2002 inda nial Quality Study. Study besed on 3258 consumer responses f 8001 and 31 sumer neiponses in 9009 indicating owner reported prob during the fis s of ownership 
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Far From Good 

Yet, the absence of bad news is 
not good news. Thus, while pes- 
simism-scores on a host of param- 
eters are down, op- 
timism-scores have 
barely inched up. 

A sampling: 
The proportion of 
consumers that 
feels it will be 
worse off finan- 
cially next year, as 
compared to this 
year is down 10 
per cent, but the 
proportion that 
feels it is better off 
is up a mere 2 per 
cent. And the pro- 
portion that be- 
lieves businesses 
have it bad today is down 16 per 
cent, from 51 per cent in August 
2002 to 35 per cent. 

The result of this is a there- 
but-not-yet-consumer: her expec- 
tations have gone up but as 
Soumitra Choudhary, Chief 
Economist at rating agency ICRA 
puts it, she “is confused”, That’s 
evident in the spend-save equa- 
tion: the proportion of consumers 
advocating spending less is up 8 
per cent, but that of those that 
believe it is time to save more is up 
a mere 2 per cent. 

Still, saving and spending aren’t 
mutually exclusive black-and-white 
options: there’s a growing swathe 
of grey in the consumer firma- 
ment, the undecideds, their num- 
bers up a significant 6 per cent. 

Their caution is perfectly jus- 
tified. Finance Minister Jaswant 
Singh’s budget could either rein- 








Indian marketers 
have to live with: most 
consumers believe this 
is a great time to buy 
houses. (one reason be- 





actly hot and the sales 
of сту sets haven't 
looked up much, even 
in the run-up to the 
edm e е: 


Look, don't touch: Consumers are still 
cautious about spending freely 


V. Malwani, Managing Director of mete i e 









Fort, “but she is in no mood to throw money at hing and | 
thing.” For all of 2001, and much of 2002, all the 1 dian со! er 
heard was a tale of doom—of how the Indian ecor omy would either 
explode, or implode. Neither happened. That could exp in wiy most 
consumers are moderately sanguine about larger issues. However 
circa February, their expectations of a salary hike in 04 
and a business-, investor-, and consumer:tiendly budget are stil just 
that, expectations. Business confidence, riding on a revival 
and a boom in exports, is up. That, in tum, has translated into a sim- - 
ilar sanguine feeling among consumers. For that to tum into demand, 
though, their fears regarding taxes, salaries, and sioe need to be 
addressed. In effect, when consumers say "we need f 
they are actually articulating a feeling that they really do not ne nee 
to spend, That reflects podrly on economic policy and marketing — 
strategies—both the government and marketers have failed to- 
stimulate demand. The colour television market, for instance, has 
seen little innovation. All it has seen (and is seeing) are exper 
promotions associated with the World Cup. = 
















force the growing confidence of consumers or nip it 
in the bud. And paranoia over job security and ris- 
ing prices rules large. 

Businesses, of course, are confident that most 
consumers believe the worst is over and that the 
slightest positive sign from the finance minister will 
trigger a spurt in demand. “There is huge retail 
money waiting to pour into equities,” gushes Jigar 
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Shah, Vice President at brokerage K.R. Choksey. But 
only if the budget does away with taxes on divi- 
dends and long-term capital gains. There are other 
variables, yes, but in the near-term horizon, it is fears 
over what Big B holds that influences consumer beha- 
viour. “The wait for the budget i is the only thing 
keeping consumption in rein now,” explains Soumya 
Mohanty, Senior Vice President, Indica Research. 


Seagram's 


Ds and cassettes of the 100 Pipers Pure Music Series are available in select outlet (8/0 P | P € RS 


There are two kinds of people on earth. = 
The who’s who, And the who’s he, Abnwe it all 
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Create a delight-factor that makes consumers take 


OOK AT THE NUMBERS CLOSELY: THE INDIAN CONSUMER IS LESS PESSIMISTIC, 
not optimistic yet, and very very confused. The context is perfect for 
marketers to step in and fight consumer apathy and fear. They need 
to lock consumers into a long-term commitment, or offer attractive ind- 
ucements that expand markets. “The driver for growth, in terms of ex- 
citement, is missing in the case of consumer durables," says R. 
Ravi, Head (Sales), Godrej Appliances. Especially while selling second- 
order durables, lifestyle changers such as entertainment systems, mar- 
keters cannot just bank on the absence of consumer gloom—they need to 







the bait. Promotions are 


still relevant. It is no longer possible to expand markets for some categories that are 
close to saturation point—a freebie may be the only card marketers have left to play in such markets. 


Even in these categories, however, companies can benefit by adopting a 


‘lots more for a little more app- 


roach’. “Consumers are actually leveraging discounts and promotions to trade-up,” says Nabankur Gupta, 


Group President, Raymond. That means consumers may actually buy 
discount sale for Rs 1,000, instead of paying Rs 850 for a regular Indian brand 


a premium brand of jeans at a 
. Behind all the num- 


bers constituting this survey is a message for marketers: go out there and build your brand. 
Advertising, promotions, discounts—brand-building takes more than all of these. 


The Worst Is Over 

Businesses would like to think otherwise. *Barring a 
war in Iraq, and only if that leads to an increase in oil 
prices, consumer confidence doesn't look like facing 
any reversals," says Shripad Nadkarni, Vice President 
(Marketing), Coca-Cola India. Marketers, then, are 
gambling on growth, the consumer's reluctance to 
break out the bubbly be damned. 

Their reasoning: even a one-point increase in the 
consumer confidence index means things are chang- 
ing for the better. “All indications point to an inflexion 
point in consumer confidence," says Dalip Sehgal, 

Executive Director (New 
Ventures & Marketing 
Services), Hindustan 
Lever Limited. *If 
January sales hold 
out, the market 
will be in a 
hugely positive 
frame of mind." 


8% 


However, marketers would do well to remember 
that consumer confidence, as measured by BT-IRICS 
is up since August 2002. On an absolute scale, 
with zero signifying complete lack of confidence and 
100 signifying complete confidence, it stood at 12 
in that month. With that as the base, BT-irICS has 
moved up to 136 points. That is a significant inc- 
rease, but only when compared to August. In abso- 
lute terms, the consumer is still not very confi- 
dent. The worst may be over, but it is going to 
take a while before consumer confidence reaches the 
level marketers would like to see it at. 


The Lag Effect 

It takes time for an increase in consumer confi- 
dence, a mere blip on the graph, to translate into 
demand and, consequently, higher sales. Food 
World’s Braganza claims sales of impulse products (as 
opposed to need-based ones) are up. A significant pro- 
portion of consumers believe this is the right time to 
buy a house or a consumer durable and an impressive 


believe real incomes will grow this 
year. And a significant proportion 
of consumers believe this is the 


right time to buy a house or a consumer durable 


'€) business. How ‘e’ do you want to be? 





А 100-year heritage, 1000 awards and 34000 patents. 
A few reasons why millions invest in IBM PCs. 


Pm. 
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Total peace of mind. IBM NetVista A30 IBM ThinkPad R32 
, ; ; ; Micro-Tower/Black Mobile Intel" Pentium" 4 Processor 17 GHz - M 
That's the biggest reason to invest in IBM PCs. БӘР Pantin? 4 Processor 18606 DEME DDR RAM 
i i 52 KB L2 Cache 20GB НІ 

Buying IBM PCs means you invest in more than just a machine. You get p de 2-4 Mo prp M4 le 

advanced technology that's state-of-the-art as well as state-of-the-mind 40GB HDD 7200 RPM USB External 

Because only ІВМ PCs bring you peace of mind that can free you from the stress — Inte/* Extreme integrated Graphics 338 cm TFT li 

of constant maintenance, machine downtime and dala loss. 10/100 Integrated Ethernet 16MB VR 

1 ] Windows" XP Professional 10/100 kbps fax 

That's because only IBM PCs come with smart features like Rapid Restore PC Lotus Smart Suite (License), PC Doctor 26 kgs 

Free software with IBM PCs that lets you retrieve lost data in just minutes Norton Anti Virus (OEM) Microsoft® Windows" XP - Home 
3 year Limited Warranty Lotus Smart Suite nce) Р 

Additionally, ІВМ PCs come with the backing of a reliable sales and service team IBM Rapid Restore PC ** Global Warranty: 1 year Ct 

plus Access IBM, a feature that simplifies access to a universe of online and Access IBM , ІВМ Rapid Restore РС" * 

on-system information. You also get a three year warranty’ the minute you buy 539107 Migration Assistant —e- light 
Estimated Steet Price Rs. 41,490/- * Access IB . 

Save a lot of money on genuine software. IBM PCs come with free System Migration Assistant" * 
Also available multimedia model with above specs and 






Estimated Street Price: Rs. 87,900/- * 


Special offer. 
Web camera’ worth Rs.3000/- free. 


Lotus Smart Suite (license) and PC Doctor Windows" XP Home in lieu of Windows” XP Professional 
How many more reasons do you need to invest in an IBM? 





30hrs/45 days Sily Internet pack v IBM юй 
Estimated Street Price: Rs. 41,990/- * www.ibm.com/in/m 
responseG in. ibm.com 
• Bangalore - 6787216 
e Chenna 24988508 








e Kolkata 22822126 
Special offer. e Mumbai 26533577 
Buy before February 28, 2003 and get: e New Delhi - 23702022 
38.1cms Colour Monitor - at jus! Rs 7500/- * Weekdays 9am to 6 pm 
43.18cms Colour Monitor - at just Rs, 9500/- * to buy direct, locale an IBM reseli 
38.1cms TFT Monitor - at just Rs 28000/-* r for more informat 


IBM recommends Microsoft” Windows” XP Professional for Business. 
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router may use technologca measures for copy р 






product oF service names may be trademarks or Service marks of their respective owners 
ademari of M software productis) included with 
5 privacy policy will be detailed during 
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28 per cent believes real incomes will grow this 
year. That, by itself, should reflect in climbing sales 
graphs. But only in the right context. 


Marketers could provide 
that context if they focus on 
innovations instead of de- 
pending on promotions. 

A freebie, especially an 
attractive one, could result 
in an immediate increase in 
sales but the phenomenon is 
likely to be temporary. For 
sustainable long-term sales 
growth, there’s nothing quite 
as effective as the old fash- 
ioned marketing ploy of pro- 
viding an innovative solu- 
tion to a consumer problem. 
Or catering to a very real 
need. Companies have been 
loath to do this. 

A short-sighted focus on 
the next-quarter’s financial res- 
ults has caused them to place 
an undue emphasis on pro- 
motions. If consumers haven’t 
gone out and bought televi- 
sions or refrigerators, then, it 
is partly because companies 
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PINK SLIP TERROR 


Concerns over job security cloud an otherwise clear horizon. 


HOW WE DID IT 


@ Total sample: 1,108 


@ Cities covered: Delhi (122), Mumbai (140), 
Chennai (120), Bangalore (124), Kolkata (118), 
Ahmedabad (119), Lucknow (126), Coimbatore 
(120), and Kochi (119) 


@ Purely random sampling process; Male (571), 
Female (537); SEC A (550), SEC B (558) 


@ Age wise break-up of respondents: 20-35 years 
(514), 35-45 years (379), and 45 years plus (215) 


@ Face-to-face interviews using a structured 
questionnaire 


@ The questionnaire covered three core areas: 
current assessment of economic situation, 
expectation about the future economic situation, 
and overall consumption mood 


@ Besides key variables for indexing, the survey 
also measured explanatory measures 


ө All data was weighted; each variable first 
indexed for Nett optimism 


@ Data then indexed as proportion of total score 
possible 


@ This index then weighted to arrive at 
All India Index of Consumer Confidence 


Ex 


haven't really given them enough reason to. 
Jaswant Singh could help. He has already artic- 
ulated his desire to put more money in the wallets 


of the working class and 
housewives. If, on March 1 
he is perceived to have done 
so, expect a further increase 
in consumer confidence. 
Even something as incon- 
sequential (from the macro- 
economic perspective, that is) 
as a good performance by 
India in the Cricket World 
Cup could lead to an increase 
in consumer confidence. 
And if Singh comes 
through on February 28, and 
India on March 23, expect 
BT-iRICS to go through the 
roof. It could even zoom from 
the negative part of the scale 
to the positive. Forget consu- 
mer confidence, that would be 
sheer consumer delight. Œ 
ADDITIONAL REPORTING 
BY ABIR PAL, VENKATESHA 
BABU, DEBOJYOTI 
CHATTERJEE, AND 
NITYA VARADARAJAN 





HE BT-INDICA RESEARCH 

index in January 2003, 

as it stands at nearly 17, 
provides three pointers when 
compared to where the BT-IRICS 
stood in September, 2002—at 12. 
W A clear movement forward 
towards optimism. 
m When deconstructed, a pro- 
nounced shift in the feelings on 
both the economic conditions as 
well as the economic expecta- 
tions. The feeling is clearly up- 
beat on financial conditions 
now and next year, income situ- 
ation now and going forward. 
m Buying expectations, after 
adjusting for the festival sea- 
son factor in September 2002, 
has not changed, however. If 
anything, the preference to 
save is marginally up. 

Does it mean that it should 
perhaps be called a ‘Saver 
Confidence’ rather than 
‘Consumer Confidence’? 

In our view, both are inter- 
connected by a third variable: 
the need to save in order to 
enjoy a lifestyle later. We note 
just two drivers here: 

m SEC A and b, the top-of-the- 
scale consumers, can expect to 


` live longer than the average exp- 


ectancy, which itself is increasing. 
So a prolonged period of ‘clo- 
udy days' needs to be planned 
for, and not just a ‘rainy day’. A 
much wider set of options are 
now available via a privatised 
insurance sector to do this. 

m There are other imperatives— 
be it the child's wedding or 


higher education or health-re- 
lated expenditure. The bench- 
marks of what is ‘good’ are chan- 
ging—and becoming more exp- 
ensive. We note a significant 
increase in the options avail- 
able here too, both as a cause 
and as a reflection of the shift. 

The Budget would be an 
important event, and can pro- 
pel the economy forward and 
energise consumption. The 
consumers are equally divided 
on whether it would be bet- 
ter or worse or same as the 
last year’s budget; further 
tinged with the disquiet, where 
nearly half of them expect per- 
sonal income tax to increase. 

As we write this, the Iraq 
War is losing salience to the 
Cricket World Cup. Cricket, 
and our team’s performance, 
may well ultimately turn out 
to be an economic lever in 
more ways than one. 


The Methodology 

Consumer confidence meas- 
ures the mood of consumers 
towards buying, and helps 
predict buying patterns. There 
is no rigorous metric in India 
available to decision-makers 
in the corporate sector or the 
government. 

The BT-Indica Research Ind- 
ex of Consumer Sentiment (BT- 
IRICS) is the country’s first-ever 
consumer confidence index. This 
is the second of a series, planned 
to be done every quarter. 

Totally 1,108 respondents 


Indica Research's Executive Director, 
B. Narayanaswamy 


were met across nine cities. 

The questionnaire covered 
three core areas: Current asse- 
ssment of economic situation, 
expectations, and the con- 
sumption mood. The metrics 
reflecting the customer’s exp- 
ectations of economic situa- 
tion have been given a higher 
weightage than assessment of 
current situation and expected 
consumption. 

All data was weighted. Each 
of the variables was then first 
indexed for net optimism. 
Only in the case of price, ex- 
pecting the price to remain the 
same has been considered an 
optimistic response. 

The data was then indexed 
as proportion of total score pos- 
sible. This index was then 
weighted to arrive at All India 
Index of Consumer Confidence. 
The index minimum is 0 if all 
were to be pessimistic: and the 
maximum it can be is 100 at 
complete optimism. Anything 
above 50 is optimistic. @ 
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HEN SHAKESPEARE WROTE, “UNEASY LIES THE 
\ X / head that wears a crown," he was talking 
about royalty, but I’m sure the travails of 
today's business elite would have attracted his attention. 
The recent demise of the House of Seagram, for ins- 
tance, might be worthy of a play—the tale of how 
a third-generation CEO loses the family empire. 
The press has heaped scorn on Edgar Bronfman Jr., 
the Seagram scion whose Hollywood-influenced 
dreams led to a series of risky and ultimately dis- 
astrous acquisitions. To me, what is most interesting 
about the story is what it says about the business of 
buying crown jewels. 

When a business becomes as dominant and suc- 
cessful as Seagram was by the 1950s, it has almost no 
choice but to expand, acquire, and diversify. The 
companies and brands that are brought into the cor- 
porate family are like new in-laws whose own relatives 
start showing up at family functions, bearing all the 
baggage, hangups and skeletons in the closet you 
never heard about before the wedding. 

It's always a challenge to meld families and businesses. 
But when there are class issues involved, it gets even 
trickier. Suddenly, the bottomline is not the bottom- 
line anymore; status, snobbery, and pedigree jostle for 
equal attention with cash flow, marketshare, and pro- 
ductivity. What's more, there's a rationale to it all. 

When you buy jewels for your crown, it's always 
best to take stock first of who you really are—and who 
you want to be. Seagram actually had a good track 
record of pursuing quality in the decades leading up to 
the Vivendi-Universal debacle. Sam Bronfman, who 
was a Canadian, made the canny decision to stockpile 
blended whiskeys during America's flirtation with 
prohibition. When the dry era ended, he introduced 
products that promised a classier image than bootleg 
liquor: Labels such as Seagrams 7, Royal Crown, and 
v.O. Crown brought America along, taste-wise. As 
profits poured in, Seagram bought a trio of crown jew- 
els: Mumm Champagne, Perrier-Jouet Champagne and 
Chivas Regal Scotch. This kind of royal marriage 
made sense both to the customer and the company's ac- 
countants and justified the opulence. 
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SUCCESS SECRETS Wi Mark McCormack 


Prudence, Not Opulence 


Diversification can be a tricky business. Be rational while going for acquisitions. 


When Sam’s son Edgar took over, he led a suc- 
cessful diversification, buying $2.6 billion worth 
of DuPont stock. The chemical giant and the liquor 
empire shared perfect business pedigrees: They 
both did very well by their shareholders. This kind 
of upward mobility made sense too. 

All was well until America’s drinking habits began 
to change in the '70s and '80s. Blended whiskeys just 
didn't appeal to the younger set, it seemed; white 
wines and lighter spirits such as vodka had become 
chic. When Edgar Jr. was given the reins to Seagram, 
he tried to steer the company in new directions. But he 
made the fatal mistake of confusing glitz with glamour, 
flash with fundamentals. In a word, he went Hollywood. 

Crown jewels hold their value over time because of 
what they represent. Hollywood, the place where ill- 
usions are made, really has no brands that customers 
care about. Actors are the brands. And Edgar Jr.’s 
obvious desire to become a player in Tinseltown 
doomed his family's business and the Seagram share- 
holders. Selling the DuPont stock that had become alm- 
ost as valuable as the liquor business, he bought MCA, 
mostly for its music business and Universal Studios. 
Within a couple of years, Seagram stock fell 12 per 
cent, while DuPont rose 77 per cent. 

If there is a crown jewel in your line of business, 
there is a rationale to buying it. Buying a Hotel Bel-Air 
makes sense if you're a Four Seasons; Macy's can 
consider buying Tiffany's; Ford can buy Jaguar and 
even Land Rover. But buying your hobby or fantasy is 
dangerous. This is especially true for businesses that run 
on vapours, ignore the laws of business gravity, or dep- 
end on regular infusions of cash from starry-eyed 
outsiders. If you can afford to buy a football, baseball 
or basketball team as a bauble and a pastime, that's fine. 
But if you're planning on making money, you're bet- 
ter off sticking to your own business—unless you're 
prepared to run it with the kind of devotion to sound 
management principles that you'd bring to a company 
with absolutely no show-biz cachet. Bl 


© Mark Н. McCormack, All rights of reproduction in any 
form are strictly reserved. 


When it comes to 
performance, the 16 valve 
all-aluminium МРН! engine 
of the Zen can take you 
from 0-60 in merely 5.68 
seconds (as per Overdrive) 
Electronic Power Steering 
available in the LXi, VXi and 
Di versions, allows for 
better handling at all 
speeds. Racecar-like low 
slung body ensures greater 
ground control and crisp 
response. Rated by NFO 
Automotive’s Total 
Customer Satisfaction 
Study, 2002, as the best car 
in its category, the Zen has 
been acknowledged a high 
performer by over 5,00,000 
satisfied owners. Surely, 
you are one of them 
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Bermuda Azzuro 


Kajaria presents its latest range 
of wall tiles - BERMUDA in satin ari. 
finish, to complement the aesthetics NES 
of your kitchen and bathrooms as ERR Kajaria Ceramics Limited 


J-1/B-1 (Extn.), Mohan Co-operative Industrial Estate, Mathura Road, New Delhi-110 044 


never before. 
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N OLD PARABLE WILL SERVE TO INTRODUCE THE 

insight great managers share. There once lived 

scorpion and a frog. The scorpion wanted to 

cross the pond, but, being a scorpion, he couldn’t 
swim. So he scuttled up to the frog and asked: 

“Please, Mr. Frog, can you carry me across the 
pond on your back?” 

“I would," replied the frog, “But, under the 
circumstances, I must refuse. You might sting me as 
I swim across.” 

“But, why would I do that?” asked the scorpion, “It 
is not in my interests to sting you, because you will die 
and then I will drown." 

Although the frog knew how lethal scorpions 
were, the logic proved quite persuasive. Perhaps, 
felt the frog, in this one instance the scorpion would 
keep his tail in check. And so the frog agreed to 
ferry the scorpion across the pond. The scorpion 
climbed onto his back, and together they set off 
across the pond. Just as they reached the middle of 
the pond, the scorpion twitched his tail and stung the 
frog. Mortally wounded, the frog cried out: 

*Why did you sting me? It was not in your interests 
to sting me, because now I will die and you will 
drown with me." 

“I know,” replied the scorpion, as he sank into 
the pond. “But I am a scorpion. I have to sting 
you. It’s in my nature.” 

Conventional wisdom encourages you to think 
like the frog. People’s natures do change, it whispers. 
Anyone can be anything they want to be if they just 
try hard enough. Indeed, as a manager, it is your 
duty to direct those changes. Devise rules and poli- 
cies to control your employees’ unruly inclina- 
tions. Teach them skills and competencies to fill in 
the traits they lack. All of your best efforts as a man- 
ager should focus on either muzzling or correcting 
what nature saw fit to bestow upon them. 

Great managers reject this out of hand. They 
remember what the frog forgot: that each individual, 
like the scorpion, is true to his unique nature. They 
recognise that each person is motivated differently, 
that each person has his own way of thinking, and his 


WORKPLACE SPEAK B Marcus Buckingham 


People Seldom Change 


Each person is true to his unique nature. Great managers are those who accept this. 


own style of relating to others. 

Great managers also know that there is a limit to 
how much remoulding they can possibly do to 
someone. But they don't bemoan these differences 
and try to grind them down. 

Instead, they capitalise on them. They try to help 
each person become more and more of who he already 
is. They work on honing each individual's strengths so 
that he can perform his assigned role better. And 
when each employee performs his role better, it nat- 
urally adds to the organisation's productivity. 

Simply put, this is the one insight we heard 
echoed by tens of thousands of great managers: 
People don't change that much. Don't waste time 
trying to put in what was left out. Try to draw 
out what was left in. That is hard enough. 

This insight is the source of their wisdom. It exp- 
lains everything they do with and for their people. 
They recognise employees' inborn strengths and 
focus their energies on exploiting those. They do not 
waste time and effort trying to instill qualities in 
their employees that they know cannot be planted 
externally. The deep understanding that they are 
able to develop about each employee is the foun- 
dation for their success as managers. 

This insight is revolutionary. It explains why 
great managers do not believe that everyone has 
unlimited potential; why they do not help people fix 
their weaknesses; why they insist on breaking the 
*golden rule' with every single employee; and why 
they play favourites. It explains why great man- 
agers break all the rules of conventional wisdom. 

Simple as it may sound, this is a complex and sub- 
tle insight. Applied without sophistication, it could fool 
you into believing that managers should ignore people's 
weaknesses and that all training is a waste of time. 
Neither is true. So before you blindly take to the path 
to great leadership, ask yourself: Do I really understand 
each employee's strengths? How can they be best chan- 
nelled? What does it mean for the company? @ 





Copyright © 2002, The Gallup Organization. This article was written by 
Marcus Buckingham in association with Curt Coffman. 
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WHAT DOES A STRONG RUPEE MEAN 
FOR THE EXPORTS, ECONOMY, AND 
THE EVER-ENTERPRISING INDIA INC.? 


BY ROSHNI JAYAKAR & NARENDRA NATHAN 


OOKING AT MANBIR SINGH BAWA'S TRADING ROOM IN A 
nondescript building in Colaba, South Mumbai, you'd 
never think the 30-year-old foreign exchange analyst at 
Mecklai Financial could have corporate India jostling 
for phone-time with him. But on February 5, 2003, 
that’s exactly what happened. With the US Secretary of State, 
Colin Powell, expected to make his case on global television net- 
works for a war against Iraq, the rupee-dollar rates were swing- 
ing madly. War was on every skittish corporate treasurer’s mind. The 
result: The medium-built Bawa’s phone just wouldn’t stop ringing. 
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GAINING ON THE GREENBACK 


The rupee is losing against other major currencies, but gaining on the US dollar. 
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“EVEN AT PRESENT 
RATES, THE RUPEE 
IS UNDERVALUED BY 
SOME 25 PER CENT 
VERSUS THE DOLLAR, 
ON PRICE PARITY” 


For almost nine months now— 
but more markedly beginning 
January this year—the rupee has 
been firming up on the dollar, send- 
ing exporters and chief financial 
officers (CFOs) of companies scur- 
rying to forex analysts for an out- 
look every time a US offensive on 
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Iraq seemed imminent. And on that 
day of February, the dollar looked 
much more vulnerable. 

The volley of questions aimed 
at Bawa: Should we sell dollars now 
or wait for an hour or two? Will the 
rupee stay within the 47.72 to 47.77 
range? Was the appreciating rupee 
just an aberration? What should 
we do? Bawa’s advice to exporters 
on that particular day: Sell even if 
it’s just a 10 paise gain. 

To companies long used to a 
depreciating rupee—since 1990, 
the Indian currency has depreci- 
ated an average 4-5 per cent 
against the dollar every year—the 
sudden reversal in its fortunes 
means having to devise totally new 
strategies to manage their foreign 
exchange transactions. 


In just one year, forex reserves have risen by half. 
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Broadly, exporters—who, 
theoretically, become that much 
less competitive—now have to fig- 
ure out how to make up not just 
for their more “expensive” goods, 
but also the fewer paises they will 
earn for every dollar. On the other 
hand, importers—whose purchases 
now become cheaper—have to 
take a view on whether the super 
rupee is here to stay. If yes, should 
they be hedging at all. 

The point is, none of those 
questions can be answered with- 
out first understanding why the 
rupee is gaining on the green- 
back. Surprisingly, while opinion 
is divided on the why of it, there 
is consensus on one thing: that 
this is no flash in the pan. 

The argument is seductive. After 
bottoming at Rs 49.06 vs the dollar 
on May 16, 2002, the rupee has 
steadily been inching up. By 


January 1, it had climbed to 48.03 


and on February 7, it had gained an- 
other 33 paise. If one were to see it 
in percentage terms—which prob- 
ably is the right way to do it—the 
rupee has gained 2.8 per cent be- 
tween May 2002 and February 
2003. In fact, analysts point out, 
for the first time since the forex 
market was deregulated beginning 
1990, the rupee ended any calendar 
year (2002) with net appreciation. 

Research analysts like Siddha- 
rth Mathur of J.P. Morgan think 
that's also because for the first time 
in that period India's current acco- 
unt—the value difference between 
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what we export and import р 
net invisibles—registered a sur 
plus. This is an important in 
tor, because it reveals what's | 
pening to business. 

According to a Reserve Bank 
of India study, the major additions 
to India's foreign exchange re- 
serves—up from $54.1 billion (Rs 
2,59,680 crore) on April 1, 2002, 
to $72.4 billion (Rs 3,47,520 crore) 
by mid-January, 2003—have come 
from merchandise exports, soft- 
ware exports, and strong private re- 
mittances. The point: such inflow is 
not only here to stay, but there's no 
dollar outgo, because it comprises 
earnings, not debt. 

That, in fact, strengthens the 
argument of economists like Arvind 
Virmani, a former economic ad- 
visor to the Ministry of Finance 
and currently Director of ICRIER, 
who contends that the rupee is 
gaining because India's reforms 
programme has been successful in 
one key area: external sector. He 
points out that India has not only 
lowered quantitative restrictions 
and tariff rates, but done well on 
exchange rate management, by let- 
ting market forces decide where 
the rupee should be. This, argues 
Virmani, has forced Indian com- 
panies to focus on their own effi- 
ciencies, with the result that they 
are much more competitive than 
they were, say, 15 years ago. 

The economy, too, despite its 
missteps has been growing—at an 
annual average of 5.7 per cent 
for the last 23 years. Says Virmani: 
“I don't see India breaking out 
of this Bharatiya rate of growth 
for the next couple of years, but 
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WHAT HAPPENS IF..? 


que are many variables that affect the performance of the rupee, 
and it's hard to establish any direct co-relation between the two. But it 
is possible to explore scenarios. So here we go: 






Scenario-l 


Interest rate 

@ The RBI supports the dollar in the middle, pumps rupees into the sys- 
tem, increasing liquidity. Interest rates go down further. 

€ The RBI does not support the dollar in the middle, liquidity goes up only 
marginally and interest rates fall minimally. 


Inflation 

@ The RBI supports the dollar, increasing market liquidity. The extra 
liquidity nullifies the fall in landed cost of goods and inflation goes up. 
@ RBI does not support the dollar, cheaper imported goods result in an 
overall reduction in prices. Inflation goes down. 


Foreign trade 
Rupee will go up from the current level only if the economic recovery is 
sustained. If that happens, both import and exports will get a boost. 


Stockmarket 
If the rupee goes up because of an economic recovery, then the stockmarket 
will go only in one direction—up. 


Scenario-1l 


Interest rate 

@ RBI supports the rupee in the middle. In this case, RBI will be sucking 
up liquidity from the system. This will result in interest rates going up. 
@ RBI does not support the rupee in the middle. In this case, liquidity will 
go down marginally and, therefore, the rise in interest rates will be minimal. 


Inflation 
@ RBI supports the rupee, sucking up liquidity from the system. But the in- 
crease in the landed cost of goods will nullify it and the inflation will go up. 


@ RBI does not support the rupee, and the increase in the landed cost of 
goods will result in an overall increase in prices and, hence, inflation. 


Foreign trade 

Rupee can go down even with a recovering economy and, therefore, 

the relationship is not that straightforward here. 

@ Imports and exports will go up if there is an economic recovery. 

@ Growth in imports will be less compared to exports if the economic 
recovery is not sustained. This is because imports will become costlier. 


Stockmarket 

Rupee can go down even with a recovering economy and, therefore, 
the relationship is not that straightforward here either. 

@ Stockmarket will go up if the economic recovery is sustained. 

@ Stockmarket will go down if the economic recovery is not sustained. 
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DIFFERENT STROKES 


Some of India Inc.'s biggest forex earners and spenders. 
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nevertheless it is its underlying 
strength that is getting reflected 
in the current rupee rate.” 

What about the war scare and 
the flagging American economy? 
Are they casting no shadow at all 
on the dollar and hence influencing, 
the rupee’s gains? Yes, they are, 
say some others. “While we are 
bullish on rupee appreciating, a 
break-out of war is one of the key 
risks to our forecast,” says Andrew 
Holland, Executive Vice President, 
DSP Merrill Lynch. 

However, A.V. Rajwade, a Forex 
Consultant, points out that if one 
were to look at the real effective 
exchange rate (REER) index for the 
rupee, it has depreciated by about 3 
per cent in the last one year. How? 
Simple. The other three currencies 
(Euro, Pound Sterling, and Yen) 
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© Exports 8 Imports 

Source: CMIE 
As on March 31, 2002 


have gained much more against the 
dollar than the rupee has. 
Therefore, in comparison, the 
rupee has actually depreciated— 
12.9 per cent against the Pound, 8.7 
per cent against the Yen and 21.6 


POSITIVE SHIFT 


per cent against 
the Euro. 

Still, there's 
no dearth of peo- 
ple who belieye 
that the rupee's gains are not only 
due, but long due. J. Mark Mobius, 
President of Templeton Emerging 
Markets Fund, has been predicting 
a rupee correction for the last two 
years. Even at these rates, Mobius 
feels, the rupee is undervalued by 
some 25 per cent versus the dollar, 
on price parity. “But making such 
predictions over the short term 
can be quite dangerous because so 
many factors, including govern- 
ment efforts to influence rates, can 
intervene," says Mobius. 

In fact, the Reserve Bank of 
India has been mopping up ex- 
cess supply of dollars worth be- 
tween $500 million and $1 bil- 
lion a week (pouring in Rs 
1,07,688 crore in the last one year) 
to keep the rupee from appreciat- 
ing to a point where it hurts ex- 
ports. But the bank's overall policy 
seems to be to let market forces 
determine exchange rates, and that 
signal has gone through to traders 
and industry. That's why experts 
are saying that the rupee's gain is 
not momentary, but reflective of 
economic fundamentals. 

But what does the appreciating 
rupee mean for corporates, the 
economy and trade? Let's find out. 


With the current account balance turning positive, the rupee has also strengthened. 
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The Rupee 

And The Corporates 
A rupee going north is bad news 
for companies that earn in dollars. 
Take Wipro, for example. For every 
1 per cent appreciation in the rupee, 
the software major’s profit margins 
fall by 0.40 to 0.45 basis points. 
The solution? Taking forward cover 
on dollar receivables. At least for 
the next few quarters. And the fact 
that the forward premia at pres- 
ent is 3-4 per cent helps. Last quar- 
ter, Infosys was able to earn $1.5 
million just by smart hedging. 
However, companies that earn in 
one of the other major currencies 
(Euro or Pound) will stand to gain, 
since the rupee has depreciated 
against them. This will also help 
partly offset the dollar losses. 

Some companies like Tata 
Engineering are planning to repay 
part of their dollar loans ahead of 
deadline. The auto giant is repaying 
loans worth $75 million (Rs 360 
crore), which not incidentally: is 
equal to its net foreign exchange 
earnings last year. Taking the op- 
posite route, Bharti Tele-Ventures 
is cashing in on softer international 
interest rates and raising money. It 
recently borrowed $315 million at 
an average cost of 5.5 per cent. 
Says Akhil Gupta, Joint 
Managing Director, Bharti: 
“Ап appreciating rupee helps 
us raise more money, since 
forward premium rates have 
become soft.” 

As for big importers such as 
Reliance Industries, the app- 
reciating rupee could well be a 
bonanza (you pay fewer rupees 
for every dollar of import). 
At present, most of the net 
importers have chosen to keep 
the import cover open as it 
makes no sense to pay to 
hedge when the rupee is 
strengthening. Points out R. 
Shankar Raman, Vice 
President (Finance), Larsen & 


S March 2003 


Toubro: *We've stopped hedging 
payables, but have started hedging 
our dollar receivables." Like Larsen 
& Toubro, companies that are 
looking more at international mar- 
kets and dollar earnings have to 
manage exchange risks actively. 


The Rupee 
And The Stockmarket 


In theory, a stronger rupee means 
more dollar inflows because inv- 
estors—especially those who have to 
show profits in dollars—are that 
much more confident of their dollar 


CRYSTAL-GAZING 


Where's the rupee headed? Here are five projections. 
JP Morgan 


DSP Merrill Lynch 


Mecklai Financial 


Standard Chartered Bank 


ш End 2003 *March 2004 Per US$ 


: 


E 


Joint Y Director, 
Bharti Tele-Ventures 


“AN APPRECIATING 
RUPEE HELPS US 
RAISE MORE MONEY 
SINCE FORWARD 
PREMIUM RATES 
HAVE BECOME SOFT” 


investment not depreciating. 
Therefore, foreign institutional in- 
vestment should go up and 
along with it, the Bombay 
Stock Exchange Sensex. 

In practice, it works most 
of the time. Consider a re- 
cent example. In May 2001, 
when the rupee was at Rs 
46.92, the net inflow from 
foreign institutional ivestors 
was $265 million (Rs 1,272 
crore) and the Sensex was 
hovering around 3,631 points. 
By June, the rupee was 
weaker at Rs 47, and the in- 
flow of funds from foreign 
institutional investors (Fils) 
had dropped to $135 million 
(Rs 648 crore) and the Sensex 
was quoting at 3,456. And so 
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THE COST OF A 
STRONG RUPEE 


What it'll cost the RBI to 
maintain rupee at the current 
levels. Plus, the how of it. 
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Interest rates go down, 
put pressure on inflation 
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RBI inflation 
sucking out extra так with 
bonds paying interest 
(around 6 per cent now) 
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far in 2003, $309 million of net 


foreign money has flowed into the 
stockmarket, but the Sensex is even 
lower at 3,256 point. 

What this shows is that a strong 
rupee alone isn’t a big stockmarket 
influencer. Apart from market sen- 
timent, most investors first look at 
the economic fundamentals—in 
India’s case, continuation of the 
reforms programme—and then 
sector-wise opportunities in the 
country before making invest- 
ment decisions. If at all, an ap- 
preciating rupee can only add 
fuel to the rit fund flow fire. 


The Rupee 

And The Economy 

A strengthening rupee usually is 
bad news for exporters. However, 
this year, exports have continued to 
recover despite the rupee's north- 
ward run. Rating agency CRISIL's 
parameter of competitiveness (PARC) 
index measures the relative strength 
of Indian rupee versus its major 
competitors, mainly from the 
emerging economies whose exports 
compete with India. 

The PARC index reveals that 
competitiveness between January 
and November 2002 declined by 
52 per cent, meaning that the real 
value of the rupee increased by a 
similar amount. This was due to a 
nominal appreciation of the rupee 
against the dollar and price de- 
flation among India's major com- 
petitors such as China. 

According to CRISIL, the im- 
pact of declining competitiveness 
is likely to be felt on exports in 
the first half of 2003. If oil prices 
harden, imports will go up and 
widen the trade deficit, although 
software exports and private 
transfers could mitigate the pres- 
sures. Provided there's no dip. 

As for the economy, with an 
appreciating rupee, inflation should 
go down. In January this year, infla- 
tion touched 4.42 per cent. 
Assuming that import invoices are in 


dollars, currency depreciation is 
instantaneous, there is no shift in 
trade patterns and global prices of 
imported commodities are not aff- 
ected, and the rupee appreciates to 
Rs 46 to a dollar, a back-of-the-enve- 
lope calculation shows that the price 
index would go down by about half 
a per cent. That, in turn, will push 
inflation down to 3.9 per cent. How- 
ever, should the rupee depreciate to 
49 versus the dollar, the price index 
could rise by 0.25 per cent, pushing 
inflation up to 4.67 per cent. 

But where do experts think the 
rupee is headed this year? 
Between 47.25 and 48 to the dol- 
lar, seems to be the verdict (See 
Betting On The Rupee). The key, 
however, to the question is held 


RBI's overall 
policy seems 

to be to let the 
market forces 
determine the 
exchange rates 


by Messrs Bush and Hussein. If 
there's a war, oil prices will shoot 
up, and an increase of one dollar 
per barrel will mean India has to 
cough up $550 million (Rs 2,640 
crore) more. Besides, $4.2 billion 
(Rs 20,160 crore) worth of 
Resurgent India Bonds mature 
later this year. Although a size- 
able chunk of the payments are 
likely to return to India by ways of 
non-resident Indian deposits, the 
potential capital outflow and con- 
current higher inflation could 
weaken the current strong rupee 
sentiment. For the moment, 
though, the bets are on the ru- 
pee staying strong. @ 


It's like winning an Oscar for 
‘Quality of Management Performance’ 


IMC Ramkrishna Bajaj 
National Quality Award 2003 


An award that enables organizations to benchmark their business practices 
against world-class criteria. 


The award will be presented in three categories: H 
e Manufacturing * 
e Service S 


9° 


e Small Business КҮ 


Last date for submitting Eligibility Determination Form: 
31st May, 2003 


Last date for submitting Award Application: 
31st July, 2003 


All applicants will receive a detailed Feedback Report outlining their 
strengths and areas for improvement by a team of trained and certified 
experts - a very cost-effective feedback report indeed! 


Unique Opportunity: Eligibility Determination Forms received by 
20th April, 2003 will be given complimentary seats 
for a two-day programme on Understanding the Award Criteria. 


On request, IMC could also organize a one-hour complimentary Award 
Overview programme for Top Management outlining the criteria 
and the philosophy of the award. 


For details and application brochure, contact: 

Dr. Geeta Bharadwaj, Executive Director, Quality Cell 
Indian Merchants’ Chamber, IMC Marg 
Churchgate, Mumbai 400 020 
Tel: (022) 2202 5438 / 2204 6633 
Fax: (022) 2204 8508 / 2283 8281 
E-mail: qualaward@|MCnet.org 


Past Awardees 


Trophies 

Grasim Industries - Vikram Cement 

HDFC 

Indo Gulf Corporation - Fertilizers 

Infosys Technologies 

Reliance Industries - Hazira 

Satyam Computers 

Thai Acrylic Fibre 

University Institute of Chemical Technology 


Certificates of Merit 

Grasim Industries - Vikram Cement 
Hindustan Lever - Chhindwara 
Larsen and Toubro - EPC Projects 
Hindustan Lever - Kanhan 

Indian Rayon - Rajashree Cement 
Indo Gulf Corporation - Fertilizers 
Wirecom (India) 

Thai Carbon Black 

Hi-Tech Carbon - Gummidipoondi 
Bharat Petroleum - Refining 
i-flex Solutions 

SUMUL 

Hindalco Industries 

Chemical Process Equipments 











Venture capital funding has reduced 
to a trickle. But don’t write off this 
fledgling industry yet. Just blame 
the slowdown on the excesses of 

the past. sv PRIYA SRINIVASAN 


GLOBAL INVESTORS 
ARE TAKING FLIGHT 


AMP terminates JV 
with IndAsia leading to 
collapse of a Rs 264-crore 
India fund 


a CDPQ has change of 
heart on Asian region, 








opts out of India as well (firm 
had a commitment to IndAsia 


and had also appointed a 
separate India team to 
identify investments) 


iB GE Capital stalls private 


equity investments in 
India, in keeping with 
worldwide move 





CUPP 





NSCONCED IN HIS COZY 


office in South Mum- 
bai, a fund manager at 
a venture capital fund 
is trying his best to of- 
fer a cerebral rationale for the re- 
cent spate of exits by large insti- 
tutional investors from India’s 
fledgling venture capital indus- 
try. In a matter of minutes, how- 
ever, the façade drops. The mono- 
logue turns vitriolic, with the fund 
manager breathing fire on a range 
of issues that has led to the vc 
industry in India hitting its lowest 
ebb in recent times. Topping his 
hate-list is the government for its 
dubious take on private equity— 
regulations make no distinction 
between private equity and for- 
eign direct investment. The 
Indian banks and financial in- 
stitutions aren’t spared either 





for steering clear of private ven- 
ture capital funds. “They are will- 
ing to sink hundreds of crores 
into non-performing industries 
but will not back performance- 
driven teams; we just don’t figure 
as an asset class” he fumes. 

Mr vc’s ire is understandable. 
He is one of the many Indian ven- 
ture fund managers who has be- 
come a victim of the blow-hot- 
blow-cold approach of overseas in- 
vestors. Stung by the poor per- 
formance of private equity the 
world over, several large investors 
have walked out of the Indian mar- 
ket in recent times. Among them 
has been Australian insurance ma- 
jor AMP, which last month called off 
its joint venture with IndAsia Fund 
Advisors, an advisory firm headed 
by well known finance and corpo- 
rate consultant Pradip Shah. The Jv 
was managing an India-specific 
fund with a corpus of about $55 
million (Rs 262.6 crore), where 
AMP was the anchor investor with a 
commitment of about $25 million 
(Rs 119.4 crore). 

If you think Shah can still cob- 
ble together a smaller fund with 
one of his other partners, Canadian 
investment firm CDPQ, well he can't. 
For CDPQ too has rethought its Asia 
strategy, and one element of that 
game plan is to stay away from 
India. СрРО had also appointed an- 
other independent team to scout 
for deals in India. The Canadian 
firm’s rethink on investing in Asia 
puts a question mark on the fate of 
that team as well. These are not 
isolated cases. India is also disap- 






















| Few Funds Have Been Able To Close... 


Proposed Fund Size Status 


ICICI INDIA ADVANTAGE FUND 750 s тии 


НТ 191 Shelved 
INFINITY 143 Yet to close 
TDA CAPITAL PARTNERS 480 Yet to close 
DRESDNER KLEINWORT GROUP 480 Status unclear 
GW CAPITAL 191* Expects closure this year 
Figures in Rs crore *Approximate figure 

pearing from the radar screen of an- when they tend to make direct in- 


other major private equity player, 
GE Capital. 

Blame it on the rough global 
climes. As Girish Kulkarni, 
Managing Director, TDA Capital 
Partners, points out: "When the 
market sours and there is pressure 
on investors, they prefer to con- 
centrate on those geographies that 
command a major portion of their 
portfolio. They'd rather not waste 
time managing emerging market 
allocations, which sometimes ac- 
count for as low as one per cent of 
their portfolios." To be sure, such 
behaviour isn't unusual amongst 
global investors who make invest- 
ments that reflect on the balance 
sheet rather than create specific in- 
vestment vehicles like funds. Large 
entities in the corporate, insurance 
or pension fund sectors get attrac- 
ted to private equity investments 
when the going is good and that's 


concentrate on those geographies that 
command a major portion of their portfolio 


vestments that are reflected on their 
balance sheets. When these invest- 
ments don’t pay off, they stick out 
on the balance sheet, thereby re- 
sulting in these companies veering 
towards caution and withdrawing 
from private equity. 

That’s exactly what’s happening. 
Between 1995 and 2000 global in- 
surance companies and pension 
funds over-allocated to the private 
equity business on the expectation 
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of a 20 per cent return over 
a five-year period. But with 
these expectations proving 
unreal, they are starting to 
pull back. Capital commit- 
ments are made only to es- 
tablished vc firms with a 
track record, of which there 
are very few in India. 
Fund raising in India is 
likely to get tougher than 
ever. The year 2001 sawa 
sharp decline in the number 
of funds raised to 14, from 
45 in 2000. The amount of 
monies raised has also 
dipped from $825.6 mil- 
lion (Rs 3,962.9 crore) in 
2000 to $395 million (Rs 
1,886.5 crore) in 2001. 
While official figures for 
2002 are not yet available, market 
players are unable to think of a 
single fund that was raised last year, 
barring the AMp-IndAsia fund, 
which has now collapsed. At least 
five funds that have been franti- 
cally trying to raise money for the 
past year have had little luck. 
Overseas capital accounts for roug- 
hly 60 per cent of the monies in the 
Indian vc industry. So with foreign 
` money drying up, the sector is look- 
ing to the domestic banks and Fls 
for succour—which isn’t coming. 
“It’s individuals in the Indian 
УС industry who have gone out 
and attracted overseas money 
from the international markets. 
There has been very little support 
from the government or govern- 
ment bodies for this sector. There 
should be some simple changes 
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in policy to start with. For in- 
stance, we should be given a sep- 
arate status under FDI regulations,” 
suggests Prakash Karnik, who is 
part of the team that had been 
appointed by CDPQ to spot in- 
vestment opportunities in India. 


There Are Gripes Galore 

If the vc community feels that 
making private equity conform 
with FDI norms isn't fair, that's 
not their only gripe. What also 
gets their goat is the recent pro- 
posal stipulating that a private eq- 
uity investor would have to make 
an open offer to shareholders if it 
takes a 15 per cent stake in a listed 
entity. As for the reluctance of 
banks and Fis to invest in vc funds, 
one venture capitalist resignedly at- 
tributes it to a *resistance towards 
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parting with the fund man- 
agement fee (1.5-2 per cent 
of the fund size) or an 
aversion to profit sharing”. 
The institutions for 
their part could have their 
own reasons for staying 
away from vc funds. As 
Rakesh Rewari, CEO, SIDBI 
Venture (the asset man- 
agement company for the 
national venture fund for 
software and IT), is quick to 
point out. “Some of the 
critical issues here are that 
when a fund is set up with 
allocations from a govern- 
ment body, the money of- 
ten has to go to designated 
sectors. Most private VCs 
would not want to invest in 
these sectors. What's more, the 
VCs expect returns in two to three 
years. Which company in the SME 
(small and medium enterprises) 
sector for instance is going to give 
you returns in that time frame?" 
Interestingly SIDBI Venture, as 
anchor investor, has just com- 
mitted $5 million (Rs 23.8 crore) 
in a $20-40 million (Rs 95.5 





was soaked up by Indian 
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apital 
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barely 








crore-Rs 191.04 crore) India-spe- 
cific fund being raised by the 
Washington-based Small 
Entrepreneurs Assistance Fund 
(SEAF), which will be dedicated to 
the Indian SME segment. 

That’s one indicator that the vc 
industry isn’t yet dead. It’s only 
getting more focused. Sections of 
the vc tribe maintain it is unfair to 
write off this industry purely on 
the basis of a tough fund-raising 
environment. They point to the 
capital waiting in the wings. After 
all, it’s not as if funds haven’t been 
raised. And the large private equity 
players like General Atlantic 
Partners, Newbridge Capital, 
Warburg Pincus and Walden 
International continue to scout 
for deals in India. Says Raj Dugar, 
co-founder of Westbridge Capital, 
which is currently managing a 
$140 million (Rs 668.5 crore) cor- 
pus: “I anticipate fewer deals this 
year but certainly much 
larger ones than last 


a handful of fun 


mates that less than 10 firms (of 
the 50-odd vc firms in India) 
have actually concluded more 
than one deal last year. And of 
those few deals, most would be 
private equity transactions in es- 
tablished or listed companies, 
rather than early-stage funding, 
which is what venture capitalists 
should ideally be looking at. 
There's of course a sound rea- 
son for that. Investments in en- 
trenched firms are fairly derisked, 
as most of them would already 
be high up on the growth curve 
and ripe candidates for acquisi- 
tions or strategic sales. And that 
means the vC/private equity in- 
vestor won't spend too many 
sleepless nights worrying about 
his exit options. *The boom and 
bust in the technology and tele- 
com sectors worldwide has taken 
its toll on the investment climate. 
It's been a domino effect which 






has taken its toll on the risk ap- 
petite of funds," sums up Karnik. 


A Flicker Of Hope 


Still it may be a wee bit early to 
write an epitaph for early-stage 
funding. There may be hope yet 
for start-ups looking for risk cap- 
ital, if two angel investors who've 
got together to rekindle the spirit 
of early-stage investing have their 
way. "In all this churn investors 
have forgotten the small entre- 
preneur," shrugs Pravin Gandhi, 
co-founder, Infinity Ventures. 
Gandhi for sure hasn't. 

He and another angel investor 
Mahesh Murthy have teamed up 
to set up "Seed," which will foster 
small businesses. 

Ventures like Seed and 
the sEAF fund for India 


...And Money Raised Has Plunged 
24 


may be modest attempts, 
but the message is clear: It 


year. Investors are spend- 
ing a lot more time look- 


172. 
3,962.9 3 65.1 


ing at the kind of deals 
they want to do. We for 
one continue to be very 
bullish on India." 

As of last year, over 
a billion dollars is esti- 
mated to have been 
sunk into Indian ven- 
ture capital and private 
equity. Yet, barely a 
handful of funds has ac- 
tually struck deals last 











may not be fair to write 
off the venture capital sec- 
tor in India just yet. As 
Rahul Bhasin, Managing 
Partner, Barings Private 
Equity Partners, con- 
cludes: “Excesses had 
been committed in this 
market worldwide and 
India was no exception. 
We are just achieving 
more normal levels of 


year. Ranu Vohra, CEO NO OF FUNDS AMOUNT RAISED AVERAGE PERFUND commitment.” For now, 
of investment bank m 2000 W 2001 Source: 2001 Indian Venture Capital Association Yearbook commitment of any kind 


Avendus Advisors, esti- 


Amount raised & average per fund in Rs crore 


will do just fine. El 
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Rajeev Bakshi, CEO, PepsiCo India: 
He's ready to play now 





A year after taking 
over as CEO of 
PepsiCo India, Rajeev 
Bakshi finally unveils 
his strategy for the 
company. Alternative 
drinks, tea and coffee, 
water, new advertising 
and positioning 
strategies, and a 
focus on costs—it’s a 
whole new cola. Aha! 
BY SEEMA SHUKLA 


T'S A SUNNY JANUARY 

afternoon in Mumbai and at 

South Mumbai’s Radio Club 

everyone’s eyes are on a 

slightly built—5'8" and 150 

pounds if you must know— 
24-year-old who’s doing these inc- 
redible things with a BMX (that’s 
Bicycle Moto Cross) bike. 

Chad Kagy is a champion BMX 
rider and he is in India for the 
launch of one of the brands that 
sponsors him, Mountain Dew, a 
PepsiCo label, which is the third 
largest selling soft beverage in the 
US after the colas Coke and Pepsi. 
The Dew is an energy drink that 
seeks to associate itself with daring 
high-intensity alternate sports— 





OPERATION The challenges facing 


Bakshi and how he hopes 
to double consumer base to 


nd I f 250 milion in three years. | 


PEPSI IS SUDDENLY UNDER FIRE... 

ө Coke's aggressive pricing strategy for its cola 
and water has forced Pepsi to blink | 

ө Coke's launch of Georgia tea and coffee gives it 
a full bouquet of beverage offerings 

@ Forced to react by slashing prices, Pepsi finds 
its profits under pressure 

@ Coke is riding high after its successful more- 

Indian-than-Indian Aamir Khan campaign 

































... BUT BAKSHI HAS A LONG-TERM STRATEGY... 

@ Focus on costs. Pepsi has saved some Rs 40 crore 
in 2002-03, and hopes to save Rs 50 crore in 2003-04 

@ Restructure operations. By moving to a structure where one 
executive in a region is responsible for both company owned 
and franchise owned operations, Bakshi hopes to increase 
accountability 

@ Positioning. The company will continue to position itself around 
youthfulness. Mountain Dew, its second largest global brand 
that has just been launched in India will do this too. 

@ Build a bouquet. Bakshi’s aim is to have a product in every 
space: cola, orange, lemon, tea and coffee, energy, and sports 


... WHICH IS ALREADY EVIDENT IN PEPSI'S RECENT TACTICS 
@ Mountain Dew will be launched on the Cricket World Cup platform 
@ The World Cup campaign will stress leadership; 

the next quarter will see a fresh campaign 
ө Pepsi Blue, a limited edition World Cup special launched 
e Alliance with HLL to enhance bouquet 
@ Pepsi will soon enter the bulk water business 


€ Pepsi will launch a Tropicana sub-brand with 
lower juice content at a lower price point 
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Pepsi’s Bakshi is livid at 
suggestions that he is being 
forced to react to Coke’s 
blitzkrieg. 





Pepsi has always set the agenda in the industry. Now, in terms of 
advertising, pricing, new products, Coke seems to be calling the shots. 
There is one Aamir Khan ad—this is not a new mantra 
from heaven. It (suggestions of Pepsi's reactive strategy) 
is nothing but irresponsible media hype. The figures do not 
show a change. My December figures from five cities 
show a 47 per cent share as opposed to a 45.8 one in 
November. Theirs show a decline from 50.9 per cent to 49 
per cent. In the first 15 days of the year what have they 
done—dropped prices across the board. Look at my 
agenda: the launch of Mountain Dew, announcement of the 
World Cup plans, the alliance with HLL. We are also 
launching bulk water. Against that they announce one price 
drop and people say they are driving the agenda! Such a 
move can be neutralised within hours. 


But you were forced to slash prices as a result. 

| was anyway planning to reduce prices in February. | was 
not planning to do it across the board—only where there 
is a strategic advantage. (In) Delhi city, for instance, 
what difference does it make if you drop prices in the fog 
and cold. You drop prices but expect sales to be the 
same? 15 that a strategic answer to Mountain Dew and 
the World Cup? 


What about Pepsi's hasty entry into tea/coffee with HLL to 
counter Georgia? 

As far as | am concerned it is a reaction but only in terms 
of timing. | am clear that | want to stick to my core com- 
petence; in this case that means distribution. What does the 
fact that we were able to counter their move in 10 days tell 
you? | can't sign up with HLL in 10 days. This was part of 
my strategy drawn up in January 2002. 
| felt the best way to get into tea/cof- 
fee was not by getting into plantations 
and growing a new brand for a mar- 
ket segment that at best makes up 
10 per cent of the (total) market 
(out-of-home consumption). 















Why launch Mountain Dew now? 

The market has started expanding in 
terms of needs and choices—we think 
the market is ready for something 
new. We expect it to do 10 per 
cent of brand Pepsi sales in 
the first year itself. 
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hence Kagy and the BMX biking display. 

It's a sunny January afternoon in Mumbai 
and at the Radio Club no one really pays much 
attention to a more-imposing-than-Kagy— 
5°11” and 180 pounds if you must know—45- 
year-old who, in a way, is responsible for it all. 
They should: the event is as much a vehicle for 
Mountain Dew's launch as a symbol of Rajeev 
Bakshi's coming out. 

The man who replaced Priya Mohan 
(‘Suman’) Sinha as CEO of PepsiCo India early 
last year, after a high-profile search exercise, 
spent much of 2002 plotting his moves and 
tweaking the company's innards—he's got a 
new structure and savings of some Rs 40 crore 
to show for his efforts. 

Things weren't expected хо be as quiet. 
Everyone believed Bakshi, his marketing rep- 
utation honed to messianic levels through suc- 
cessful stints at Lakme and Cadbury India, 
would shake things up at the Rs 3,890-crore 
company. Instead, much to the delight of exe- 
cutive trackers who asserted that he was a 
hands-off marketing strategist, he hunkered 
down and focused, almost exclusively, on the 
company's insides. 

The Dew launch signalled a shift in his 
approach. Bakshi had sweated the company 
into shape; his strategy was in place; and things 
were ready to roll. As if to emphasise this, a 
week after the Dew launch, the man was at it 
again—this time getting some glass walls to 
shatter for the launch of Pepsi Blue, a limited 
edition blue cola that seeks to leverage the 
brand's association with the Cricket World 
Cup and the Indian team's colours. 

Only, some things have changed since 
Bakshi took charge. Coca-Cola was a red 
cherry lost in the wilderness of the arid 
Indian marketplace in early 2002. 

Everything that could have gone wrong 
with a brand had happened to Coke in India: 
a succession of CEOs that meant there was 
little strategic continuity, soporific advertising, 
much-publicised scraps with bottlers, and 
that famous $450 million (Rs 2,100 crore at 
the then exchange rate) write-off. 

Circa February 2003, the company seems 
to have worked things out. Its latest ad cam- 
paign, with Bollywood superstar Aamir Khan 
is a huge success; the launch of tea and coffee 
brand Georgia gives the company a range of 
offerings and, ergo, greater leverage with dis- 
tributors; and its aggressive pricing strategies 
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CLOUDY 


NUMBERS 


супада 
ne company, actually ` 
Pepsi, claims the other’s 
figures aren’t accurate because 
they are based on a very small = 


sample. The other, Coke, 
claims its competitor uses a 
division of its advertising 
agency to carry out its survey. 
In the absence of independent 
estimates—the Indian Soft 
Drinks Manufacturers 
Association doesn’t, strangely 
enough, track the market— 
we'll just have to approximate 
a mid-point as the truth. 





for its cola and water brands appears to have paid 
off. Did Bakshi wait too long? 


The Other Guy Blinked 

One successful Coke campaign, some not-so-hot Pepsi 
ones, and marketing mavens are already convinced 
of Coke’s Great Indian Turnaround. 

“Pepsi’s advertising in 2002 didn’t have the bite 
of the past,” says Piyush Pandey, President and 
National Creative Director, O&M. “And Coke has 
been getting its act together.” 

Worse still, some of Pepsi’s recent efforts are being 
compared to Coke’s earlier campaigns. “Using celebri- 
ties for the sake of using them is not of much use; that’s 
something Coke used to do,” adds Kiran Khalap, 
Founder, Chlorophyll, a Mumbai-based brand con- 
sultancy. “Of late, Pepsi ads—especially the Sachin- 
Amitabh one—have looked more like Coke ads.” 

Bakshi doesn't take kindly to such remarks. He's 
armed with an array of numbers that show how Pepsi 
has been gaining at Coke's expense. 

Coke has a similar set of numbers to bolster its 
claim, but that's another story (See Cloudy Numbers). 
Bakshi is dismissive of the Aamir Khan ad and Coke's 
aggression on the price front. “If some people do not 
have a strategy, they move to the price platform," he ex- 
plains. *It takes two minutes to match that." 
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Pepsi and Coke can’t disagree more on 
marketshare data. 






Source: IMRB retail 
tracking survey 


Source: AC Nielsen 
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Figures are aerated beverages marketshares in percentage for October 2002 


“Slashing prices by 25 per cent doesn't take 
marketing genius," adds on-her-way-to-Purchase 
Executive Director, Marketing, Vibha Paul Rishi. “It 
just takes someone who thinks nothing of losing 
$450 million and writing it off—this isn’t agg- 
ression but imprudence.” Coca-Cola India refused to 
go on record with its response. 

Perception that Pepsi blinked first also comes from 
its announcement of a marketing alliance with HLI 
to jointly distribute beverages less than a month after 
Coca-Cola India launched Georgia. “Deals like this 
don’t happen in a month,” laughs Bakshi. “We have 
been planning this for more than a year.” 

Under the alliance, Pepsi, which has around 4,000 
fountains largely in retail outlets and HLL, which boasts 
a network of 15,000 vending machines, largely in offices, 
get to pool their infrastructure. “It makes for a strong 
customer and consumer proposition to provide a com- 
plete range of hot and cold beverages under one umbr- 
ella,” says S. Ravindranath, Director (Beverages), HLL. 

Bakshi admits that Pepsi’s moves in the water 
business haven’t exactly set the market on fire but 
claims that the pace has been dictated by a desire to 
maintain standards—for the record, Aquafina does 
score better than Kinley in a recent CSE (Centre for 
Science and Environment) study. 

This year, the company will enter the bulk segment 


FOCUS ON COSTS: Pepsi has saved some RS 40 Cl'OT in 2002-03 


INVNId 


Inv4 


"=ч т ч үгүт ee +”, mgr 


bt marketing 


АУТА алга кыа МА мынан ашыды тон ИШ. 


Pepsi will cover all beverage segments by summer 2003 


where the volumes lie. “We are not playing a leadership 
game right now,” he says. “Will we make #1 this 
year?” “I don’t know.” “In the future?” “Yes.” 


Anywhere. Anytime. Anything. Burp 

It'll be a new PepsiCo India that backs Bakshi’s game 
plan. “Rajeev is very numbers-driven,” points out a for- 
mer Pepsi exec who has worked with both Bakshi 
and former CEO Sinha. “He presents his game plan and 
expects you to deliver results; earlier, there was much 
more interference at the micro level.” 

The focus on numbers is critical to Bakshi’s long- 
term strategy. ^I am very clear that to increase the 
customer base, I have to play the price card—our aim 
is to be the lowest cost producer." 

That emphasis on efficiency and results is also evi- 
dent in the new CEO's restructuring of bottling opera- 
tions. The world over, Pepsi has more franchise bottlers 


SANJEEV GUPTA, Deputy President, Coca-Cola India 


Bolstered by aggressive pricing, innovative advertising 
and new offerings, Coke surged ahead in 2002 
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(termed FOBO or Franchise Owned Bottling Operations) 
than company-owned bottling operations (COBOs). 

In India, where the company has had to consciously 
invest in growing the market, the situation is different— 
the ratio of COBOs to FOBOs is 55:45. Regional targets 
were the source of much confusion (and pain) in the 
past because the teams overseeing the operations of the 
COBOs and the FOBOs were different. Now, the same 
executive heads both operations at the regional level. 
The result? More P&L accountability. 

Now, claims Bakshi, Pepsi is ready to take the great 
leap forward. “I am not talking price cuts,” he says. 
“Tm talking long-term strategic advantage." Mountain 
Dew is the first visible manifestation of that strategy— 
a $5 billion (Rs 24,500 crore) brand, PepsiCo is betting 
it will extend its franchise with the youth segment. 

A marketing and communication offensive coin- 
ciding with the Cricket World Cup is another. This inc- 
ludes the launch of Pepsi Blue (a lim- 
ited edition variant—blue is India's 
colour at the cup), special commem- 
orative non-returnable bottles, pro- 
mos involving World Cup merchan- 
dise, and an Adnan Sami video that 
the company hopes will emulate 
Ricky Martin's The Cup of Life 
World Cup Football hysteria, “Pepsi 
in India has a historic relationship 
with cricket," says Rishi. 

The other strand of that strategy 
revolves around more new laun- 
ches—some new, some, mere exten- 
sions. The company is considering 
the launch of sports drink Gatorade. 
And launching a sub-brand of 
Tropicana with lower juice content at 
a lower price point. That should help, 
although, as Bakshi himself admits, 
pricing won't make much difference 
in that market; it's the concept and 
the benefit that needs selling. 

By the summer of 2003— 
crunch season for soft drink com- 
panies—Pepsi will have a product 
offering in every niche in the mar- 
ket, some its own brands, others, 
Hindustan Lever's. The internal res- 
tructuring too should be over by 
then. Will Bakshi's New Pepsi click? 
We should know by then. @ 
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Nestlé 


Keen customer focus, an ability to look into future den 
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General Mills 
Jet Airways 
Epicenter 
Transocean 


amsung Engineering 





Schulte 


Easy Accessibility: World of conveniences available 
* Proximity to International, Domestic Airport in the Business Park: 

Р & Highways • Easily accessible by Rail & * 6 banks & ATM 
Elf Lubricants Road * Major growth centers in the vicinity . / à 
like SEEPZ & MIDC • 8 five-star hotels e 24-hr. coffee shor 
Infrastructure: Ы Speciality hospita 
Р&0 Nedlloyd e Dual-feed power supply from TATA & (Under Construct 

BSES * Fiber optic cable backbone * Digita e residential leasing optior 

exchange in the vicinity e Large floor plates vailable 
- upto 30,000 sq. ft., per floor 


Owe ns Corn і ng Over 1 million sq. ft. of Commercial Property already developed 


* Over 10,000 employees drawn from various manpower pockets of Mumba 





FedEx 


: Offices available on lease / outright basis. 
ratiopharm Area 1000 to 2,50,000 sq. ft. 


Olympia, Central Avenue, 

Hiranandani Business Park, Powai, Mumbai - 400 076 
E-mail: pathare.ashutosh ё híranandani.net 

3lue Star Infotech. Si website: www.hiranandani.com Е. 
Tel. : 2576 6734 / 45 • Fax : 2570 6444 Hiranandani 


Ashutosh : 9821054714 * Anil : 9820235991 
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HOSE WHO SHOUT THE LOUDEST ABOUT THE 
| virtues of free trade are more often than not the 
most protectionist when it comes to shielding in- 
efficient industries at home from international com- 
petition. Those who tend to be extremely vocal about 
the benefits of free movement of capital, goods, and 
services across the globe are usually also the most 
conservative when it comes to the removal of restric- 
tions on movement of labour across nations. 

Take the case of the world’s most powerful 
country, the US. More than three-fourths of the 
anti-dumping investigations initiated by the American 
government are directed against the products of 
developing countries while the bulk of US trade is 
carried on with developed nations. The point to 
note is that such complaints of undue protectionism 
coming from rich countries do not always emanate 
from do-gooding non-government organisations or 
bleeding-heart liberals. The guys who are cribbing are 
the same fellows who are frequently described as 
dogs of neo-imperialism by their critics on the left. 

Consider some findings from a joint study con- 
ducted by the World Bank and the International 
Monetary Fund that was released in September. 
The study said trade barriers, mostly erected by rich 
nations, were eating up a stupendous sum of 
$ 650 billion that could otherwise have been used 
to improve the livelihood of the some of the poor- 
est of the poor. It pointed out that subsidies and tar- 
iffs slapped on agricultural produce and textiles 
were doing the maximum harm. “In Canada and 
the US, tariff peaks are concentrated in textiles 
and clothing; in the European Union and Japan, in 
agriculture, food products and footwear,” the re- 
port remarked, adding: “The effect of these tariffs 
is aggravated by the subsidisation of agriculture in 
OECD countries, by the remaining quotas in the 
textiles and clothing trade and by high barriers 
in inter-developing country trade.” 

The Fund and the Bank today acknowledge 
that agricultural markets are among the most dis- 
torted. This, in turn, directly impacts three-fourths 
of the world's poor who live in rural areas and are 
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LEFT ANGLE HM Paranjoy Guha Thakurta 


The Truth About Protection 


Free trade might sound great in theory, but check the ground realities first. 


greatly dependent on agriculture. Those in India 
who crib about high subsidies to rich farmers often 
do not realise the extent to which agriculture is sub- 
sidised in Europe and America. In May 2002, US 
President George W. Bush signed a farm bill that 
would provide subsidies worth more than $51 bil- 
lion to cultivators of corn, sorghum, barley, wheat, 
soybean, oilseeds, cotton, and rice. The govern- 
ments of almost all European countries pump in 
huge amounts of money to assist farmers, ostensi- 
bly to prevent the frequent occurrence of mountains 
of butter and lakes of wine. As for barriers on 
trade in textiles and clothing, the joint Fund-Bank 
study estimated that restrictions by rich countries 
have prevented the creation of as many as 20 mil- 
lion jobs in the developing world. 

During a November meeting organised in New 
Delhi by the National Council of Applied Economic 
Research, the World Bank's Chief Economist 
Nicholas Stern cited an amazing story about the 
tiny sub-Saharan African country, Mauritania, which 
happens to be among the poorest nations in the 
world. It seems tribals of this country had, with 
the help of European dairy specialists, developed 
some cheese made out of camel milk to be sold in 
fancy stores in London, Paris, and Zurich. Since 
camel cheese did not figure in the tariff manual, bur- 
eaucrats decided to impose the highest possible 
import duty on the product on grounds of *hygiene" 
since the camels were being milked not by mac- 
hines but by humans. The economist joked that he 
had never heard of a camel-milking machine. 

So, would you still believe the likes of Stern when 
he argues in the same breath that developing countries 
like India have much more to gain from trade liber- 
alisation than high-income nations and that trade 
plays an important part in promoting growth, which 
is the “most powerful mechanism to remove poverty”. 
Sounds great in theory, doesn't it? The reality on 
the ground is, unfortunately, not that simple. I 


The aufhor is Director, School of Convergence at IMI, New Delhi, and a 
journalist. He can be contacted at paranjoy@yahoo.com. 
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The BITE Team: (Clockwise from bottom right) Jairam Ramesh, Secretary, Economic Affairs, AICC, Vijay Kelkar, Chairman 
Task Forces On Direct and Indirect Taxes (chief guest), Suresh Tendulkar, Professor, DSE, Siddhartha Roy, Chief Economist, 
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Hindustan Lever, Indira Rajaraman, NABARD Professor, Institute of Economic Growth, Kirit Parikh, Profess 
Gokarn, Chief Economist, CRISIL, Bibek Debroy, Director, Rajiv Gandhi Institute of Contemporary Studies 


or, IGIDS, Subir 


BOARD OF INDIA TODAY ECONOMISTS' CONFERENCE 


A panel of six economists 
in a lively debate about 


E 
ах! ng world-class tax system. 


what makes for a 
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HAT WOULD MAKE VIJAY KELKAR HAPPIEST? 
The obvious answer: If the government 
decides to implement his two-part re- 


port on taxation in its entirety. But if 


that does not happen—and that’s much more than a 
mere possibility—what does he think are his three 
most important recom- 
mendations? True, it’s 
an unfair question to ask 
a man who believes that 
his recommendations can 
be effective only if they 
are adopted holistically 
and not in a piecemeal 
fashion, yet we asked 
him that. Kelkar’s short- 
list: First, his recom- 
mendation for the estab- 
lishment of a Tax Infor- 
mation Network, which 
will provide an online 
database of all tax-related 
information for 500 cities 
across the country. 
Second, the restructur- 
ing of savings incentives, 
where he has proposed 
two options to promote 
long-term and short-term 
savings, respectively. And 
third, the proposal to re- 
duce corporate taxes 
from 36:75 per cent to 
30 per cent for domestic 
companies, 

Kelkar, who was 
chief guest at the second 
meeting of the Board of 
India Today Economists 
(BITE), said his main task 
was to arrest the Indian 
economy’s deteriorating 
fiscal situation, which 
had clearly become “un- 
sustainable”. The combi- 
ned fiscal deficit of the 
Centre and the states had 
touched double digit— 
the highest in recent times—and the total public debt, inc- 
luding the off-budget and off-balance sheet liabilities, had 
exceeded 100 per cent of the gross domestic product. 

To compound matters, there is no longer a safety 
net, which many other countries enjoy, because India’s 
nuclear status makes it more difficult to get funds 





V. Kelkar: Will his recommendations see the light of the day? 


“The tax reports provide a powerful 
counter-cyclical package that 
promotes consumption, investment 
and exports and also ensures 
more efficient use of 
production facilities” 


from the International Monetary Fund (IMF) like it 
did in 1991. The time, therefore, had come to take im 
mediate corrective steps before the economy slid further 
into a full blown fiscal crisis. The only way to get the 
economy back on the rails was to take action both 
on the revenue and the expenditure side. The Kelkar re 
port, however, focused 
on the revenue aspect 
since the Geetakrishnan 
Committee (headed by 
former Finance Secretary 
K.P. Geetakrishnan) had 
already looked into the 
expenditure issue and 
submitted 10 reports to 
the government from 
2000 onwards. 

The Kelkar commit- 
tee's task, therefore, was 
to prepare a world class 
tax regime by simplify- 
ing the existing tax struc- 
ture, substantially re- 
forming the tax adminis 
tration, removing all ex 
emptions to ensure better 
tax compliance and 
therefore achieve a better 
tax/gross domestic prod- 
uct ratio that the country 
so desperately needs, but 
without increasing the 
tax rates. A strategy that 
has successfully worked 
in China, Brazil, and 
Turkey, which had gone 
through a period of sim- 
ilar fiscal rectitude not 
only to emerge un- 
scathed and also manag- 
ing to raise their tax/GDP 
ratio by 3-4 per cent in 
five years. 


INVONVHSU AVAIHS Ag SHAVAUODOLONG 


The six economists 
who make up BITE— 
Bibek Debroy, Director, 
Rajiv Gandhi Institute of 
Contemporary Studies, 
Siddhartha Roy, Chief Economist, Hindustan Lever, 
Suresh Tendulkar, Professor, Delhi School of 
Economics, Indira Rajaraman, NABARD Professor, 
Institute of Economic Growth, Subir Gokarn, Chief 
Economist, CRISIL, and Kirit Parikh, Professor, Indira 
Gandhi Institute of Development Studies—largely 


bt. round table 


gave the thumbs up to the Kelkar recommendation, соте and get away scot-free. 
with individual comments and suggestions. No wonder then, tax compliance in the country 


The Missing Middle 


has steadily declined over time and across income 
groups. The phenomenon of the *missing middle"— 


BITE was in agreement with the core thrust of Kelkar's the drastic fall in the number of tax paying public in 
tax reforms, namely on *improving the microeco- the Rs 1 lakh to Rs 6 lakh income bracket has become 
nomics of tax compliance” through better tax ad- acute. “Even 12 to 13 years ago, this group consti- 


ministration since it was 
the administration that 
was very much skewed 
against the tax-paying 
public. As Kelkar himself 
says: “In the economics 
of tax compliance today, 
it is rational not to pay 
taxes." For the honest 
taxpayer, compliance cost 
(the cost of paying taxes) 


tuted around 25 to 30 
per cent of the total tax- 


The Kelkar committee's task wasto Paving public. 


: i Today it is down toa 
achieve a better tax/GDP ratio that the ^ single digit.” A major ob- 
jective of the Kelkar rec- 

country so desperately needs, but ommendations, therefore, 

д : ; is to bring this segment 
without increasing the tax rates ^ back into the tax net and 
ensure a quantum jump in 

tax collection rather than 


was nearly 48 per cent ( i.e. a person has to incur a go after the poorer section, who are within the Rs 
cost of 48 paisa on every rupee paid as taxes, while 50,000 to Rs 1 lakh income bracket per year. 

the non-compliance costs works out to be around 60 Kelkar defends his recommendations to with- 
per cent). In the event of a raid or search and draw all exemptions on income tax. “Exemptions at 
seizure, a tax evader can pay 60 per cent of the in- the margins help only the rich and powerful since 






Bibek Debroy - 








Indira Rajaraman Kirit Parikh 


Director NABARD Professor Professor 

RGCIS Institute of Economic Growth IGDIR 

GDP growth*: 6% GDP growth*: 6% GDP growth*: 6% to 7% 
On the Kelkar report: On the Kelkar report: On the Kelkar report: 
Some proposals like simplifications It is unlikely that tax exemptions The core issues on both direct 

of the tax structure and removal of will be removed and the report and indirect taxes will be ac- 
dividend tax will be implemented. implemented in its entirety. cepted and implemented. 
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* FORECAST FOR THE YEAR 2003-04 


What is needed is a tax system that will minimise market distortions and stimulate growth. 








Chief Economist 


GDP growth*: 6% 





Siddhartha Roy 
Chief Economist 
Hindustan Lever Ltd 


GDP growth*: 6% 





Suresh Tendulkar 
Professor 
Delhi School Of Economics 


GDP growth*: 6% 


On the Kelkar report: On the Kelkar report: On the Kelkar report: 
Politically attractive propositions like Only those recommendations that The core contents of the Kelkar 
raising the exemption limit on won't hurt politically will be committee, both on the direct and 
personal income tax will be implemented. retained and implemented. indirect taxes, will be implemented. 
* FORECAST FOR THE YEAR 2003-04 


they can decide on which tax to pay or not," says he. 
And with India fast transforming itself into a mod- 
ern, complex capitalist economy and integrating it- 
self with the world, it was important to let the fi- 
nancial markets be driven by the underlying risk 
and reward situation as is the case in most developed 
countries and not distort it through excessive tax in- 
terventions. *The idea is not to play God and distort 
choices in the market but to let the market forces 
operate freely." Thus, the Kelkar Committee has pre- 
sented a powerful cyclical package that will promote 
consumption demand, investment and export de- 
mand and promote more efficient levels of produc- 
tivity by discouraging exemptions at the margins. 


Taxing India Inc. 
For corporate taxation, Kelkar feels that by reducing 
the tax rate from the existing 36.75 per cent to 30 
per cent for domestic companies, removing all ex- 
emptions and the controversial minimum alternate 
tax (MAT), the government will not only be able to 
bring all companies under the tax net, but would also 
raise an additional Rs 10,000 crore. 

BITE's members have individual opinions about 
implementing the Kelkar recommendations. Says 
DsE's Tendulkar: *It is most important for the gov- 


ernment to accept the Kelkar report as a complete 
package and not in bits and pieces. It is just not pos- 
sible to accept some recommendations and reject 
others." cnisiL's Gokarn emphasises the need for cor- 
recting imbalances in the tax system. Example: while 
industry constitutes only around 23 per cent of the 
GDP, it pays more than 70 per cent of the total taxes. 
“There is a need to rectify the distortion, become more 
hospitable to the industry and stimulate growth in the 
economy." IGIDR's Parekh was against raising the in- 
come tax exemption limit—from Rs 50,000 to Rs 1 
lakh—because it was important to create an envi- 
ronment for the common man to pay taxes. 

Institute of Economic Growth's Rajaraman was 
also not in favour of raising the income-tax limit fur- 
ther arguing that the government could not afford 
to lose Rs 686 crore in revenues, given the poor 
tax/GDP ratio. She also wanted more government fi- 
nances for infrastructure projects. 

But the moot question still remains. Will the Finance 
Minister accept Kelkar's recommendations in full or 
only pick and choose those that are politically expedient 
in an election year? If that happens, a world-class tax 
policy report, like many other reform proposals, will 
again be destined to gather dust in one of the old, 
dilapidated cupboards of North Block. Œ 
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When I; 5 Get 
etter, We'll Be In A 
Much Better Position 


T PRECEDED THE INTERNET WAVE, RODE IT WHEN IT 

came, and now that it has crashed, Sapient is trying 

hard to effect a course correction. Revenues are down 
from a 2000-high of $503 million, profits have turned into 
losses, and the stock is wallowing at $1.80. Still, the rr 
consulting company Jerry Greenberg co-founded with 
Stuart Moore in 1991, is betting big on India. In fact, as 
Greenberg recently explained to BT's R. Sukumar and 
R. Sridharan, India may well hold the key to Sapient’s 
turnaround. Excerpts from an exclusive interview: 


These must be difficult times for companies like Sapient. 
Your topline has been on a slide since 2000, and stock 
is at the bottom. 

The last nine months have been a lot better if you 
put it in context of the last two years, when revenues 
dropped significantly. If you look at the last nine 
months, the revenues have been quite stable. The col- 
lapse of the US economy was one issue. But there’s also 
a different issue—that IT services on a global basis 
was going to take a different form than it had in the 90s. 
We looked at that in 2000 and said that the next year 
or so is going to be very challenging. 
So we said let’s make the investments 
in changing our model so that when 
things get better, we'll be in a much 
better position. 


But in changing the model isn't Sapient 
becoming the kind of IT consulting com- 
pany it set out to replace in 1991? 

No. Because when we started in 
1991, we weren’t doing internet 
stuff. Our view is that there is an op- 
portunity for a company or com- 
panies to provide significantly more 
business value through advanced 
technology. So when we started client server, we 
ended up doing a lot of internet work. For us, the tech- 
nologies will come and go. Tomorrow it will be web 
services. The next day it will be something else. 
There’s always some new technology that people 
look at. So we look at our differentiation-fixed price, 
heavy focus on what we call adoption management, 
and having an integrated global delivery model. 
There’s a handful of things that distinguishes us from 
the Big Five or Accenture than we were in the past. But 
we compete for clients. And many times we don’t 
win too. But I don’t think we’re becoming more like 
the Big Five or like Accenture. In fact, I think they’re 
going to become more like us. They have to. They can’t 
continue to operate with 80,000 people mostly in 
the Western countries. Га rather be where we're sitting. 
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ming more like the Big Five 
or like Accenture. They're 
going to try 
ome more like Us 


If you look at the large Indian companies like Infosys and 
Wipro, they are trying to build a presence in the US and 
Europe while you're doing the reverse. So, in effect, these com- 
panies are trying to become part-American and you're trying 
to become part-Indian. How easy has this transition been? 
It hasn't been easy. But, by any objective measure, 
we're much further along than they are. Any of them— 
talk about Infosys or Wipro. I mean Wipro is doing an 
acquisition of American Management Systems’ utilities 
practice for $26 million, 90 people. What’s Wipro? 
13,000 people? So they got 90, and we're 1,500 peo- 
ple with 600 in Delhi. So we feel that we're there in 
terms of what you just said. But it's true we've gone one 
direction and they're trying to go the other. They're just 
starting. Our company is built on getting very complex 
initiatives done for clients on a fixed timeline basis with 
very high degree of scrutiny from our clients. And in the 
last three years, we've moved 40 per cent of our people, 
six to 10 thousand miles away from where our clients are. 
It's a highly risky strategy, but it's one that has worked. 


If things look so great from where you're sitting, why hasn't 
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anybody bought you over yet? Your stock is at $1.80. 

Those are two different questions. Let’s be clear. | 
feel very good about our position. However, the 
economies aren't co-operating. So we're not out 
there saying, ‘Hey, we're going to go great guns.’ 
We're not. We're saying “Look. We've stabilised our 
revenues, we've made significant investments in India, 
and we're still investing’. But the current prospects for 
growth and strong profitability have a lot to do with 
the economy and nobody feels real good about the 
economy anywhere in the world right now. The 
other question—why hasn't anybody acquired us. 
It's really why they haven't bought our shares. Stuart 
(Moore, Co-founder) and I control the company and 
we've been public for seven years. You never know 
whether or not you might entertain an acquisition 
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Our bet is that compa- 


nies that put together a very 
powerful mixed 


model will take share 
from ones that stay all 
Indian or Chinese or Russian 


situation. You can’t say you’d never do it. But that’s 
not on the top of our priority list. 


Coming back to the market, you have the big companies 
like IBM, the Indian companies that are trying to become 
part-American, and you’re coming back here. So how is the 
market going to be carved up among these three groups? 
It’s going to be interesting to see what models really 
emerge. One theory is that everybody’s going to go to 
a mixed model. That's a lot of change. Just do the math. 
We are 40 per cent based in Delhi now. If a company 
has a 100,000 employees—and a few of them do— 
when they get up to that model, either they’ve got to 
hire 40,000 people and lay off 40,000 people, or 
they've got to grow to get to that percentage. Our bet 
is that companies that put together a very powerful 
mixed model will take share over the ones that either 
stay Indian or Chinese or Russian, or the ones that 
try to stay all Western. I don’t think many people are 
going to try to stay on the poles. I think most peo- 
ple are going to try and move to the middle. 


There's also another interesting trend of customers consoli- 
dating vendors. If they go to a company for one thing, 
they'd like it to do everything for them, including contact cen- 
tre, call centre, and IT-enabled services, and which is why 
large Indian companies have gone out and bought call cen- 
tre operations. Do you have such plans? 

Two things here. On the question, no. We have no 
plans to buy call centres or to enter the business 
process outsourcing space in India. I think the trend is 
actually far more best-of-breed outsourcing than all 
one-stop outsourcing. Procter & Gamble was looking 
at massive outsourcing—pushing everything out and 
saying, *No. One company will manage our infra- 
structure. One company will do our applications 
product, one company will do our applications man- 
agement, and one company will do our call centre’. So 
it seems as if it's going more to a best-of-breed rather 
than a one-stop. 
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When you first started in India, you did look at acquisitions. 
You were trying to acquire a company in India. Are you still 
looking? Because if you ignore the first tier companies and look 
at the second tier companies, there are some that have 
pretty strong fundamentals there. 

The second and third-tier companies are not doing very 
well because even some of the first tier companies 
aren't doing as well as they might expect. Infosys is do- 
ing quite fine but some others aren't. We did look for 
(an acquisition) when we came into this market. We'll 
continue to evaluate. You know an acquisition in 
India for us will probably have to stem from thinking 
of new things like BPO. Now, I said we're not looking 
at a call centre opportunity but if we did want to go 
into it, acquisition would make sense. It wouldn't 
make sense for us to start from scratch. You know 
when we came into this market, we looked at a lot of 
companies here but there wasn't much talk about ac- 
quisition. We just chose not to go down that line. 


You've lost that leverage now. You don't have a stock that you 
can trade. You don't have the cash flow... 

We do have the cash. We have $180 million in cash. 
We've got the cash to do acquisitions but that's not the 
focus. We’ve done five acquisitions in our history and 
they’re very distracting. 

A company like Sapient with a presence on the ground 
in the West, in the US, you must have certainly attracted 
the attention of let's say an Infosys or a Wipro as a log- 
ical acquisition target. Would you have talked to any of 
these companies? 

I think they're running very good companies and doing 
a nice job in the markets concerned. But if you look at it 
strategically, you would think, “Yeah, it would make sense 
for these guys to look at us'. They've stated their inten- 
tions several times that they're going to look. But they 
probably would have looked at a lot of internet-fo- 
cused companies and a lot of them went out of business. 
I don't know where their intentions would be now, 
but we've done so much of the work that I think we'd be 
of less interest from their viewpoint because we have an 
India strategy. As I said before, in acquisitions, never say 
never. But it's not something that's on top of our minds. 


Your strategy going forward is 
going to be increasingly India- 
focused. You're going to really 
need the kind of numbers that 
an Infosys has or a Wipro has— 
10,000-plus. Are you really go- 
ing to ramp up? 

In terms of numbers, I don't 
necessarily see the need for 
10,000 people. If you look 
at our business today and 
compare that to an Infosys 
or a Wipro, we don't com- 
pete a heck of a lot. We're 
going to run into them. The 
vast majority of their business is either applications, 
maintenance, and most of that is on a legacy system, 
where we don't have expertise. We're helping clients eval- 
uate their IT strategies, development blueprints, helping 
them focus on the projects to implement and then going 
and doing the implementation work for those projects. 
So, from a skill perspective, we don't necessarily see the 
need to scale up that drastically. 


cash to 


But if you offer maintenance work, then you also get some 
revenue stability. 

(Maintenance) is 8 per cent of our revenues now, 
double from 12 months ago. We're not happy that it's 
8 per cent. We wanted it higher. We said over the next 
year that we'd like to see it at 15-plus per cent. It 


b We have $180 million 
in cash. We've got the 
do acquisi- 
tions but that is not our 
focus right now 


provides revenue stability, as you just said. It also pro- 
vides continuous client engagement opportunity. One 
of the things, Гуе mentioned a couple of times and 
which is part of our business since the beginning is do- 
ing work on a fixed-price-fixed-timeline basis. McKinsey 
and NASSCOM have been saying that Indian compa- 
nies would need to move to a fixed-price model. 
Infosys announced in their results that 37 per cent of 
their revenues is fixed-price. Our business is 80-90 
per cent fixed price. | mean when we commit to 
clients, we've got a method, a process and a risk man- 
agement approach that allows us to say to clients: ‘In six 
months, here's what you're going to get, here's what it’s 
going to cost’. The Indian companies here have stated 
that they want to do more fixed-price work and they 
will do more fixed-price work. But that's hard. 


But you still have more people here doing support work than 
you have anywhere else in the world. 

Yes, we have more people here doing support work. 
Here, the project work outnumbers the support work 
4:1. So, in India, 4:1 is the project work for us. We'd like 
to get that closer to 1:1 over time but right now, it's 4:1. 
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How critical is India for the turnaround you are working on? 
It's essential. We started in India three years ago and we 
said, "We're going to try this.’ We had agreements with 
the Government of Ireland to do Ireland back in 1996. 
We've been looking at this for a long time. We kept say- 
ing it’s not going to work, not for the kind of projects that 
we do. We finally felt that the collaboration tools were 
there, that the distribution techniques were there, so we 
started in 2000. The number of assignments that we 
would not win today if we did not have our GDD (Global 
Distributed Delivery) approach is many. Some people 
would ask: ‘Is this just a temporary strategy for a down- 
time?’ Absolutely not. We would expect increased focus 
here in an expanding economy. We would rather we hire 
more people here than in other parts of the world. Bl 
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‘Saare jahan se ache! 
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help us make it a reality for her 


In every field, in every facet of life, daughters of this country are at the 
forefront today. Making the world sit up and take notice. Unfortunately, 
there are still so many who do not get an opportunity to bloom. The 
underprivileged girl child is, till today, a reality. 


To mark the occasion of the Republic Day just gone by, let us together 
pledge to make a difference in their lives. By sparing a thought. By sharing 
yourlove and affection withthem. 


To help you help these little daughters of India, there is Amitasha, a 
Foundation for the underprivileged girl child. Amitasha is one of the many 
concerns of Amity Humanity Foundation. 


On our own, and through concerned individuals like you, we try to give 
these girls something more than just education, clothes and healthcare. 
We endeavour to give them love, confidence and a feeling of belonging. 


Yes, you can give heralife worth living. 
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You can Петр her aream. 


Dr. Ashok K. Chauhan 

Founder, Amity Humanity Foundation & Amity Institutions 
Chairman, AKC Group of Companies 
drchauhan@akcgroup.com 


amitasha 


Nurturing the girl child 
Call 01 124599700 Y yisit чу wr ey 





Balwant Chawla (L), CEO, and Santokh Chawla, Director, 
Polo Amusement Park: № оп to Down Under 





m UNITECH & INTERNATIONAL AMUSEMENT 


A joint venture to set up a 62 acre park in Rohini (Delhi), and 
another 146-acre park in Noida (near Delhi). 
cosr: Rs 100 crore and Rs 400 crore, respectively 
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A 6.25-acre, heart-of-the-city theme park in Nagpur, which 
already has two more amusement parks. cosr: Rs 10 crore 


i AL 1 GOLD 
Amusement parks in Vijayawada (70 acres), Vizag (113), 
Hyderabad (100), Bangalore (70). cost: Rs 200 crore 


IGAHADA r 
АМАМ МІЛА 


А 100-асге amusement park in its Amby Valley township near 
Lonavla (Maharashtra). cost: n.a. 


I ROY WONDERLAND AMUSEMENT PARI 


An amusement and resort centre on the outskirts of Hyderabad. 
cost: Rs 32 crore 


n.a.: Not available 
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ps IVEN A CHOICE, MANSI 

and Basant would 

never go to school. 

p- They'd rather spend 

BE all their time hanging 

w out at Delhi's Fun ‘n’ 

Food Village, hopping from one stom- 
ach-churning ride to another—there's 
20 to choose from—calling it a day 
only when the 10-acre amusement 
park does. In fact, whenver the two 
brothers are in town, they manage to 
pack in at least five hours a day—seven 
days a week—on Fun ‘n’ Food's famed 
“mono rail” and “flying carpet”. The 
two teenagers have to be the biggest 
amusement park addicts, right? Hardly. 
Meet daddy, Balwant Chawla. The 
44-year-old loves amusement parks 
so much that, along with brother 
Santokh, he’s already built two (yep, 
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| 





VUHAW NVAIA 








BY MOINAK MITRA 


VYHAW NVAIA 


he owns Fun ‘n’ Food), and is 
building a bigger and better third. 
The interesting bit: it is coming up 
not in India, but Australia. Bang 
on the Gold Coast. The 72-acre 
park will cost Chawla, who comes 
from a family of Sikh business- 
men in Thailand, a cool Rs 300 
crore, most of which will be coug- 
hed up by businesses that take up 
slots in the amusement park. 
Businesses like ride-operating com- 
panies and fast food marketers. 
Chawla may be the first Indian 
to make a splash on the world 


GIAN VUESHWAR/ Chairman/ Appu Ghar 


theme parks map (a worried Gold 
Coast neighbour, Warner Brothers, 
is trying to throw a spanner in 
Chawla’s works), but he’s hardly 
the only one who thinks amuse- 
ment is big business, There are 
already 100-odd big and small A- 
parks scattered across the country, 
raking in estimated revenues of 
Rs 1,000 crore a year. Now, ac- 
cording to Ashok Goel, President, 
Indian Association of Amusement 
Parks and Industries (ІААРІ), 400 
more are in the pipeline, 
including those of Unitech, 


His Appu Ghar was the first big 
amusement park in the country, and 
even today it gets the most crowd 


SHIVAY BHANDARI 
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NTIL THE MID-90S, RAJIV AND 

Sabina Khanna made a liv- 
ing designing housing projects. 
Then, in 1999, they discov- 
ered a whole new industry: 
amusement parks. And since, 
they've designed three of them 





Rajiv Khanna with wife Sabina 
a Fun ‘п' Food Village: Yippee! 


and are currently working on 
their biggest project yet: 
Balwant Chawla's Rs 300-crore 
project in Gold Coast, Australia. 
Sure, the duo are competent 
and they are also members of 
the Atlanta-based International 
Association of Amusement 
Parks and Attractions—the big 
daddy of A-parks the world 
over—but their edge is in cut- 
rate fee. A Rs 10-crore project 
designed by a foreign architec- 
tural firm could cost upto 
$60,000. The Khannas can 
do it for $15,000, and almost 
as well. 


G. KRISHNASWAMY 


M.G.M. ANAND/ Director/ MGM Group of Companies 


Over the last 10 years, Anand claims to 
have invested Rs 100 crore and says he 
made Rs 2 crore in net profits last year 


Haldiram’s, and Sahara India. 

In fact, at the cii Partnership 
Summit held in Hyderabad in Jan- 
uary this year, a clutch of companies 
signed agreements with the Andhra 
Pradesh government to set up not 
power plants or port facilities, but 


theme parks in different parts of 


the state. For example, Agri Gold 
Group—a company promoted by 
УК. Rao Avvas—plans to build 


ASHOK GOEL/ Director/ Pan India Paryatan 
The Essel World honcho feels deep pockets 


and innovations will be key to the survival 
of amusements ранен іп 1 the а 


UMESH GC 
— 








parks at Vizag, Vijaywada, and 
Shameerpet (near Hyderabad). 
Investment: Rs 200 crore. Roy 
Wonder Land Amusement Park, a 
Hyderabad-based company, is 
pumping in Rs 32 crore on another 
outside Hyderabad. 

Then, there are the existing play- 
ers such as Pan India Paryatan (the 
holding company for Zee Group's 
Essel World and Water Kingdom) 
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апа Rajive Kaul’s Nicco Parks and 
Resorts that are investing in ex- 
pansion. The latter has taken a 
minority 10 per cent stake in a 
park that will open in Dhaka on 
April 14 (Bengali New Year Day). 
Even Appu Ghar, which claims to 
be the most successful amusement 
park in the country with annual 
footfalls of 25 lakh, is joining 
hands with real estate group 


WHO'S WHERE 


A snapshot of the industry biggies. 
‘Nicco Park (Kolkata) — 
Set up in: 1991; Size: 40 acres; 


Investment: Rs 50 crore; Turnover: 
Rs | 10 crore; Profit: Rs 2 crore 


Appu Ghar (Delhi) - 
Set up in; 1984; Size: 15 acres; 
Investment: Rs 10 crore; 
Turnover: Rs 15 crore; 








Investment: Rs 80 crore; Turnover: 
Rs 40 crore; Profit: Rs 1 crore 





GM (Tourism)/ RS cy 
Ramoji's Eureka and Fundustan are the 
biggest in Hyderabad, and will soon get 
company in a "movie magic" theme park 






MGM Dizzee World 

(Chennai) 

Set up in: 1993; Size: 50 acres; 

Investment: Rs 100 crore; Turnover: 
` {Rs 20 crore; Profit: Rs 2 crore 





Unitech to build a 62-acre park 
in Rohini (Delhi). 


Start The Roller Coaster 

But why this rush? There are sev- 
eral reasons, none of which would 
hold but for the emergence of a 
new kind of Indian consumer, who 
is getting serious about having fun. 
According to retail consultant KsA- 
Technopak, as recently as the early 
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90s, the average urban household 
in India spent a mere 15-17 per 
cent of its monthly disposable inc- 
ome on entertainment. Today, not 
only has that percentage gone up 
to 22 per cent, but the absolute 
amount has soared too. Says 
Arvind Singhal, Chairman, К$А- 
Technopak: *Both urban and rural 
households want to liberalise and 
end up spending a considerable 
portion of their disposable income 
on entertainment, which is a fun- 
damental shift from yesteryears." 
Ergo, the industry is expect- 
ing wild rates of growth. One est- 
imate puts it at an incredible 300 
per cent for the next three to four 
years. What's also helping is that 
some states such as Uttar Pradesh, 
Gujarat and Maharashtra have re- 
cently exempted the amusement 
park business from entertainment 
tax. In terms of its business model, 
the business has a long way to go. 
Elsewhere in the world, it is 
equally capital intensive, but works 
on an interesting model. The pro- 
moter only invests in infrastruc- 
ture and marketing the park, and 
the rest of the investment in rides, 
food court, and merchandising is 


THE ECONOMICS 


Where The Investment Goes 


n.a.: Not available 
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made by franchisee marketers— 
much like how a shopping mall 
works. A revenue sharing agree- 
ment allows the promoter to make 
money on the entertainment and 
goodies inside the park. 

However, in India, the pro- 
moter also invests in the rides and 
other facilities. The result: huge 
investments and long break-even 
periods. Pan India, for instance, 
has invested Rs 80 crore so far in 
Essel World, but has profits of only 
Rs 1 crore. MGM Dizzee World 
(Chennai), which was set up in 
1993, has invested Rs 100 crore till 
date, but made only Rs 2 crore in 
net profits last year. Appu Ghar, 
the oldest of them and with Rs 
15 crore in annual turnover, claims 
to make only marginal proftis. The 
problem: new rides and entertain- 
ment facilities have to be added 
every year and that means having 
to plough back cash flows into the 
park. Says Gian Vijeshwar, 58, 
Chairman, Appu Ghar: “The en- 
trepreneur has to wait patiently 
for profits, as this is a long-term 
proposition.” 

Left with few options, amuse- 
ment parks in India have to depend 
on entry ticket sales for revenues. 


\UL/ Director/ Nicco Park 
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The ex-Cll President has picked up a 10 
per cent stake in an amusement park that 
opens in Dhaka on April 14 this year 





RAVIDAS/ Managing Director/ VGP Universal Kingdom 


One of the three big players in Chennai, 
Ravidas has invested Rs 20 crore in his park, 
which gets a weekend footfall of 6,000 


While Disney earns just 17 per 
cent of its revenues at the gate, its 
Indian counterpart makes as much 
as 80 per cent. And those who 
don't either keep a tight control on 
costs or are unable to plough in 
money into newer rides every year, 
go belly up. Crazy Water and Blue 
Lagoon—two theme parks that ope- 
rated in and around Bangalore— 
shut shop over the last two years. 
Small wonder, then, some of 
the park barons are in it because 
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they had an easy entry point. 
Chawla was a dry-ride manufac- 
turer before he turned a cus- 
tomer himself; Neeladri Amuse- 
ment Park is owned by Banga- 
lore's real estate magnate M. 
Nagaraju; and Hyderabad's 
Ramoji Rao is venturing into 
"movie magic theme parks" bec- 
ause he's in the movie business. 

But, like it happens with any 
new industry, just too many players 
are trying to get in (there's a virtual 
stampede to set up snow parks). 
And not all will make money. 
Agrees IAAI's Goel, who's also 
Director of Pan India Paryatan: 
“Only the fittest will survive.” 

So some kind of a consolidation 
is almost certain, although just 
what the synergy could be is not 
very clear. Promoters like Chawla 
of Fun ‘n’ Food aren’t too worried 
about what’s in store. “Our phi- 
losophy is to make a park, bring it 
up and sell it off,” he says. Until 
then, of course, Mansi and Basant 
can continue to wrangle free rides 
at their dad’s parks. 


ADDITIONAL REPORTING BY 

E. KUMAR SHARMA, NITYA 
VARADARAJAN, VENKATESHA 
BABU, AND DIPAYAN BAISHYA 








NE OF THE MOST IMPORTANT ROLES OF A CEO 

is to decide which businesses his corporation 

or business group should be in. Like a manager 
of an investment firm, the CEO must make key portfolio 
decisions. Over several decades in the past, Indian 
business leaders have pursued a strategy of diversifi- 
cation. The key question for Indian industrial groups 
currently is whether to continue the strategy of explo- 
ration in general, or exploit certain key areas where 
India is ahead in the global race. Given that India is fac- 
ing intense global competition in both manufacturing 
and services, successful Indian companies are tending 
to focus on and exploit attractive sectors. 

There are two general strategies that should be 
adopted in a variable environment that has limited 
information: exploration and exploitation. 

As an illustration of limited information in a vari- 
able environment, imagine that you are armed with a 
small flashlight on a dark night, and you have to find 
the highest hill in the area. One strategy (the exploita- 
tion strategy) is to keep walking upwards until you can 
no longer walk further. The other strategy is to wan- 
der around until you have an idea of the terrain and 
then come to a conclusion (the exploration strategy). 

There are risks associated with both strategies. 
In case of the first strategy, the risk is that you can 
find yourself on top of a very small hill and the en- 
tire exercise will be a complete waste, while in 
case of the second strategy, you run the risk of 
wasting a lot of time just wandering around trying 
to check out every hill. 

Over the past several decades Indian industrial 
groups have explored various opportunities, from 
consumer products to industrial products to services. 
The terrain is now well-understood. To continue the 
analogy, one could argue that a large number of 
Indian companies have wasted precious time trying 
to check out every hill and are currently facing 
the consequences of their follies. 

Competitors in the international markets have 
made use of this opportunity and moved ahead of 
their Indian counterparts. The time has come for 
Indian companies to learn from their mistakes. The 
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Exploitation Vs Exploration 


India needs to exploit key opportunities to stay ahead in the global competition. 


winning strategy today is to exploit known strengths, 
and stop further exploration. 

After a decade, it is clear now that manufacturing 
is definitely not India’s area of strength, particularly 
if India’s success in the field of exports is to be used as 
a yardstick. China, which has had a sharp focus on its 
exports for over a decade now, is the market leader 
and it is currently extremely difficult to dislodge 
China from its current position. 

Agriculture is an area where India has natural 
strengths, and it is critical for us to realise this. How- 
ever, there are enormous protectionist barriers against 
exporting agricultural products to major markets in 
Europe, the US and Japan. Given the circumstances, the 
only other sector that India is left with is services. 

Currently, a large number of Indian business hou- 
ses that have knowledge of the services sector are using 
their expertise and capital to exploit the existing 
opportunities that the sector offers. The challenge 
now is to focus on the most appropriate set of services, 
because even within the services sector, Indian com- 
panies have limited information in the face of enor- 
mous variability among existing opportunities. 

Global business has become more dynamic than 
ever. China is on the road towards becoming a key pro- 
duct development centre for American and Euro- 
pean technology companies. Philippines is highly 
competitive in high-end call centres and architectural 
services, Mexico is a key player in engineering services, 
and Russia is the more preferred choice for research 
and development as Boeing, Nortel, and Motorola 
have discovered. Even countries like Costa Rica, 
South Africa, Ghana, Hungary, and the Czech Republic 
are competing for outsourced services. 

India has made a place for itself in the software 
services sector. However, there are other service 
opportunities that Indian companies should look at as 
well. The key issue is not just to focus on the services 
sector in general, but to focus on all the service skills 
that we can exploit in the future. El 
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A walk down India's Mutual Funds alley might make your stomach churn 
under the sheer randomness of it all. Still, search we must: is there a 
success pattern? A BT- MUTUALFUNDSINDIA.COM STUDY 


HE ASSET VALUE OF A MUTUAL FUND 
is variable, we all know. By the 
way it goes up and down all the 
time, it even looks random. But 
in truth, it is a dependent vari- 
able, depending as it does on the underlying 
primary and secondary capital markets. 

Just how randomly do these markets 
behave? Now, that's an entirely different 
story, and we have little space here to bog- 
gle you with chaos theory and all the rest of 
it. What matters is this: if the markets are in 
bad shape, expect mutual funds (Mrs) by 
and large to be in bad shape too. 

January was a month of jitters, originat- 
ing largely from Wall Street and spread- 
ing across the world's stock markets. The 
Dow, the s&P 500, NASDAQ, Russell-2000, 
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FAVOURITE BUYS IN JANUARY 










Andhra Bank . Віа Sun Life, Franklin Templetos 

Polaris Software Віла, Franklin, HSBC, IL&FS, SBI 

HPCL DSP Merrill, Franklin, Prudential ICICI, Rel 
Tata Iron & Steel Co. Prudential icici, Tata, Zurich India, SBI, HDFC 
Canara Bank rla un Life, Р rudential ICICI т, 
For the month ended January 31, 2003 

MAJOR SELLS IN JANUARY 


Zee Telefilms Prudential ICICI, Birla Sun Life, IDBI Principal, Kotak Mahindra 
Satyam Computer Franklin Templeton, Birla Sun Life, | ; i 
HLL DSP Merrill Lynch, Franklin Templeton, IL&FS, Tata 
BHEL Alliance, DSP Merrill Lynch, Fra | 
For the month ended January 31, 2003 
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Germany's DAX, Japan's Nikkei, the UK's FTSE 100, you 
name it, they were all down sharply as the year's first 


month came to a dismal end. Bourses in India could 


hardly have hoped to stay isolated. 

Indian investors too were haunted by fears of war in 
West Asia and associated oil market uncertainties. 
The poor third-quarter showing of India's top com- 
panies did their own bit to dampen investor sentiment, 
which was worsened by the glum outlook of some 
leaders in the otherwise roaring technology space. 
There was a discernible ‘flight to safety’, with money 
headed for such options as gold and government secur- 
ities. The loser, of course, was equity. The NSE Nifty 
dropped by 4.7 per cent, and the BSE Sensex shed 3.8 
per cent of its value in January. In these circumstances, 
returns of zero or more could be seen as success. 

Equity-based MFs generated an average return 
of negative 3.4 per cent, with just a handful of the 
154 schemes considered managing to emerge with 
gains over the month. Yet, three in every four MFS ac- 
tually outperformed the markets (many of them 
losing less than the markets did, that is). 

By sector, IT took a battering. The BSE IT sub-in- 
dex lost 12.8 per cent of value and tech-specific MFs 
did rather badly. Public sector units, in contrast, did 
well. The BSE psu Index went up 2.9 per cent over 
the month, buoyed by the massive gains registered 
by a few psu bank stocks. 

The winning performance for the month was 
turned in by the unglamorous Sundaram Select 
Midcap- Growth. With a well-diversified portfolio 


TOP PERFORMING EQUITY SCHEMES 
Returns for one month period ending January 31, 2003. 


Diversified Equity Funds Return (%) 
Sundaram Select Midmap - Growth ENES 














FT India AAF - Pure Growth Plan —— ЮВЕ. 
Reliance Vision 

Franklin India Prima Fund-Growth Û21 - 
JM Equity - Growth 

Sector Funds Return (%) 


Alliance Basic Industries - Growth | 409 A 


UTI Growth Sector Fund - Pharma. 2029 - 


UTI Growth Sector Fund - Services ` 0.79 


SBI Magnum Sector Umbrella - Pharma 0.8 — 


Franklin Pharma Fund EES 





TOP OF THE POPS 


Present in Exposure Exposure Change in rank 
Company no. of greater from previous 
5% than 10% 


schemes month 
Infosys Technologies 
Reliance Industries see OM mss 
ev o (å 
п. ИНИНИ 
Hindustan Lever__ SONATA 
Ranbaxy Laboratories 82 25 2 +3 
State Bank of india — AOE 
Tata Engineering & Locom. 85 4 1 -1 
Tata on & Stee БООНО 


Sayam Computer Senicos 76 Ш 2 4 


On the basis of exposure to the stock in 133 schemes as on Jan. 31, 2003 






(and its heavy bet on Tvs Motor, its largest single-stock 
exposure), this MF posted a handsome 2.7 per cent re- 
turn in January. The interesting thing is that of the 29 
stocks in its portfolio, not even one is a Sensex stock 
(not even TVs, which has had a terrific run these past 
few months, thanks to the success of Tvs Victor). The 
fund's managers have obviously played a high-nerve 
game (midcap stocks are typically more volatile) to beat 
the Sensex... and have come up trumps. 

Another MF that invests heavily in mid-cap stocks is 
Reliance Vision, which has also turned in quite an 
impressive performance, given the circumstances. 


Index Funds Return (36) 


LIC MF Index Fund - Sensex Plan EL ^ шй 


LIC MF Index Fund - Nifty Plan 98 . 


HDFC Index Fund - Sensex Plan р ae 


UTI Master Index Fund | 382 — 


FT India Index Fund - Sensex MESS 








Tax Planning Funds Return (36) 


HDFC Tax Plan 2000 - Growth | 0.89 


Dundee Taxsaver Fund _ 0.65 © 


Birla Equity Plan |» —-0.08 С. 


Zurich India Taxsaver - Growth 2032 — 


UTI Equity Tax Saving Plan = 2066 
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AGGRESSIVE INVESTOR 
Scheme Return (96) 
Reliance Growth 14832 - 
Franklin India Prima 32.7 
JM Basic | 2601 — 
SBI Magnum Sector Umbrella - Contra 18.15 


Birla IT Fund nog 


One year returns as on Jan. 31, 2003 


Long And Short Of It 


January also saw some peculiar behaviour amongst 
MFS. The portfolio churning activity was largely con- 


100 per cent equity-based portfolio 





RISK-AVERSE INVESTOR 

Scheme Return (96) 
Zurich India Prudence Fund - Growth fee et Боя 
HDFC Income Fund 13.66 
Templeton India Income Fund 230978 
Sundaram Bond Saver - Growth 14.63 


Birla Income Plus 
20 per cent in equity and 80 per cent in debt 





CAUTIOUS INVESTOR 
Scheme Return (%) 
Zurich India Top 200 | 1869 — 


Templeton India Income Builder Account 14.56 


Franklin India Balanced Fund - Growth ` 13.61 


IDBI Principal Balanced Fund - Growth 12.9 
HDFC Index Fund VOCE 


n.a.: Not available 50:50 debt-equity ratio 


liquidated part of its holding in the scrip. 
The oil major HPCL was very much in and out of 
several MF portfolios. Franklin, Zurich and psp 


centrated in a few stocks. What were fund managers do- Merrill Lynch thought it prudent to switch to HPCL 


ing? Rebalancing their assets. 
They appear to have gone back 
to their basic premise of diver- 
sification. There are fewer port- 
folios now than there were in 
December last year with single- 
stock concentrations of more 
than 5 per cent exposure. 

As far as fund purchases 
went, the hot stock of the 
month was Andhra Bank, 
which was snapped up by many 
fund houses, including Birla, 
Franklin and Prudential. 

Reliance MF even managed to book handsome prof- 
its, as it had spotted the opportunity earlier—in 
December last year. Alliance Basic Industries Growth, 
which has a significant exposure to the banking sector 
(a third of its value), also managed to beat the market. 

Another major gainer among public sector stocks was 
the telecom behemoth MTNL, which shot up by over 22 
per cent. Prudential ICICI Mutual Fund was very ag- 
gressive in its purchases at this counter, while Gic 
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There was a discernible 
‘flight to safety’, with 
money headed for such 
options as gold and 
government securities 


and get rid of BPCL, while Birla 
did the very opposite. Pruden- 
tial ICICI and Reliance were 
also HPCL buyers. 

With the spectre of a US-Iraq 
war looming large, equities are 
definitely in for a rollercoaster 
ride. If the war is short, snappy 
and goes in accordance with the 
US script, stock markets across the 
world could revive. Indian mar- 
kets are likely to go up sharply, 
too. February typically experi- 
ences a pre-Budget rally as well. 

Consider the indicators: the huge foreign exchange 
reserves, the strong rupee, the long-term nature of 
our external debt, the southward inclination of the long- 
term interest rate trend, and the overall prospects a 
boost to the Indian ecopomy from the Budget. 

Moreover, many a company is waiting for an IPO op- 
portunity. Of course, it doesn’t help to gloss over the 
risks. Also, 4.4 per cent GDP growth for 2002-03 is dismal 
indeed. Here's hoping nothing else goes awry. @ 
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NOTHER DAY, ANOTHER SEMINAR. THERE IS LIVELY 

debate on such issues as “Did NASSCOM re- 

name phone operations as IT-enabled Services?” 
(to get tax concessions for this admittedly non-tech 
sector) and *Whether IT services are just a subset of the 
BPO sector" (a gent from a consulting house insists it 
is, and refers to his complex diagram of The Way The 
World Works). All very, yawn, interesting. 

The questions come, and the aforementioned gent 
is asked what it will take to play in the BPO space. (My 
teeth grit every time I hear ‘sector’ or ‘space’. I can't 
imagine asking my doctor friend, “How are things in 
the gynaecological space?" Or my cook: “What’s 
up in the near-term nourishment sector?") 

The consultant answers, quite assuredly, that you'd 
need at least Rs 25 crore to be a player. Many entre- 
preneurial dreams are heard crashing in the back- 
ground. He’s then asked what one would value a BPO 
firm at. He says US outsourcing firms are now valued 
at 0.25 times revenues. I overhear a sharp intake of 
breath. So even if that firm with a Rs 25-crore invest- 
ment were to make Rs 100 crore in a few years time, it 
would still be valued at Rs 25 crore. Not good news for 
the investors, Г imagine. The dreams that haven't yet 
died, slowly curl up and do so. Mr. Block Diagram also 
agrees with me that the Wipro-Spectramind deal was 
like the Sify-Indiaworld thing. Irrational exuberance at 
the peak of the market, not likely to be seen again. 

Then the plaintive questions come—so what should 
we look at doing? What should India aim for, if the vis- 
ion of millions of headset Hamsinis is more a mirage 
than reality? Amidst the talk of higher-value outsour- 
ced services, which are annoyingly undefined, comes a 
simple idea. Can we build intellectual property, instead 
of business processes? IP instead of BP? 

Can we look at research from our IITs (Indian 
Institute of Technology), CCMBs (Centre for Cellular and 
Molecular Biology), CsiRs (The Council for Scientific and 
Industrial Research) and uscs (Indian Institute of 
Science), and see if these don't just remain academic the- 
ses? Can this work do more than just propel its 
author to an assistanceship at a US university? 

l've seen enough to believe that a lot of it is 
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NOTES FROM THE TROUGH WW Mahesh Murthy 


Build IP Not BP 


Can we build successful businesses with our own intellectual property? 


world-class work, and a reasonable part is commer- 
cialisable. In the last year alone, | have seen modules 
that can control robots to become interactive toys for 
kids, low-cost chips that can ‘understand’ images, soft- 
ware that can predict a credit card holder’s buying 
patterns, even a better coconut de-husker. All prod- 
ucts of Indian minds based in India. 

What would it cost to create a commercially viable 
enterprise to take these ideas to market? I would ven- 
ture somewhere between Rs 25 lakh and 150 lakh 
each. About 20 times less than a BPO operation. That 
given, what can one expect from such a business? 

Well, let’s assume you have a reasonable technology 
lead and protection from early parity—whether your 
work is patentable or not. (While I’m all for iP-based 
businesses, I don’t see patents doing very much to stop 
a company that wants to rip you off—ask American 


_ drug companies about Indian firms, for instance.) 


Га say that initial investment should be able to see you 
get to a revenue size of about Rs 5-10 crore at 30 
per cent profitability in a few years, again assuming you 
market well. There's a risk you may shut down—just as 
there's a risk your BPO business won't take off. 

If you survive, your IP-based firm's valuation will be 
somewhere between 5x and 20x of profits—so you'd end 
up worth between Rs 5 crore and Rs 60 crore. Let's say 
Rs 25 crore, which might seem the same as that BPO 
firm. But this is on an investment of Rs 1 crore or so. 
So the investor, whether he owns a 20 per cent or a 100 
per cent stake, will make out like gangbusters. As will 
the employees, who I hope have some of the equity. 
Further, I can imagine the glee of today's graduates to 
NOT work at a dead-end call centre job. It’s likely to be 
more fun building a global success from a local innovation. 

So why is NASSCOM rushing to brand India as the 
world's back-office? That's because the big guys who 
fund them want that business. If you're interested in an 
IP-based business, you're not likely to get too much sup- 
port from the establishment. But that should be the least 
of your worries. Bash on regardless, ASAP. BJ 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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India Inc is being reassuringly pragmatic. Most market research firms predicted a drop in IT spen- 
ding growth worldwide in 2003-2004—from one per cent according to investment bank Goldman 
Sachs to 3-5 per cent as indicated by a study from technology industry analysts Meta Group. 

But corporate India's IT spending reveals a healthy buoyancy. Security concerns are clearly helping; 
a general increase in investment in IT disaster recovery planning and customer-facing applications 
seems to be on the cards, judging by what managers across industries have to say.... 






Consultants Noshir Kaka, Kashi N. Memani and Anjan Mukerji on trends 
in IT budgeting, hot technologies and tips on investing. 


Budget the blue sky 
Indian enterprises are upbeat on IT spending growth in 2003-04 despite not 
very assuring signals from research firms, reveals Smart Inc's survey. 





This and. more in the February issue of 
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Can business simulation make your company smarter? 


Simulation is a lot more than entertainment 
for video gaming freaks. Now enterprises are 
using the same techniques you used to rule 
SimCity in business simulation games that inte- 
grate strategy with operational efficiency. 


Michael Schrage of MIT’s Media Lab in his seminal 
book, “Serious Play: How the World’s Best 
Companies Simulate to Innovate,” points out that 
one of the key tools used by these companies are 
computer-aided business simulations, specifically 
gaming simulations, in which people interact with 





each other in real-time... 


Man smart, robot 
smarter? Not yet, but 
artificial intelligence 
(Al) can already help 
you streamline work- 
flow, automate opera- 


; di : 
The REAJf tomer care. so which is 
thin g the right Al for your 
: business? 





Thirty years ago, for instance, speech recognition 
was an artificial-intelligence problem of the first 
order. Today it is commonplace, a fact that is 
evident to anyone who has called the Orange 
*12333" service or has used speech transcription 
software. Other fruits of AI research abound as 
well. Whether you are struggling to beat your Palm 
at chess, watching your word processing program 
correct your spelling, playing a video game, 
washing your clothes in smart washing machines or 
watching IBM's chess-playing computer “Deep 
Blue” defeating Garry Kasparov in а six-game 
match, you are witnessing the ways in which AI has 
gradually become a part of daily life... 
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Other Highlights 


>» Extend your reach: ERP (enterprise re- 


source planning) systems vendors are 
plugging for ERP 11, a concept that is 
supposedly able to integrate the systems 
of an enterprise with the disparate 
systems of its suppliers, partners, et al. 


УУ Are you getting the most out of your 


data?: Indian enterprises are deploying a 
new category of applications and tech- 
nologies for gathering, storing, accessing 
and analysing data to help them take 
beter-informed business decisions. 


» Stay open safely: Security can be a 


problem when you open up your systems 
to “talk” to others. A look at how three 
essential new standards will help you 
build a Web Services security strategy. 
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SUBSCRIBE N 







| am enclosing а cheque/DD No.................... eene Drawn 


Burton] ses | Newstand prs [Suseipton pc You se 
Euer] mum | wee 3e 


OW! н 






от 
REVOLUTION 
PLUS Sta Dit se 
your Free Gift 
(worth Rs 1437) 
line----------------------------- MERE ------ 


с РУКА АОРТИ favouring ‘Living Media India Ltd.’ for Rs 840 (Please add Rs 10/- for non-Delhi cheques) 


OR please charge my Credit Card Ll Visa E Mastercard 


Саам. LITT] LITT) CLIT) П 


Card Members RANG assvcasicesccisssdscdavsccsspootsvasebpadasnedQoavansscancacdcusasins 


Сай Member's Sighalture......... So Saib 


SUBSCRIBER'S DETAILS: Мате. енин айынын ee 
COMI напе, eigo ceo eo rose rro ehe бано НААУ Designation 
OGRE ee nd rojas AEE sess ouaasescepin hagas A e 
Phong ОЙ); ась sakes sesa Rae ase a Phone(Res)............... 
ст ЖЕРЛЕ ЛАН eap qu idit aos» ЛАКИН E fe as 


C] American Express 


Card expiry date DE NER ae 
ао Date of birth [ T ]L T 1L T LL] 








lease fill the coupon and mail to: Living Media India Ltd., Hamilton House, 1-A, Connaught Place, New Delhi - 110001 S m a rt | n e 


e Ó 


| 


bt managing 


Info Hi 


Pit Stop 


way 





SSS OR T ot Ses. TT 


Also in this section 
| 108 At Work 
| 114 Case Game 
116 Case Solutions 
120 Bookend 




















Is the Infosys Leadership Institute in Mysore the Indian version of GE's 


E 








Nurturing leaders: Mentor-in-chief N.R. Narayana Murthy addressing Infoscions 


ANG ON, DOESN'T INFOSYS 

already have a ‘campus’ 

in Bangalore? So what's 

this? And in Mysore, of 

all places—a Karnataka town 
known more for its thread-looped 
chests than internet-looped guests. 
Bangalore is where computer 
software is crunched out. This is 
for business brainware. Give it a 
few years, and this 225-acre patch of 
greenery in Mysore's Hebbal Elec- 
tronics City, also called the Infosys 
Leadership Institute (L), could trans- 
form the town's image beyond all 
recognition. As for transformation 
agents, you won't get anything bet- 
ter than a company that's gone from 
Rs 5 crore to over Rs 3,400 crore, 
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Crotonville set-up? Not quite. But it could be. By VENKATESHA BABU 


and from 200 people to some 
15,000—in just over a decade. 
Explosive stuff. “The company is 
experiencing phenomenal growth," 
reasons Nandan Mohan Nilekani, 
CEO, Infosys Technologies. *We 
need to create and nurture a large 
number of high-quality leaders with 
a global perspective, and it has to be 
done in a systematic manner." True 
to form, Infosys is tackling the chal- 
lenge in an algorithmic manner— 
through the creation of a virtual 
system "that aims to deliver leader- 
ship development to all corners of 
the globe where Infoscions are 
working", in the words of its men- 
tor-in-chief N.R. Narayana Murthy. 
In a sense, ILI is Mission Control. 
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And the actual business ‘mission’, in 
accordance with its ‘Infy Plus’ vision, 
is to chase the big dollars at the 
upper-end of the global business 
services market (See Infosys 2.0, 
BT, September 1, 2002). This requi- 
res Infosys to metamorphose itself 
from a company of code jocks, creat- 
ing software, into a company of busi- 
ness consultants, helping clients dep- 
loy technology to meet strategic goals. 


Company As Campus 

To understand how any of that will 
happen, meet Gramma Kasturi 
Jayaram, Director, ш. “The meta is- 
sue, in the Infy Plus context, is that 
Infosys needs a more rigorous 
model of leadership development,” 


says the man who has been handed 
the task of taking the company’s 
DNA apart and recombining it to 
go beyond all those Os and 1s...far 
beyond, into strategic leadership. 
Infosys' basic success mantras, be 
assured, will remain intact. "Success 
is not by mere chance, it is a con- 
scious choice. We are what we re- 
peatedly do. Excellence then is not 
an act, but a habit," adumbrates 
Jayaram, an IIM-A Gold Medallist. 
At 62, the genial prof has spanned a 
career of academia and consultancy, 
with stints at Arthur D. Little, 
Coopers & Lybrand, Stanford and 
UCLA. Less known is his link with 
Wipro, which owes him one for 
setting up its first unit in America, 
Xiton Inc, under the aegis of his 
own outfit, Gramma Inc. 
Awesome credentials indeed. 
But the challenge is no less daunting. 
After all, Infosys wants to compete 
with the likes of IBM and Accenture. 
In the old days, lots of Infoscions 
had access to Narayana Murthy, 
Nilekani and others, and the rub-off 
was instant. Today's Infosys has 
thousands of employees, of 37 dif- 
ferent nationalities, and operates 
from 30 locations across the world. 
The best the company can do is 
identify 400 people, whisk them 





ILI Director Gramma Kasturi 
Jayaram: Addressing business risk 


off periodically to ILI for two-to- 
three day workshops. 

Broadly, ILI operates on a struc- 
ture that slots the NextGen leaders 
into three tiers. Heads of business 
units and business-enabling func- 
tions (45 in all) have the privilege of 
direct mentorship by Infosys gurus. 
"The intention is to distil wisdom 
and ensure transfer of knowledge 
and skills," says Hema Ravichander, 
Vice President, HR, Infosys. Tier I, in 
turn, must mentor the next tier 
(some 90 people), the folk who 
could graduate to Tier I in three-to- 
five years. The 270 people in Tier 
Ш are the young potentials, under 
Tier II guidance. 


Business As Curriculum 

So, what's on offer? A series of 
workshops. The themes? Narayana 
Murthy's very first session (in his 
favourite Nehru room in November 
2001), for example, focused on 
*Leadership and the future of 
Infosys'. Nilekani undertook a 
‘Strategy’ workshop. The coo Kris 
Gopalkrishnan handled “Thought 
leadership and technology'; Chief of 
customer delivery, S.D. Shibulal, 
took ‘Management of change’; and 
the HRD Chief, К. Dinesh, “Systemic 
process learning’. 

Sounds like any B-school cur- 
riculum. But it’s not. The men- 
torship, remember, is being done 
by leaders at the world's cutting 
edge, in live-wire touch with their 
clients’ imperatives. That's as close 
as it gets to the hurly-burly of 
real-time business dynamics. 

The eventual vision, though, is 
to create an institution that could sur- 
vive Infosys. That involves the craf- 
ting of timeless leadership principles. 
After all, the binary nature of basic 
yes/no decision-making is likely to 
hold good, regardless of the in- 
creasing complexity of the context. 

Jayaram already has reason to 
be proud. Michael Lee-Chin, СЕО 
of Canada's AIC Group, was so 
impressed on his visit to ILI, that he 


RIVAL 
MEASURES 


pe OTHER SOFTWARE MAJORS 
also have robust leadership 
development systems in place. The 
No. 1 software exporter Tata Con 
sultancy Services has structured 
itself along the lines of several self 
managing groups. These identify fu 
ture leaders and equip them for 
such roles, says S. Mahalingam 
Executive VP (HR), TCS 

Wipro boasts of a less struc 
tured, but equally efficient system 
that includes workshops with such 
gurus as C.K. Prahalad and 
Sumantra Ghoshal. According to 
Pratik Kumar, Vice President 
Corporate (HR), Wipro, the sheer 
number of ex-Wipro entrepreneurs 
in India is a tribute to the system 
And business still carries on as 
usual. “One thing on which our 
organisation prides itself on is that 
nobody is irreplaceable,” he adds 

As for Satyam, points out A.S 
Murthy, Director and Senior Vice 
President (HR), Satyam Computer 
Services, “We have had a Satyam 
Learning Centre right from 1995 





sought help in integrating a bank 
his group had bought in Jamaica. 
“We agreed reluctantly,” says 
Jayaram, “as we do not have the 
bandwidth at ILI currently to share 
with external customers. The one 
assignment alone helped cover our 
budget, as our charges were $500 
per hour. In that sense, ILI can 
stand on its own." Indeed. 

ILI has a Rs 4.8-сгоге budget 
from Infosys for the year, but 
Jayaram is pondering the option of 
turning it into a profit centre. 
Revenue diversification. Or ‘de-ris- 
king’. “Leadership development 
should be done to address business 
risk,” says Jayaram, “especially in 
terms of succession planning and 
having a holistic outlook.” 

Yet, Tier I candidates might have 
quite a wait for the top job. Nilekani 
is barely 47. As for the holistic 
outlook, the very establishment 
of ш is a clear sign that Infosys will 
have it no other way. @ 
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Maruti Udyog's Jagdish Khattar TOP GEAR Rise in 
wants to make his Gurgaon plant ^ What Khattar + Productivity 


as efficient as parent Suzuki's wants to achieve 


Kosai facility. Here’s how. by 2004-05. 
BY SUVEEN K. SINHA 








ESS THAN THREE MONTHS AFTER SHINICHI 
Takeuchi showed up at Maruti Udyog’s 
Gurgaon facility in October 2001, he be- mU 
gan packing off production shop heads of the Reduction in 
car company in groups of four and five to cost per vehicle 

Suzuki's Kosai facility. The idea was simple. As a 30-year 

Suzuki veteran and a man entrusted with the task of rais- 

ing one of Suzuki's most profitable subsidiaries to the 

parent's stiff benchmarks, Takeuchi wanted the 

shopfloor honchos to see the change they were being Rise in first 

asked to bring about. “Once the objective is clear,” says check OK 

Takeuchi, former Head of the six-lakh-cars-a-year | 

Kosai facility and now Director (Production) at | 

Gurgaon, “improvement is fast.” 

Takeuchi's aphorism, however, hides the enormity 

of the task that he and Maruti’s CEO Jagdish Khattar 

have embarked upon, beginning May last year. Inno- 

cuously titled Challenge 50, their brief is to increase pro- 

ductivity by 50 per cent and slash costs by almost a third. 

And lest these targets turn into some arcane balance 
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Maruti’s CEO Jagdish Khattar 
(L) and the man from Kosai, 
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sheet exercise, Suzuki’s BENCHMARK SUZUKI 


Chairman Osamu Suzuki him- үа wants to attain Suzuki's efficiency by 2004-05 in... 


..Assembly hours per vehicle 
KOSAI 


self has spelt out what it really 
means: A 30 per cent reduction 
in the cost price of cars. 
Considering that Maruti last fis- 72.99 
cal spent Rs 5,386 crore on 
raw materials alone, a 5 per 
cent reduction alone would add 
Rs 269 crore to the bottom- 
line. “(With that) we will be 
more competitive,” says 
Khattar disarmingly. In plain 
English, it means Maruti will 
use pricing as a weapon with 
which to fight competition. 
Any other vehicle manufac- 
turer would have been laughed 
out of the vendor factory for 
setting such cost targets. For, 
in a profit-starved industry, 


up. But this is Maruti. In the 
first nine months of 2002-03, it 
sold 230,000 vehicles in the 
domestic market—more than 
double its nearest competitor, 


Hyundai Motor India did. Its 2001-02 2002-03 


huge volumes give it tremen- — — Kosai: Benchmark as 100 percent n.a.: Not available 


dous leverage with its 360 ven- Figures in percentage 

dors, who supply seven out of 

10 components that go into a Maruti car. And lower- 
ing production costs will give Maruti not just more prof- 
its, but an advantage over competition. For instance, in 
July last year, when the company shaved 8 per cent off 
the 800's sticker price, sales jumped an impressive 51 
per cent in the following month. That for a model 
everybody else thinks should be laid to rest. *Everyone 
is looking to cut costs, but the pressure on Maruti to 
make profits is increasing now that it is in Suzuki's 
control," says a Mumbai-based automotive analyst. 


Slash And Burn 

Indeed. Last year, Suzuki bought an additional 4.2 
per cent stake from its joint venture partner, the 
Government of India, giving it a controlling stake of 
54.2 per cent in Maruti. So, the Indian subsidiary's per- 
formance more than ever impacts Suzuki. Not sur- 
prising, then, that the productivity campaign (christened 
Challenge 30 elsewhere) is common to all of Suzuki's 
manufacturing locations worldwide, and is being cham- 
pioned by Chairman Suzuki himself. Says Takeuchi: “If 
Maruti is to survive among the global automobile 
manufacturers, it is necessary to increase its plant- 
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„But it has lower rejection cost per vehicle 
prices tend to go only one way: KOSAI 








level efficiency.” 

That’s easier said than done, 
though. Maruti’s benchmark, 
the passenger car manufacturing 
Kosai plant, is way ahead of 
the Gurgaon unit on almost 
every parameter (See 
Benchmark Suzuki). Besides, 
Khattar has agreed to reach that 
target by 2004-05—a tall or- 
der by any measure. It also 
doesn’t help that, unlike in 
Japan, most of Maruti’s ven- 
dors are small and typically first- 
generation entrepreneur-owned. 
Most of them are only now be- 
ginning to introduce quality 
systems at their shopfloors. 

To ensure that Maruti does- 
n’t fall short of its ambitious 
goal, Khattar has brought almost 
every part of the company un- 
der the cost scanner. Even table- 
top lights at the workstations 
in Gurgaon are not beyond 
Khattar’s scalpel. On his part, 
Takeuchi has redefined the con- 
cept of cost. Earlier, cost tar- 
gets were based on the previ- 
ous benchmarks and on what 
the management thought was 
do-able. Now, benchmarking mantra spells not only 
‘global’, but deliberately ‘higher’ because of the wide gap 
between Gurgaon and Kosai (that explains why Maruti’s 
programme is called Challenge 50 and not 30). 

Over the last one year, the Suzuki Manufacturing 
System has been adopted as the Maruti Production 
System, and every department—be it production, engi- 
neering or sales and marketing—has been given targets 
that fit in with the overall objective. The core focus is 
kaizen, which aims for continuous improvement in 
all areas of the business. A plan-do-check-act (PDCA) cy- 
cle enables Maruti to identify areas of improvement, sta- 
bilise the gains, and then aim for greater improve- 
ment. Understandably, this is a cycle that never ends. 

Takeuchi has pulled from under the carpet all kinds 
of wastage—or muda, as the Japanese call it—in the 
plant. The first obvious wastage spotted was on the as- 
sembly line, where the number of steps a worker has to 
walk to fetch parts and tools from their racks has 
been (in certain cases) brought down to five from 10- 
15 earlier. How? By introducing “synchro-trolleys” 
that move along the conveyor lines, and relocating 
racks closer to the line operator. With about 200 
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Maruti is Consolidatin 








MUL's role model: Suzuki's Kosai plant 


workers manning one assembly line, the savings have led 
not just to increase in productivity but safety. 

Next on Takeuchi’s list is line stoppages. Currently, 
the Gurgaon facility runs two shifts of eight hours each 
and an average of 8 per cent of the time (or 77 minutes) 
is lost either due to set-up changes or non-availability 
of components. That’s now being tackled through 
quicker set-up techniques (called single-minute excha- 
nge of dies or SMED) and vendor development, which will 
minimise quality problems and delays in shipment. 

Simultaneously, Maruti is consolidating its vendors 
base. About 160 vendors who don’t meet strict para- 
meters of quality, cost, productivity and delivery will be 
dropped, giving the remaining 200 or so better 
economies of scale and support from Maruti. Already, 
the vendors are being offered greater transparency 
into production schedules. They are told 15 days in adv- 
ance what to supply, how much and when. That in turn 
will help them meet Maruti’s cost targets without 
sacrificing their own profit margins. Says Sona Group 
CEO Surinder Kapur: “We are all working towards 
reducing costs and increasing efficiency. Maruti oper- 
ates in a competitive envi- 
ronment. It, therefore, needs 
competitive suppliers.” 

Apart from working with 
Maruti on development, 
some of the vendors are also 
part of a “cluster” put tog- 
ether by automotive ancil- 
lary association, ACMA, with 
technical help from cu. But 
quality is hardly a vendor is- 
sue alone. Maruti’s own asse- 
mbly quality and efficiency 
has as much an impact on 
its competitiveness. Take the 
installation of door rubber 
beadings as an example. 
There is a specific sequence 
to be followed for making 
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Kaizen to ensure co. wins 
02-03 


its vendor base. About 
160 vendors who don’t meet 
the company’s strict quality and 
cost parameters will be dropped 


the fitment. If that’s not done, it may result in warranty 
claims at the customer end. Even if it is caught in quality 
check, costly rework is required. The car needs to be 
taken off the assembly line to a rework station where ex- 
tra man-hours will be spent fixing the problem. 

The solution? Ensuring that the worker follows 
the installation sequence to the T, so that there is no 
scope for rework. Here, Takeuchi has been particularly 
successful. When he first came, a staggering 14 per cent 
of the cars would fail the shower test (to check for leak- 
ages). Today, the figure stands at less than 1 per cent. 
Still, he’s not happy because that’s nine cars too many 
in every shift. As the next step, Takeuchi wants to do 
away with the shower test, and put only the 50th 
vehicle rolling out of the assembly line under it. 

That'll save 12 minutes in two shifts. If that seems 
insignificant, consider that the Gurgaon plant rolls 
out one car every 50 seconds—which means 24 more 
cars can be produced every day on the same fixed 
costs, That’s an additional Rs 48 lakh in revenue every 
day, and Rs 144 crore a year (assuming an average price 
of Rs 2 lakh and 300 days of production). 

Raising quality and effi- 
ciency levels across the 
board, however, has meant 
more automation. Until five 
years ago, the Gurgaon 
plant employed only half- 
a-dozen robots. Today, it 
has more than 120. But 
Khattar clarifies that these 
are low-cost automation, 
mostly developed in-house. 
The aim is not so much to 
cut manpower as to increase 
speed and quality. 

What happens when 
Maruti meets the Kosai 
benchmarks? “There will be 
new targets to chase,” quips 
Khattar. Indeed. Œ 
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EBABROT ROY WAS IN A QUANDARY. OWNER OF A 
popular medium-sized bookstore named World 
of Books (wos) near Dalhousie in Kolkata, he 
was facing stiff competition from a recently opened 
bookstore, Book Lovers’ Den (BLD). 
wog had been in business for over 17 years now. 
Debabrot's family was in the printing business, but he 
wanted to do something more than just that. A keen 
book lover, he started WoB after spending about three to 
four years with the family business. When the store 
opened on Bijoya of 1985, it was by far the best bookstore 
in Kolkata. Spread over an area of 1,100 sq feet (the 
largest floor space in Kolkata dedicated exclusively to 
books at the time), the store had almost all the popular tit- 
les on its shelves. It distinguished itself by arranging 
books by subject in a manner that was rather intuitive of 
customer behaviour. This made navigation a breeze, even 
for arcane titles. It became the talk of the town, and 
people flocked to the store. It took just six-to-eight 
months for жов to develop a loyal customer base. Since 
Debabrot was actively involved in the day-to-day activities 
of the store, including customer interaction, a large num- 
ber of customers became personal friends of his. They 
would call him to check the availability of titles and so on, 
even asking for recommendations. WoB had two other sales 
people who interacted with customers and two more 
employees in the back office. They had been trained by 
Debabrot, and for almost three years, this five-man team 
was enough to run the store. In January 1989, Debabrot's 
younger brother Siddhartha, who had just finished his post- 
graduation, joined the store as a salesperson in order to 
take some load off Debabrot, who would get more time 
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to identify new titles and add to his already good 
collection of books. at the store. By March 1990, 
Debabrot handed over most of his sales and supervision 
activities to Siddhartha. The store would run smoothly 
even when Debabrot would go on his longish trips to 
visit book exhibitions within India and abroad. The 
store's reputation was strong, and it was one of the key 
attractions in Dalhousie. All was well, until... 

In 2001, Debabrot came to know from his circle of 
friends that BLD, a leading chain of large-format book- 
stores with presence in Delhi and Chennai, was testing 
the feasibility of opening a bookstore in Kolkata. BLD 
typically sprawled its books over at least 2,000 sq. feet 
of space, and was extremely browser-friendly, with 
modern amenities for shopper comfort and smart 
merchandising tools. It had a special reputation of 
providing the customer a completely 
new book-buying experience. “Lers wait 
and see,” Debabrot told himself. 

It had now been a month since BLD 
opened its first store in Kolkata. It was 
located in a bylane off Ballygunge 
Circular Road, in close proximity to 
lots of schools and colleges. Debabrot 
visited the store on its opening day, 
and was both surprised and dismayed 
by the huge crowds. BLD had wide aisles 
and a wide range of titles across subjects—it was 
particularly strong on management, popular fiction 
and self-help. Of these, management was a hot section 
within Debabrot’s store. The selection of new books 
at BLD, Debabrot was forced to acknowledge, was su- 
perior to that at ов. What's more, the books at BLD 
were well laid out, easy to find, and amenable to ex- 
tended hours of browsing (special tools were provided 
for this). BLD even had a store loyalty programme for 
anybody buying more than Rs 1,000 worth of books 
on a single day, with attractive benefits for members. 
Debabrot was disheartened to see a long queue at the 
enrolment counter to sign up for it. 

WoB was in for trouble, and sure enough, the im- 
pact was felt immediately. For a month now, Debabrot 
has been a worried man. Sales for the last month 
were down by 15 per cent compared to the corre- 






Can World of Books reclaim lost ground? 
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WoB was fast losing 
its reputation as 
the city’s best 
bookstore, its 


customers were 
defecting and sales 
on the decline 





sponding period last year. While the business was still 
profitable, Debabrot felt that it was imperative to 
turn the tide quickly. Many of his regular customers 
had started complaining—a new phenomenon— 
about issues that they didn’t seem to notice earlier. 
They complained about lack of space and specific ti- 
tles not being available, and some even advised him to 
quickly do something to save his store. 

Specifically, sales of business books had dipped. 
The impact on sales had been less felt in literature 
(both Bengali and Western), where Wo’s traditional 
reputation still remained unhurt. Wor had a distinct adv- 
antage in this field, in terms of access through the 
family's traditional publishing business. 

There was another issue. Over time, Debabrot had 
built excellent relationships with his customers, who 
tended to seek him out when they visited, 
and valued his book recommendations. 
However, as Debabrot got into other 
areas, he spent only a couple of days 
per week at the store. His younger 
brother, Siddhartha, seemed to take a 
much more task-oriented approach to the 
business, and did not really cultivate 
relationships to the same extent. After 
sales started declining, Siddhartha had 
been very harsh with the staff, and two of 
them had left to join BLD at significantly higher salaries. 

Debabrot could not afford to let the business slide 
further. Even his older, loyal staff looked demoralised 
at work, and there was a fear that if this trend contin- 
ued, he would lose a lot of competent staff to whom 
many customers were personally attached. 

In terms of customer profile, there were two main 
clusters of customers who used to frequent WoB— 
one, the literati, who came to the store for its selection 
in classical literature and its up-to-date inventory in new 
Western authors, and two, the businessmen and young 
professionals who frequented ов because of its prox- 
imity to their workplace and because of the selec- 
tion of business books. This second category had be- 
gun to defect to BLD. Debabrot knew he had to act 
soon. He, however, had no idea where to start. 

The question: What should Debabrot do? 





Is there a management genius latent in you? Take a crack at the twenty-first Interactive BT Case Game. 


* Send “BTCS Y” if yes is your answer, to the number 2424 on your mobile. 
t Send “ВТС N" if no is your answer, to the number 2424 on your mobile. OR E 
YES NO 


characters) to the number 2424. 





Note: Not available with all cellular operators. Regular SMS charges apply. 


To know the final poll results send "ВТС Р” to the number 2424 after March 2, 2003 


Powered by ActiveMedia Technology, UK. www.activemediatech.com 


MARCH 2 2003 BUSINESS TODAY 115 


ы 


eee یکر‎ 


mne mu ү Nd a a fts on ime „а 


^ir atl 


съем dr Pr 


bt case solution 


Differentiate To Win 





RANJAN BANERJEE 


Director, 
Renaissance Consultants _ 









HERE ARE TWO BROAD ISSUES THAT WORLD OF 

Books needs to address on an urgent basis. First, 

the entry of high-calibre competition that offers 
a superior overall buying experience, particularly in 
terms of a more complete inventory, ease of browsing, 
customer-friendly hours, motivated staff and a well- 
planned loyalty programme. Second, issues of employee 
retention and the unsuitability of Siddhartha’s man- 
agement style in the changed context. 

World of Books needs above all else to under- 
stand and leverage its key strengths: the relationships 
and goodwill that it has built over 17 years in the 
business, its insights into local customer preferences and 
readership habits and an experienced staff with strong 
merchandise knowledge. 

The bookstore should realise that it cannot be 

all things to all people, and 


“World of Books try to provide merchandise 
should leverage its key depth in its two key areas of 
strengths: customer — strength—literature and busi- 

relationships, ness. A sharper focus will allow 
knowledge of local the bookstore to create more 
customer preferences space for books in these cate- 
and an experienced gories, neutralising the 
sales staff’ merchandising advantages of 


competition. A complete 
benchmarking of inventory vis-a-vis competition 
should be done to understand the real gaps. Significant 
gaps within the two focus sections should be traced to 
the source, and appropriate changes in buying and 
merchandising need to be initiated. 

The second step is to translate the customer insights 
of the store salespeople and Debabrot himself into 
improvements in World of Books’ operations. Names 
and addresses of customers, along with their preferences 
and purchase history, should be captured in an elec- 
tronic medium and used for the promotion of the 
store’s merchandise. For the convenience of regular cus- 
tomers, telephone or web ordering could also be of- 
fered. Short-term inventory bottlenecks could be offset 
by re-engineering backend processes. 

Parallel to this, steps need to be taken to improve the 
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bookstore’s performance in the areas of customer rela- 
tionships and employee motivation. This requires a 
leader who can balance long-term relationship-building 
with task-orientation. Siddhartha should be moved to 
the sourcing side of the business and Debabrot should 
take charge of the store again. This will have a salutary 
effect on the employees' morale and provide much-nee- 
ded reassurance to loyal customers. To give customers 
a more complete buying experience, Debabrot must also 
bring in top-notch professionals to enhance store mer- 
chandising and train his people in customer service. 

To prevent share erosion, Debabrot must always 
have on his fingertips key performance indices such as 
footfalls per day, purchase conversion ratio (the per- 
centage of visitors who actually buy) and average bill 
value, and constantly benchmark these figures against 
the best stores in the business. 


AJAY KELKAR 


| Head of Marketing, 
| Shoppers’ Stop 








fold. On one hand, the Indian consumer is 

changing and, on the other, reading habits of 
people are changing (driven by fast-paced lifestyles 
and competition from televi- 


Te CHALLENGE WORLD OF BOOKS FACES IS TWO- 


sion and internet). Shopping, “Debabrot needs to 
whether for books, music, segment the book- 
apparel or lifestyle, is becom- buyer market and 
ing more of 'shopatainment. focus on catering to 
Increasingly, consumers are the sophisticated 
becoming time-starved and buyer by offering him 
there is an overlap between additional value and 
shopping and entertainment. slised service" 


The reading habits of people 
too have undergone a dramatic transformation. A 
combination of all these factors is causing a decline 
in the reading habit. 

So, to rev up book sales and break out of the rut 
World of Books is in, the store must carefully seg- 
ment the book-buyers according to their intensity of int- 
erest in books. Classified thus, you have the ‘book 
devotee'—the guy who really adores books, is ext- 
remely picky about what he buys, buys widely across a 
range of genres, and reads everything he buys. Then you 














MTP is organized into З modules, Candidates with 2 year full-time PG qualifications 
6 semesters spread over З years like PGDBA/MBA/MMS/ME/MTech/MCom/ 
MA {Eco}/MSc (Maths)/MSc (Stats) etc. 


CFAs/CAs/CWAs/CSs 


Candidates with any other PG qualifications 
(relevant to management) are also eligible 


in addition, all the candidates should have obtained 
first division in their graduation and postgraduation. 


Unique opportunity to simultaneously pursue 
and complete the Ph.D Program 


Financial Aid of Rs.9 lakhs in the form of : 
а) Tution Fee Wavier : Rs.3.6 lakhs (3 years) 
b) Monthly Stipend : 





e First Year : Rs.12,000 per month 
ү : Rs.15, + 
y end ООо автал Based оп Research Aptitude Test 
e Third Year : Rs.18,000 per month (RAPT) 2003 and Interviews. 
Intensive Learning through Class Room RAPT 2003 on April 13, 2003 
Instruction, Case Studies, Workshops, Lab-Sessions, at 52 Test Centers all over India 
Internships and Institutional Development Classes from August 1, 2003. 


‚ Placements : All candidates who successfully 
complete MTP and Ph.D will be absorbed by the 
ICFAI University and its constituents as faculty Last date for Submission of Application : 
members as per UGC Scales March 31, 2003. 





For Prospectus & Application: Please send Rs.1000 by Demand Draft in favour of "ICFAI University A/c HMT”, 
payable at Hyderabad (Kindly write your complete name & address at the back of fhe DD) to: 
The Admissions Officer (MTP), The ICFAI Institute for Management Teachers (IIMT), 38, Nagarjuna Hills, Punjagutta, 
Hyderabad 500082. Tel (ОН): 040-23350530, 23357653; Fax: 040-23350543; Email: iimigicfai.org. 





Prospectus & Application also available at following ICFAI University Study Centers 


AGRA: No.10, First Floor, Narain Towers, Block No.G-13A/8, Sanjay Place. (Ph: 2627035}; AHMEDABAD: 508, 5th Floor, Shiliratna Complex, Ellis Bridge, Near Panchavati Pancharasta.(Ph: 6563042; 0562458): | ; 
ALLAHABAD: 2nd Floor, Back Portion, Shri Ram Complex, 54; Sardar Patel Мато, Civil Lines(Ph:2420255), BANGALORE: Unit Na.303, 11 Floor, No. 134, Infantry Road. (Ph: 2850-363, 262); BHOPAL: let Floor, 191 
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bt case solution 


have the ‘classical book lover —Nwho equates books with 
classics and literature and who doesn't consider a cof- 
fee table book a book. Then comes the ‘book 
casanova'—one who has an intermittent affair with 
books. And finally the ‘book user'—someone who is 
purely a need-based purchaser of books. Stores like 
Book Lovers’ Den are more likely to attract more cus- 
tomers of the ‘book flirt’ and ‘book user’ variety than 
the serious buyers of the former kind, leaving more than 
enough space for bookstores of the kind Debabrot runs. 

The heavy consumers—the book devotee and 
the classical book-lover—who spend serious money, 
are usually also extremely price-sensitive. The store 
owner Debabrot should use his buying skills to 
source books intelligently and aim at delivering su- 
perior value to this category of people. 

Debabrot must also look for chinks in the large-for- 
mat retail category—a large-format retail chain buys nat- 
ionally and caters to pan-Indian tastes—that might 
have crept into the BLD armour. Debabrot must exam- 
ine how focused buying and merchandising for the lo- 
cal consumer can give his store an edge. He could 
use his intuitive understanding of ‘book-buying be- 
haviour’ to good effect here. 

Large-format book retailers like BLD also usually 
seek to broaden their merchandise assortment to in- 
clude allied categories like toys and music. This of- 
ten results in their image of being pure-play book- 
stores getting diluted with the core book customer. 
Debabrot must capitalise on this. 

Debabrot has built up his brand equity through 
17 years of maintaining relationships with book lovers. 
Such relationships cannot be built overnight, even if 
competitors have deep pockets, in this market. Debabrot 
must enhance these personal relationships by con- 
necting with customers on a personal level. Organising 
book-reading sessions and launching a loyalty pro- 
gram to reward his faithful customers would also help. 





HEMENDRA MATHUR 


Manager (Retail Practice), 
KSA-Technopak ra 











to constantly differentiate yourself. To com- 

pete effectively, World of Books needs to in- 
novate. This is the only way out for the bookstore, 
given the circumstances. Debabrot should embrace 
change instead of resisting it. 

To differentiate wog from the likes of BLD, a 
three-pronged strategy is in order. First, Debabrot 
must focus on stopping the exodus of customers. 
Second, he needs to think of ways to attract new cus- 


Te ONLY WAY TO GROW IN THE RETAIL BUSINESS IS 
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tomers to broaden his customer base. Third, he 
needs to identify two or three key areas that will give 
his bookstore a distinct edge over others. 

His first priority should be to stem the exodus of 
customers to BLD. WoB has built strong ties with its cus- 
tomers over 17 years. It seems that WoB's customers are 
typically middle-aged people who are avid readers 
and haye a clear preference for literary books. The 
bookstore now needs to innovate further to consistently 
provide them with an improved retail experience. 

Debabrot needs to diversify his merchandise mix. 
He also needs to improve the non-literature section in 
his bookstore and use inputs from his existing cus- 
tomers while doing so. As far as literature is con-- 
cerned, he should work towards bringing in greater 
depth. He needs to make sure that at least 20-30 per 
cent of the titles in this category are different from what 
is available at BLD or at least acquired by wos before 
BLD stocks them, His goodwill in the publishing com- 
munity should assist him in achieving this objective. 

Debabrot’s second task is to attract new customers 
and first-time purchasers to his store. It appears that 
WoB is losing out to BLD in the youth segment. He 
should begin by stocking other youth-related items like 
interactive CDs, games, and 


educational software to “World of Books needs 
draw the younger custom- tO connect with the 
ers. He should pick our youth segment. This 


the leading schools and col- 
leges in the city and service 
their libraries through bulk 
orders of educational and 


other books. 


will automatically 
translate into higher 
repeat purchase rate 
and creation of a long- 
term customer base” 


Then, he could also 
attract the youth by participating in book fairs and 
other school or college events. Once the youth 
start identifying with woB, it will translate into 
higher rates of repeat purchase and a stable long- 
term customer base. 

Finally, ов needs to work on building a sustainable 
competitive advantage. Debabrot should leverage the 
family publishing business and publisher-relationships 
to get access to a larger variety of books. To gain an 
edge over his competitor, he should consider intro- 
ducing marketing techniques like customer clubs and in- 
store references, reviews and discounts (similar to 
those of Amazon.com). On the basis of its strong 
understanding of the local book-buyers’ mindset, WOB 
should look at the possibility of scaling up the number 
of stores. A chain of bookstores will go a long way in 
checking the erosion in WoB’s customer base. 

These three things, if well implemented, will not only 
reduce the threat of won losing marketshare, but also 
open up new growth avenues for the bookstore. Ifl 
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Welcome to the 
World of Books 


ICFAI Press publishes a diversified portfolio of books, magazines and journals that are focused to impart relevant and 
contemporary knowledge and cutting edge skills to corporate executives, consultants, academicians and students. The 
ICFAI Press Book Club has been launched as a premier source of the finest books in the areas of Management, Strategy, 
Finance, Marketing, Advertising, HRM, Leadership, Ethics, IT, E-Business, Banking, Insurance, Accounting, Treasury, Forex, 
Investments, Case Studies, etc. 




















Visit us at : A Highlights 
www.icfaipress.org/bookclub 


Free Books 


You can choose any З books (each book is priced at Rs. 300) 











Portals [A16] Bank Credit- Emerging Trends 
E-tailing А17 | Chinese Odyssey - Mao to Market 
Corporate Finance [A18 ] India's Family Owned Businesses 


Aerospace & Airlines [А19 | Strategic Management- Concepts and Cases 
SCN - in the Internet Age 
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A three-CD series on India’s path-breaking ads, a 
defence of globalisation, and a combo of history’s 
most original minds and refreshing marketers. 








TRONG ADS SELL. 

Or do they? To 

help make up 
your mind, welcome 
to Indian advertising's 
tour de force: Tv Ad 
Indx's three-cp Collec- 
tor's Series. It showcases 
the most awarded 
Indian TV commercials 
of the past decade. 
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Compiled By TV 


Grey’s Cease Fire, 
and Enterprise’s 
hummable ‘Sunday 
Ho Ya Monday, Roz 
Khao Ande’ spot for 
National Egg Coordi- 
nation Committee. 
P Isn't it ironic that 
something that's seen 
as such an intrusive nui- 
sance (advertising per 
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Remember the could- Ad Indx se has always had an 
n't-care-less Cadbury CD-ROM (3 Vols.): image problem) can 
Girl, 7-Up’s sketchy Rs 7,500 make for so much insi- 
character Fido Dido VCD (3 Vols.): ght and nostalgia? 

and Maggi Ketchup’s Rs 3,750 In fact, the showreel 


‘Boss, It’s Different’? 
These ads have not only won nu- 
merous local awards, they һауе гер- 
resented India’s very best at Cannes. 
The CDs have more than 200 ads, 
but your attention won’t wander. Pick 
any of the spots, and it could serve as 
an outstanding example of terrific 
marketing, both by way of strategy 
formulation and execution. Enjoy 
the details in Ogilvy & Mather’s 
Titan ad, the virtual creation of the 
household fire-extinguisher market by 


acts as a virtual guide 
to the evolution of the Indian con- 
sumer market, post-liberalisation, 
whether it’s Saffola’s ‘Healthy 
Cooking’ initiative or the rising pop- 
ularity of diamonds, thanks to JwT’s 
brilliant work for De Beers. Or the 
Indian man negotiating a new rela- 
tionship with the woman, through 
Raymond's Complete Man or Elec- 
trolux's chore-sharing husband. 
Even product-focused advertising, 
as in Ericsson's ‘One Black Coffee’ 


and Saint Gobain’s almost-not-there 
clear glass, is a pleasure to watch. | 
Agreed, advertising isn’t the be-all — | 
and end-all of marketing. Look 
what happened to Ericsson; it 
ended up ‘surprisingly small’ itself. | 
But as a persuasion tool, it remains 

as potent as ever—if used well. 

This showreel will surely be used 
for the nurturing of tomorrow’s 
ad professionals, and will provoke 
questions on strategic thinking and | 
creative craftsmanship, hopefully. IS | 
audio-visual advertising more effec- — | 
tive than print? What's with 
Aishwarya's Coca-Cola dance? Is 
Titan appealing to the heart or the 
head? Does chronology matter? 

If the CD collection has one draw- 
back, it's that while the ads are cat- 
egorised by market category, ad | 
agency and production house, they | 
are not arranged chronologically. 
Otherwise, the ads are in neatly- 
digitised MPEG format. So they can 
be used easily in presentations, e- 
mails and the like. In time, such a 
collection will perhaps find takers far 
beyond the realm of business— — 
when ads actually come to be seen 
as the ‘cave paintings’ of our age. 

SHAILESH DOBHAL 




















NUT TO STAND ON THE а B= EY quest for harmony and “new mean- 
shoulders of giants? These pgg ISCOVER - a ing” in each repetition of a mantra (by 
two books, by two consultants, try ur | listing seven mantras, the book nudges 
making that task easier by repack- N | U S recognition of the Renaissance’s ori- 
aging the wisdom of geniuses. ти е9?) gin). And finally, Einstein, for his ‘сот- 

Gelb’s book aims to put within | TT. | binatory play’ (the result of an “orgy of 
the reader's grasp a *dream team', AEL J. GELB Е free thinking” brought on by his re- 
selected for originality and impact, a = mer i jection of patent falsehoods). ‘I link, 
There’s Plato, for the love of learn- t therefore I am,’ concludes the book. 
ing. Renaissance dome-builder im ced | Marketing And Turner's book? Among the 
Filippo Brunelleschi, for perspec- Ву Michael J. Gelb Ву Marcia notables are Madonna, who turned 
tive expansion (he once stood ап — Harper-Collins Quill ^ Layton Turner singer because she “had something to 
egg up to prove himself). Colum- m Pr Tata McGraw-Hill say”, Consistently provocative, she 
bus for guts and vision. Copernicus, yap | ped 356 repackaged her rebellion over and over 
for smashing the flat earth para- to widen her audience. And also 


digm. Queen Elizabeth-I, for women's empowerment. Sergio Zyman, the ‘aya-cola’ behind the New Coke fia- 
Shakespeare, for emotional intelligence. Thomas Jef- sco (or trick to revive Classic Coke, as he claims), 
ferson, for demanding freedom in the pursuit of hap- — with his denunciation of brand imagery and love of 
ріпеѕѕ. Darwin, for debunking Genesis. Gandhi, for his guerrilla tactics to neutralise threats. El 
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COUNSELLING 


Help, Tarun! 


| am a 26-year-old post-graduate in marketing with a com- 
merce background. | started off as a trainee in the sales 
division of a fast moving consumer goods (ғмсс) company 
and was promoted to the post of sales officer. Following 
a worldwide merger, the company was restructured and 
I chose to leave. | then joined another ғмсс company as 
the sales manager for its new coconut oil brand. The prod- 
uct did not succeed and | was forced to leave that job as 
well within six months. | am now an area sales manager 
with a tobacco company. What additional educational 
qualifications do | need to fast track my career in this sec- 
tor? How will my frequent job changes go down with 
prospective employers? 

You are an area sales manager at 26. To me, your ca- 
reer graph looks just fine. Frequent job changes will 
not hamper your career as long as you are able ex- 
plain each shift logically to prospective employers. It 
is good to be ambitious but to climb a ladder suc- 
cessfully, you must climb it rung-by-rung. An addi- 
tional qualification will go a long way in opening 
doors. You could take a two-year sabbatical and 
enroll in a full-time MBA programme at a good busi- 
ness school. This will equip you for a fast track career 
in the highly competitive FMCG sector. 


1 am a 33-year-old MBA and have been working for eight 
years. | work in an information technology-enabled serv- 
ices (ires) company that screens resumes for clients in the 
US. Prior to this, | worked in the sales department of a 
multinational. And before that, | represented a Canadian 
body shopping firm. However, my job entails night shifts 
and these arebeginning to affect my health. | would like to 
switch to a recruitment firm. How should | go about it? 
With your experience in the rr-enabled services and 
body shopping industries, you are not likely to face 
much difficulty in landing a decent job with a rec- 
ruitment firm, especially one that is focused on tbe 
business process outsourcing (BPO) sector. Remember, 
however, that if you are looking for a role that pri- 
marily involves client-servicing, you need to bave ex- 
cellent communication abilities and a dynamic per- 
sonality to go with it. 








| am a 36-year-old post-graduate in science and have 
around 15 years of experience in quality assessment and prod- 
uct development in the ғмсс sector. Right now, | head the 
quality assessment division of a mid-sized Indian FMCG com- 
pany. In the course of these 15 years, | have acquired 
some expertise in Six Sigma and a few other techniques. | am 
tempted by opportunities in the booming ir-enabled services 
sector. Will my experience in manufacturing and product dev- 
elopment be of any relevance? 

I would advise you to tread carefully though op- 
portunities abound in infotech-enabled services busi- 
ness, and though, salaries in the sector are still much 
higher than others; job security could be an issue. 
Take your time assessing your options and if you 
come across an opening that instantly captures your 
interest and provides reasonable job security, go for 
it. Just remember this: if things don’t work out and 
you need to change again, there aren't likely to be too 
many good offers waiting. You would do well to 
have some back-up options ready. 


| am a 26-year-old chartered accountant based in 
Chandigarh. | work in the bill-collection division of a tele- 
com company that is either headed for closure or an ac- 
quisition target. The promotion | was promised at the time 
| signed on seems a remote possibility. | get the feeling 
that | not only need to change my place of employment 
but also my function. However, all my efforts to find a 
new job have only yielded offers in a similar function. 
How do | make a smart move? 

You can certainly forget about getting a more res- 
ponsible position or a salary bike in your present com- 
pany. Do seek a change in your function if you think 
that will help you come out of the rut you are in. 
But you are likely to succeed if you focus on posi- 
tions where your experience bas greater relevance. 
Still, if you have been trying this for over six months 
with little success, it may be a good idea to take up an- 
other bill-collection job in a company where chances of 
job enhancement and rotation are higher. And уои 
should expand your search to include other, larger 
cities such as Delhi and Mumbai. 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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Jobs L oday 





Recruiters Diary 


Reference checking is fast becoming an obsession with India Inc's 





recruiters. Some dos and don'ts about references. 


FEW MONTHS AGO, A MAJOR 
А» hospital fired its high-pro- 
e CEO because his referen- 
ces were found to be inaccurate. 
The hospital blamed the executive 
search firm for the bad hire. This 
sparked off a widespread debate in 
the human resources development 
community on the reference check- 
ing process and its significance. 
With companies’ fortunes increa- 
singly hinging on executive perfor- 
mance, reference checking prospec- 
tive employees has become a serious 
business. Apart from the usual back- 
ground and performance checks, 
reference checking is also conducted 
to verify other attributes such as com- 
munication skills and ethical beha- 
viour. One of the objectives of refer- 
ence checking is to piece together a 
picture of the “complete person”. 


THE CHECKLIST 


@ Choose credible people who 
know you well professionally 

@ Do not overstate your salary or 
professional achievements 


@ Never hide that unproductive 
three-month stint 


€ Co-operate with the recruiter by 
providing all information required 


To this end, referees are asked open- 
ended questions about the candi- 
date’s style, problem areas, motiva- 
tion, and ability to cope with pressure. 

An astonishing number of peo- 
ple lie about designations, overstate 
their salaries and disguise reasons for 
leaving jobs. Given the risks invol- 
ved in making an incorrect hire, 
especially in jobs that involve key 


Just Desserts? No Way 


Non-executive directors need higher salaries to perform better. 


HANKS TO THE SPATE OF 
corporate scams in India and 
abroad last year, the role and remu- 
neration of non-executive directors 
(NEDs) on boards of Indian compa- 
nies have come into sharp focus. 
The Companies Act, 1956, 
enjoins NEDs “to watch and keep a 
check on executive directors and 
add credibility to the company". 
Corporate India’s boardrooms till 
recently were rife with cronyism 
and NEDs known more for their in- 
eptness and corruptibility than for 
any concern for the interests of 
small investors. 
The investing public now exp- 
ects NEDs to play a more aggres- 
sive role in the boardrooms, They 


are expected to not only critically 
examine financial performance 
but also be proactive in shaping 
their companies’ strategies. 

One barrier to high-calibre 
professionals becoming NEDs has 
always been the low compensa- 
tion structure. Says Shailesh Shah, 
MD, Watson Wyatt: “There is a 
mismatch between NEDs’ increa- 
sed responsibilities and the re- 
muneration they get." A NED in 
the US earns $110,000-120,000 
annually. In India, the maximum 
fee payable to an NED per sitting 
is Rs 5,000. The total fee for 
these sittings through the year 
cannot exceed Rs 5 lakh. 

There are stirrings of change, 


Sonal Agrawal, 
Director, Accord Group 


decision-making, companies and, 
in turn, search firms are tightening 
their reference checking procedures. 

Recently, the Accord Group 
completed a CEO search for a finan- 
cial services firm, which included 
checking up on six formal referen- 
ces, a financial and credit check, sal- 
ary verification, academic verifica- 
tion, and verifying character refer- 
ences going back to the candidate's 
college days. These were conducted 
through two international refer- 
ence checking agencies. 

Reference checking, however, is 
not just a ‘dirt-digging’ exercise. Its 
main objective is to ensure the right 
fit between the employee and his job 
and thereby enhance employee pro- 
ductivity. So, if you have been asked 
to provide references, make sure 


that they are bonafide. @ 


however. Says Ronesh Puri, мр, 
Executive Access: “An upward 
revision of their compensation 
is definitely on the cards." Apart 
from drawing people of the right 
calibre to the job, this would also 
enable NEDs to resist the pres- 
sures they face while discharg- 
ing their duties better. 

The salary paid to NEDs needs, 
at the very least, to be doubled 
and in some cases trebled, com- 
pensation experts insist. Says Puri: 
“In US, most companies offer non- 
executive directors a share in their 
profits. That makes them more ac- 
countable to investors. In India, 
though, any such correction will 
happen over a period of time.” All 
the same, NEDs in a more aggressive 
watchdog avatar can only bring 
respite to the forlorn investor. @ 

MILY CHAKRABARTY 








Focus. 105 what most IT companies don't offer you. In the light 
of the example that we have set, that’s a pity. 


By focussing on IT solutions for the BFSI sector, we have grown 


асап astonishing rate even in tough times. 


Citibank, Commerzbank, Royal & SunAlliance...our clients come 


to us because we are specialists. 


Xe are the sixth biggest IT wealth creator in India, the fastest 


growing company, one of the top 100 Indian companies in marker 


capitalisation. 


We ate also the-first company in the world to achieve CMMi 
Level 5. Which means that our systems and processes set standards 


for the rest of the world. So do our people. 


We're now looking for: 


Project Managers with extensive experience in Microsoft technology 


(VB/COM/DCOM),. 


Projéct Managers ‘with knowledge in Mainframe - COBOL, MVS, 
XPEDITOR, DB2, CICS, JCL, PL1, VSAM, IMS, DB/DC, 


COOLGEN, 


Project Managers with knowledge in Internet Technology 
(ava/Websphere/MQ series) and technical skills in Internet 
Technology, middleware and databases, Java, JSP, Servlets, EJB 


and weblogic. 


POLA 





Onsite Project Coordinators. with excellent spoken and written 
Japanese language skills (with special emphasis on business 
communication) and strong technical skills in Java and C++. 


QA Process Consultant with at least 3 to 5 years in quality/process 
management in a software organisation. 


AVP - Quality with over 12 years’ experience in a leading software 
company. 


Relationship Manager with experience in handling deliveries and 
client relationships. 


Business Analysts with subject matter expertise in insurance 


(life and non-life), banking (consumer banking, investment banking, 


corporate banking). 


Data Warchouse experts with knowledge in Oracle applications, 
micro strategy, informatica, OLAP and business warehouse. | 


You will work for some of the world’s largest financial corporations 
with cutting edge technologies. 


Thanks to our emphasis on. career planning, we were e vored one 
among India’s 25 best employers. ; 


If you've got 20/20 vision when it comes to your career, mail your 
resume to Polaris Software. Lab Limited, "Foundation", 
34, IT Highway, Chennai 603103. e mail: hrhq@polaris.co.in 
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Rural Marketing Professionals 


Leading Consumer Durable Company 


Our client is a Billion $ consumer durable company 
_ with a large retail network all over India. As a part of 
their growth strategy, the company is creating a rural 
penetration program. We have been retained to 
identify suitable professionals to lead this initiative. 


The incumbent will head the company's rural 
program. He will conceive the overall rural strategy, 
set up pilot projects and demonstrate successful 
implementation of processes. He will be responsible 
for subsequent scale up and would be accountable 
for revenue and market share targets. 


The ideal candidate will be an MBA, preferably from 
IRMA, with 8-10 years experience in selling 
products with a rural bias such as Tractors, Pumps 
and Agri-inputs. He should have developed 
expertise in consumer behaviour, buying patterns 
and rural financing. The individual should have 
excellent conceptual skills, drive and initiative to 
push into uncharted territories. 


Mail your resume to hrural@mafoi.com 


The incumbents will assist the Rural Marketing 
Head. Candidates should be MBAs, preferably frorn 
IRMA with 1-3 years rural marketing experience. 
Persons from "NGOs" or "Non-Profit Organisations" 
with an aptitude for marketing may also apply. 

Mail your resume to rmex@mafoi.com 


All the positions will be based in a metro city but 
would involve extensive travelling across India. 
Please apply to the email ID mentioned against 
each position, stating the post applied for in the 
subject bar. You may also send your resume by 
post/courier to reach us within 10 days at the 
address below. Please superscribe the position 
appliedforon the envelope. 


Ma Foi Management Consultants Lid. 
A é 804/8, Deccan Gymkhana, 2nd Floor. 


‘Rajwade House, Bhandarkar Institute Road | 
One. foi йш | апе No.14, Pune- 411004. — ġ | 
MANAGEMENT CONSENTS. Ph: 020 - 4014335/336 


www.mafólcom Fax : 020 - 4014341. 








General Manager-Human Resources 


Thomson Press is India's most diversified premier commercial printer. Company has a work force of over 1400 
employees in 7 units including 4 of which are100% EOUSs at different locations in India. Company has offices Overseas 
in US, UK and Australia. And its Head Office at Faridabad is about 45 minutes drive from New Delhi. 


The company is in the midst of a major reengineering exercise and to keep pace with the changes the company 
wishes to appoint a very senior HR professional reporting to the CEO. The incumbent would be a member of the top 
management team and responsible for the implementation of Organization Systems and policies of the company 
including reward, recruitment, selection, performance, career management systems, technical training, and other 
development programs. 


With strong growth in the Indian printing industry and Company being the market leader, excellent career progression 
through achievement is possible. A tailor made attractive remuneration package will be prepared for the selected 
individual. 


Ideal candidate is a post graduate from a premier business school with specialization in НА and should have atleast 
5 years relevant experience at a very senior level. If you have the confidence in your ability to succeed in this 
demanding role, 
contact Mr. Vinod Kumar on 0129-2286682. You can also send your complete CV in strict confidence to 
Thomson Press (india) Ltd., 18.35 Delhi Mathura Road, Faridabad 121 007. Fax: 0129-2284511. 

Email: vkumar@thomsonpress.com. 





TRIDENT INFORMATION SYSTEMS PVT. LTD. 





Business Development Manager, New Delhi 


PROFILE: 
BE/MBA with 8-10 years of IT solution selling experience. Should have worked with a large 
system integrator. Prior knowledge of Facility Management would be an advantage. 


DESCRIPTION: 

The position is for Trident, a reputed Software Services Company engaged in Software Consulting 
& Development Services with operations spread across India, Asia Pacific Region, USA and 
Canada. It has a strong presence in Navision and SAP. The incumbent will be responsible for lead 
generation, client understanding, pre-sales, post-sales & accounts management. 


APPLY AT: 
Email: career@tridentinfo.com 
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AGRANI CONVERGENCE LTD. | 


Area Manager-Distribution (Mobile Phones), All locations 


PROFILE: 
Graduate/MBA with 5-8 years experience in the FMCG sector will be preferred. 


DESCRIPTION: 

The incumbent will be responsible for achieving sales targets for mobile phones through 
planned market coverage and management of distributors and dealers in the assigned region, 
appointing & ensuring that working of distributors and dealers is as per company policies. Also 
responsible for training of retailers and the sales team, ensuring adequate stock level at 
distributo/retailer end & timely collection of payments. 


APPLY AT: 
Email: hema_p@agrani.sigroup.com 
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AVP Operations-International Call Centre, New Delhi/NCR 


| 
i 
| 
| 
PROFILE: | 

The candidate should be already working as a Manager Operations with a renowned | 
International Call Centre. Should have at least 2+ years experience in the ITES Industry. | 
| 

| 

| 

| 

f 

| 


DESCRIPTION: 
The position is for one of the reputed International Call Centres. The incumbent will be 
responsible for supervising the entire operations of the company which is serving both US & 
UK clientele through inbound & outbound voice processes. 


APPLY AT: 
Email: jobs@adonishr.com 
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Associate Vice President-International Projects (Oil & Gas), Overseas 


PROFILE: 
Engineering Degree and/or MBA with 15+ years sales & marketing experience in the Oilfield Industry. 
Business Operation knowledge is a must. Should have executed 4-5 big projects of Oil & Gas. 


DESCRIPTION: 
The incumbent will be responsible for understanding the customers needs and working with 
the current customer base and sales groups to develop markets, preparing resource plans, 
revenue estimates etc. and controlling documentation/deviations and commercial/technical 
negotiations with clients. Also responsible for motivating, training and supervising the sales, 
engineering & project teams & creating business & technical joint ventures with world class 
organizations for technical know-how & equity participation. 


APPLY AT: 
- Email: perfectplacerd@vsni.net 








GENUS OVERSEAS 
ELECTRONICS LTD. 


Manager-HR, Jaipur 


PROFILE: 

Post-graduate in Human Resource 
Management from a reputed institute with 
8-12 years experience in HR related opera- 

tions in a large manufacturing industry, 
including supervision of other related 
matters of personnel and administration. 
Exposure to Human Resource Information 
Systems will be an advantage. 


DESCRIPTION: 

The incumbent will be responsible for 
organizational development, performance 
appraisal, employee relationship 
management, grievance handling, training 
and development, recruitment & selection. 
Also responsible for developing HRM as a 
customer-focused department & developing 
tailor made payroll packages. 


APPLY АТ: 
Email: info@genusoverseas.com 





CLIENT OF ATHENA 
CONSULTANCY SERVICES 


Project Manager-AS/400, Bangalore 


PROFILE: 
B.E/B.Tech/ME/M.Tech/MCA/M.Sc with 
6-10 years experience and an excellent 
academic record. The candidate should 

have experience in Requirement Gathering, 
Analysis and Design Skills coupled with 
Strong technical skills. 


DESCRIPTION: 

The position is for a company in the IT 
Industry based in Bangalore. The incumbent 
should have expertise in RPG/400, 
COBOL/400, DB/400, COOLPLEX, 
COOL:2E. 


APPLY AT: 


Email: lunal3@vsni.com 





Asst. Manager/Dy. Manager-HR, 
New Delhi — 


PROFILE: - 
The position is for Bharat Hotels Limited, owners 
of ‘The Grand’ group of hotels. Bharat Hotels is a 
major player in India's tourism and hotel sector, 
It's portfolio of hotels incorporates SEVEN luxury 
hotels in the country's metro & destination cities 
offering almost 1600 rooms in the five-star 
deluxe segment. These include 'Grand' Inter- <- 
Continental hotels in New Delhi, Mumbai, Goa 
and Srinagar along with ‘The Grand’ hotels in 
Bangalore, Udaipur & Khajuraho. 
DESCRIPTION: . i 
MSW/MBA/Diploma in HR with 4-5 years 
experience іп а reputed company (preferably 
in service industry) with good communication 
skills, pleasing personality, excellent interper- .. - 
sonal skills and good analytical thinking. = 
APPLY AT. _ 
Email: l: career@bherathotes. com 






"I OF m LEASE 


Sr. Execütivé (HnanceAccounts)/ 
Manager-Finance, Mumbai · 


PROFILE: 
CA with 9-10 years experience preferably in a 
fabrication industry. Should be analytical, IT 
savvy and be: updated on relevant. statutes. 


DESCRIPTION: 

The position is for a group, which is a leader 
in the Manufacturing Sector. The incumbent 
will be responsible for handling activities 

related to indirect taxation, excise, sales tax, 

octroi, contract accounting & project costing. 


APPLY AT: 









Email: 


ni азала йылы ease. com 
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In which, we 
share our secret 
strategy to 
balance work and 
The World Cup. 


I LOVE CRICKET. 

My boss—weird, cruel, callous 
little man—hates it. 

І can visualise some of you nod 
ding your sage heads as you read 
this. You work for people who 
aren't excited by the glorious, divine 
game that is cricket. You don't re 
alise: with my boss, it isn't a ques- 
tion of interest. He hates the game. 
And he hates anyone who even 
evinces a passing interest in it. 

I have managed to deceive him 
into believing I know little about 
the game and don’t much care for it, 
but the coming month could chang 
that. This will be my first Cricket 
World Cup in this company. As luck 
would have it the matches are being 
played in South Africa, Kenya, and 
Zimbabwe. That means most of 
them are scheduled to start at 1.30 
p.m. or 6.00 p.m. Ist. Of the six 
matches India plays in the prelimi 
nary round, five start at 1.30. And 
just one is scheduled for a Sunday. 
Two matches are to be played on 






bt back of the book 


Saturdays, but we work six days a week, 12 hours a day. 

Some of my colleagues have resigned themselves to 
watching repeat telecasts. Or not watching anything at 
all. Not me. I have a fool-proof plan in place. This 
World Cup, I plan to have my cake and eat it too. I 
won't share it with my co-workers—it pays to be 
selfish about such things—but you, Constant Reader, 
have a right to know. Read on. 


Car TV, anyone. My neighbour at work 

plans to smuggle in a TV tuner card and 

install it in his pc. He underestimates 

our boss. I know for a fact that he has the 

© sys-ad scan all our machines once a week 

for pornographic images, games, or evidence of use of 

MS Word’s cv template. I am going to make a mid- 

sized investment of a few thousand rupees (fine, it is 

more than five) in a car TV, one of those things that 

works on power from the car battery and picks up any 

terrestrial signal. And over February and March I 

am going to, one, fix up sales calls in places as far away 

as Noida and Dwarka and two, hire a driver. | may 

miss out on SET Max's superior coverage—we all 

know DD’s ability to miss the ball—but there аге 

things I can look forward to on these long drives: no 
interruption, and no Charu Sharma. 


Find a friend. | have. I won't name 

him, or the company he works for. All 

I can say without incriminating either of 

us is that he works for one of our larger 

Q customers out of Mumbai. He'd like to 

goof off and watch a match too—preferably, the 
Australia-India one on February 15; we’re both bet- 
ting the Pakistan-India match on March 1 will be ir- 
relevant, one way or another. So, we’ve scheduled a 
meeting to discuss “serious customer satisfaction issues” 


ILLUSTRATIONS BY RAJAT BARAN 





и PEE =a Фу ++ 


in Mumbai on the day. ГЇЇ fly down from Delhi, we'll 
hit one of the pubs with a large screen television, 
and the boss will be none the wiser. Moderation, is the 
key to the success of the ‘find a friend’ approach—I 
won't be doing this more than once. 


Work on February 23. 
That's right, it is a Sunday, 
but you should invent 
some work for „е 
@ yourself on that f_ 
day. India plays Namibia on § 
the day and it'll either be a 
rout with our famed batting 
line-up taking the opposi- 
tion’s bowlers to the cleaners, 
or an upset. І am not very 
keen to witness either. The 
boss will be thrilled—not 
only will I be working on 
a Sunday, but ГЇЇ be 
doing it on 
one when India has 
a match scheduled. He'll never 
believe I am obsessed with cricket. 


The ambush approach. Some of 
my colleagues do it all wrong: they've 
downloaded real-time scoreboards from 
a profusion of sites onto their machines, 
Ө decorated their cubicles with assorted 
(and tacky) World Cup paraphernalia, and promi- 
nently displayed World Cup calendars. My cubicle is 
clean. There are no calendars on display. And I 
couldn't care less about the live scorecards. The boss 
is sure to notice. | 


Find a contingency. I have 
an aunt who has been ailing 


since November. Everyone 

knows about her. My co- 

@ workers. And my boss. 

Which is really strange because she 
doesn’t exist. I could have always in- 
vented her in February. But that would 
have been an amateurish thing to do. 
Instead, I created her in November, 
skillfully wove her into conversations all 
through December and January, and 
now, sometime in February or March, I 
am ready to reap the benefits (courtesy 
the Grim Reaper—pardon the pun, 
couldn't resist it). I won't use her in a 
hurry—not in the preliminary round if 



















I can help it. Rest assured, ailing aunt Asha will find the 
right time to bid goodbye to this cruel world. Sniff. 


Get married. Actually, І have no plans of 
getting married right now, but come to 
think of it, this isn’t a bad way to take some 
time—lots of time—off. Even my boss can’t 
@ refuse me three weeks off and 1 
can watch the World 
Cup at Phuket, Goa, 
or Kumarakom. My 
current girlfriend is 
keen on marriage, 
not so on cricket, so 
if I decide to put this ø - 1 
plan into motion I may Ё Ж (|, А 3 
have to go out there 4 Júst Mar ried 
and look for someone т са, 
else. Hey, that’s not a 
bad idea—imagine 
spending even some part of your life with someone 
who doesn’t appreciate cricket. 


Find a new job. I considered this option in 
November before discarding it. Reason: I 

hate change and the boss didn't steal any of 

my ideas in both November and December. 

@ If he had, I would have gone out and met 

some headhunters, circulated my resume, and landed 
a job. With some fine-tuning, I could have put in my 
papers early in January, served out my notice by the 
middle of February, taken the requisite month off, 
and started off afresh in the 

last week of March. 
This isn't something 
you can put into 
play now. 



















Why Pump Iron? 
TE NEXT TIME YOU'RE AT A GYM DO A 
quick survey. Try to get a close look 
at the people who are hooked on mainly 
cardiovascular exercises. Tip: these will 
be those that throng the steppers, the 
treadmill and the stationary bikes. Then 
cast an eye over to the weights section and check 
those people out. | don't mean the hunks who look like 
they don't do anything else but work out each day, 
but the regular folks who do weight training four or even 
three times a week, to tone up and strengthen their 
muscles. Those whose workouts comprise predominantly 
cardiovascular activity are likely to be more out of 
shape than their peers at the benches and the multigyms. 
Why? Because weight training builds and strengthens 
muscle. And muscles burn calories not only during 
physical activity but also during the period that the 
body is at rest. Increase your muscle mass and you'll be 
increasing your body's capacity to burn calories. 
What about dieting to restrict calorie intake? You can 
lose weight by eating less. But that alone is not likely 
to help you. Research shows that diets that restrict calo- 
ries can also cause, along with loss of fat, the loss of 
lean muscle mass. The idea is to follow a moderate diet 
and add strength training to your schedule. 
First-timers, begin your strength-training programme 
with one set of exercises and a weight that allows you 
to complete eight to 12 repetitions. Your workout should 
include exercises for your legs, arms, chest and upper 
back. For exercises targeting your stomach and lower back, 
increase the number of repetitions with lighter weights. 
Your weight is determined by the number of calo- 
ries you consume and the number you burn for energy. 
If you consume more than you burn, you gain weight. 
To lose weight, you can either eat less or be more act- 
ive or do both. Doing both is what I'd recommend. 
Here are some key points to keep in mind. Do not 
lower caloric intake to less than 1,200 per day. With 
less, your metabolism may become so slow that your 
body will have to work harder to store calories. Try to 
bum 300-500 calories a day through exercise. Decrease 
calorific intake no more than 500-750 calories below 
what you need to maintain your current weight. Adjust 
that number as you lose weight. By the way, don't lose 
more than two pounds a week. That's considered a 
healthy weight loss rate. (Next fortnight, Treadmi// 
will talk about how much you should consume.) 
MUSCLES MANI 
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Radisson Hotel: Praying for sixes and fours actually pays (back) 


Radisson Hotel, Delhi: With a huge collage of cricketers and 
flags of the participating nations splashed across its facade, and a giant 
World Cup replica on top, Radisson turns passing heads on the Delhi- 
Gurgaon highway. During the course of the tournament, the hotel plans to 
serve cuisine from the cricketing nations in dishes shaped like cricket 
equipment (we're not sure if there'd be a ‘Box’ shaped dish too). At the bar, 
you get 25 per cent off on your drink if India scores a boundary and if it’s 
a six or a wicket, the discount is 50 per cent. 





TGIF, Delhi: Watch the India ties on the giant screens put up at its two 
pubs in the capital. The decor will simulate a pavilion and guests can 
participate in games such as the wheel of fortune and win Castle Lager 


cricket merchandise. 
@ Taj Krishna, Hyderabad: If you want to make the World Cup a high- 

spirited affair, head for Hyderabad. The entrance to the Taj Krishna’s cof- 
fee shop simulates the entrance to a cricket ground. There’s a special tent 
erected inside the shop where guests can imbibe beer and white liquor between 
3 pm and 7 pm, throughout the duration of the tournament. The group's other 
hotel in Hyderabad, Taj Residency celebrates the cricket fever with a liquor buf- 
fet at its bar Attrium: for Rs 650 you can drink all you can. 


Geoffrey’s, Bangalore: Geoffrey’s big plans include 30-feet wide 

projection screens and waiters dressed in complete cricket gear 
(pads and helmets included). That's right, we're wondering how waiters in 
gloves will serve. The specialty menu will be cricket oriented with the likes 
of sixer kababs and boundary fried meat balls. 
tests during the match. Prizes include cases of Fosters beer or dinner 
coupons to dine free at Hotel Harsha and Park Plaza. 


Guests can participate in con- 
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kar's, 
bai: 


What better place to cheer the 
Indian team and its pivotal member 
than Tendulkar's. The four 
month old Sachin Tendulkar sig- 
nature restaurant in Colaba has 
transformed for the World Cup 
into a virtual South African 
cricket stadium. As they enter 
the restaurant, guests are 
presented a kit bag containing 
caps, whistles and sixer banners. 
Strong vocal chords and lung- 
power are pre-requisites. And 
table manners be damned. 

The restaurant is dedicated to 
the worship of India's batting 
machine: autographed 
blowups, T-shirts and a whole 
host of memorabilia on the 
walls. Then there are the cock- 
tails like Shane’s Been Warned 
(Gin, guava juice, perfait 
amour) and Gary's Gone Sober 
(Vodka and lime). A meal could 
however set you back Rs 
1,500. That'll make sure 
Tendulkar laughs his way to 
the bank, one way or the other. 
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Tendulkar's: Authentic Sachin 






































ON THE WEB 


www. cricinfo.com: The mother of all cricket sites, Cricinfo provides 
ball-by-ball commentary, and boasts the biggest online database. The live = 
scores сап get jammed every once in a while due to heavy traffic. There 
are audio-video reports as well, but you need the RealOne player and a 
broadband connection that works. The site could have jazzed up its de- 
sign for the premier cricket tournament, instead it chose to retain its year- 
old functional but tired look. 


Cricinta com E vt BE 


www.bbc.co.uk/cwc2003: The Beeb's cricket section has a bet- 
ter selection of stories on World Cup than most other sites and goes be- 
yond the usual news agency reports. It has exhaustive coverage on all the 
14 participating teams with a separate section for each. The design is el- 
egant and there are a couple of fun but graphic-heavy games. 


www.cricketnext.com: It’s the official internet partner for the 
World Cup. Like all other cricketing sites, it also provides live scores and 
has daily columns from the likes of Dilip Vengsarkar and Raj Singh 
Dungarpur. Also has plenty of World Cup related statistics and everything 
you wanted to know about South Africa 2003. 


www.cricket365.com: A useful site for those interested in online 
betting. But since any form of betting on cricket from the Indian soil is 
prohibited, you have to be content with following the odds with the William 
Hill ticker. If you plan to make it to South Africa for the latter stages of the 
tournament, there's a section on accommodation and travel. The fun section 
has a selection of lookalikes: according to the site Don Bradman looks like 
Kevin Spacey and Shoaib Akthar, like Al Pacino. We beg to differ. 


www.howstat.com: A delight for the statistically minded, Howstat 
provides a list of recent milestones as well as ones in the offing. It has its 
own Test and opi ratings and complete scorecards and player statistics for 
Tests and opis ever played. You can download an interesting screensaver 
which provides factoids and numbers that get updated everyday. Also, test 
your cricketing knowledge with a tough-to-crack online quiz. 

















le! go Wilco sore sein Hs feno Быел рев 
Cup fever, mobile phone service providers, unlike in 1999, are 
conspicuous by their silence. All that is, except Hutch. That's because the 

| company is one of the official sponsors of the World Cup and has also won 
` the exclusive rights for mobile telephony content for the World Cup. 
э Starting February 8, Hutch GPRS subscribers will be able to 
receive 10-second video clips of the best moments of every 
К стима, у Мба очра ар т 


abled cers phones will be able to receive progressive 
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ree with 5 year term: 
Car speaker phone kit 


* Hands-free, hassle-free functions 
* Sound adapter 
* Plug-in to car power 


Warning: For your safety, we urge you 
not to receive calls while driving 


Holder Features 
* Attaches To Any Air Vent 
* Bracket Rotates 180 


Speaker Features 

* Rotates 180 

* Built In Socket For Battery Chargin 
* Volume Control 


with 5 year term: 
Car vacuum cleaner 


* High power motor for efficient cleaning 
* Comes with storage/¢ rar ging bracket 
* Lightweight and easy to usi 


e Available in matt finish red ¢ 





' with 3 year term: 
Car back seat tray 


* Tissue paper holder 

* Paper cup holder * Snack tray 

* Safety guard * Can be installed at the headrest 
of the front seat * Compact size 


* Available in matt finish grey colour 





To succeed in business, choose Business Today. 
» TO Because it is: 
* The No.l selling business magazine since 1996, 
* The No.l read business magazine, 
* The No.l in publishing industry-first special issues, 
e The Мо. І in raising the bar in business journalism, 
* * The No.l in creating interactive platforms for its readers, 
„+ ТОУ» * Bringing you the No. | subscription offer in the market today. 
So choose Business Today, stay ahead successfully. 























SUBSCRIPTION RATES j 
| Subscription Term No. of Issues | For new subscribers For renewing subscribers Free gift 
| | year 26 | Rs.215.00 Rs.215.00 None 
| Car back 
3 years 78 Rs.780.00 Rs.660.00 sunt (Py 
| Car speaker 
| рһопе Кїє 
5 years 130 | Rs.1300.00 Rs.1 100.00 OR 4 Best _ 
Car vacuum Bargain 
| o УВЕ Ц] PEN: | cleaner 
iription Terms & Conditions: * Special rates, and offer valid in India only *Allow 4-6 weeks for processing of your subscription * Your free gift will reach you within 3 weeks of commencement of your subscription * Do not р 


cash + Add Rs. 10 for non-Delhi cheques • It will not be possible to entertain any request for cancellation once the free gift has been despatched + Superscribe your пате and address оп the reverse of the cheque/DD 
sssories shown are not part of the offer. All disputes are subject to the exclusive jurisdiction of competent courts and forums in Delhi/New Delhi only * For further details,please call (01 1) 23352233 


(Please fill in the coupon and mail to Living Media India Ltd. 
The enclosed pre-paid business reply envelope on page 105 can be used for both Business Today and Golf Digest India offers.) 
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UDAY KOTAK: He's got the banking licence, but now he must think like a banker 


The Pleasure Of Pin-Stripes 


OMETIMES, GOOD THINGS IN LIFE TAKE TIME. UDAY 

Kotak, 44, knows that only too well. Sixteen 
years ago, when he set up his financial services com- 
pany, he knew that one day he would be a banker. 
The wait has proved a long one, but Kotak isn’t com- 
plaining—now that he has received the final approval 
from the RBI. “The RBI approval is a significant step 





towards the realisation of our vision," says Kotak, 
whose Kotak Mahindra becomes the first finance 
company ever to get a banking licence. The Kotak 
Mahindra Bank will commence operations shortly, 
with a net worth of Rs 500 crore and a paid up cap- 
ital of Rs 60 crore. But running a bank is a comple- 
tely different ballgame, as Kotak will soon discover. 





D.S. BRAR: In search of a new horizon 


OT YET, BUT DON’T BE SURPRISED 
Ni he does. For now, though, 
Ranbaxy СЕО D.S. Brar will divide 
time between his home in New 
Delhi and a new one in the US (it 
could be in New Jersey). The move 
follows Ranbaxy’s growing focus 
on the American market, which 
currently accounts for more than a 
third of its revenues. A five-member 
team there will help Brar with M&As 
and global licensing. MNCEO? 





YASHOVARDHAN SABOO: He's got muscle 


Clock Wise 


INE, THE SWISS MAKE THE BEST WATCHES. BUT DID YOU KNOW THAT ONE 

of the world’s four independent watch-hand makers is based in 
Parwanoo? The distinction for that goes to Yashovardhan Saboo, 
44, the ceo of the Rs 40-crore Kamla Dials and Devices. As recently 
as 1994, Saboo was а hosiery-needle seller, and forayed into watch 
hands in 1996 because it was “not a viable business for big 
companies”. Now he plans to set up a chain of watch stores 
across the country under the Ethos brand. Watch this man. 





AMAL GANGULI: Bidding adieu after a long innings 


Goodbye To Bean-Counting 


HEN AMAL GANGULI JOINED PRICEWATERHOUSE'S DELHI OFFICE 

three decades ago, one had to wait 10 years for a telephone 
connection, eight to buy a Premier Padmini, and the most ad- 
vanced computing device one could buy in India was the comp- 
tometer (huh?). As the 62-year-old Ganguli prepares to step down 
as PWC (the Coopers bit came much later) India's Chairman on 
March 31, he's seen the world change like few have. Post 
retirement, Ganguli wants to help change the "erosion in per- 
ception" that the accounting business has suffered from 
recently, although he doesn't have a plan yet. Besides, he 
wants to get a degree in English literature, learn Sanskrit, and pot- 
ter around in a newly acquired farmhouse near Manesar, Delhi. 
After years of beancounting, finally bliss. 
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INDRA NOOYI: Full of fizz 


Closing In 


О IS SHE FINALLY GOING TO BECOME 
PepsiCo’s CEO? Don’t bet on it 
yet, but things are headed in the 
right direction for the Coimbatore- 
bred Indra Nooyi. In a recent 
move, the cola and foods giant has 
put more on the 47-year-old’s 
plate. In addition to being 
PepsiCo's President and cro, Nooyi 
will be responsible for directing 
major cross-divisional moves in 
portfolio innovation, productivity 
and systems. She's already proved 
her mettle by helping engineer 
multi-billion-dollar deals, leading 
many Pepsi observers to believe 
that she is the next “general-in- 
waiting" (Forbes even said so in a 
cover story recently). But for Nooyi 
herself, more responsibility equals 
business as usual. El 
CONTRIBUTED BY SUVEEN K. 
SINHA, ABIR PAL, MOINAK 
MITRA, SEEMA SHUKLA, AND 
DEBOJYOTI CHATTERJEE 
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EADERSHIP IS NOT SIMPLY THE ABILITY TO 

manage people or about visionary skill. 

It goes further than all that. At the 
core of the concept of leadership is a sharp 
understanding of all the internal and exter- 
nal factors that affect business. 

A business leader must develop a holistic 
view of the macro-environment in which he 
is operating. Not only does he need to be 
aware of the dynamics of other businesses 
within his own industry, 
acquaint himself with other industries, mar- 
kets and external realities. In today’s com- 


he also needs to 


petitive scenario, only leaders with such an 
understanding will be able to provide the 
right impetus to their businesses. 

However, this does not imply that in the 
process of understanding the bigger picture, a 
leader can afford to ignore the finer aspects of 
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his business. Attention to detail and the quest 
for perfection contribute equally towards the 
making of a great business leader. A successful 
leader is one who is able to maintain a fine bal- 
ance between the two. 

In all my experience of globe-trotting and 
networking with some of the finest business 
minds, I have observed one common trait 
among all successful people. While believing in 
a moderately hands-on approach, all of them 
believed in devolution of responsibility to ins- 
pire leadership in future generations. 

Another key attribute is clarity of thought. 
Effective leaders use this clarity to establish well- 
defined targets, to set clear performance expec- 
tations, and to devise a systematic execution 
strategy. They create and environment where 
each employee feels accountable towards his 
targets and motivated to attain them. @ 
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And, we lead the way in 
Business Intelligence... 


As per the Frost & Sullivan Business 
Intelligence Report-India, 2001 -2008, | 
released in October 2002, SAS is the 
leader in the Business Intelligence 
Market. SAS has been recognized for its 
technical strengths and intrinsic capabilities. 


SAS Solutions are used at more than- 
39,000 sites worldwide, including 90 
percent of the Fortune 500. With more 
than 3.5 million users and offices | - 
spread across 118 countries, SAS has | p 
been in the Business Intelligence market 

| for over 25 years. To learn more about 

| Business Intelligence and what it can 
do for your organization, contact 
George Varghese at 022-5634-9400, 
email: george.varghese@sas.com or visit 
www.sas.com/india 
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The next monochrome workgroup printer you invest 


in will have to run and run and run, if it's to 
contribute to greater productivity and profit. It will 
also have to be very versatile - like the new HP 
LaserJet 4200 or 4300 printers. Both models are 
engineered for a marathon performance, offering 
minimum user intervention and maximum printer 
uptime. They're intelligent, fast and powerful as 
well as being easy to manage 


Both models offer: 

* winning printing speeds. 

* easy network installation and management. 

* versatile paper handling options: stacker, 
stapler/stacker, high capacity input tray, envelope 
feeder and duplex. 

* high-capacity hp smart print cartridges. 

* ability to run java based programes with 
embedded virtual machine. 


For marathon productivity visit www.hp.com/in 
Tel : 9628 123 123 in Delhi & NCR, Mumbai & Bangalore. 
1600 444 999 (Toll Free) from other cities or email: in.contact@hp.com 





HP LaserJet 4200 series 

* 35 ppm 

* 48 MB RAM/ 416 MB RAM 

* 1200 x 1200 dpi 

* 300 MHz 

* 150,000 pgs/mth 

* Models available 4200, 4200N, 
4200TN & 4200DTN 


Rs. 79,406/- onwards* 


HP LaserJet 4300 series 

* 45 ppm 

* 64 MB RAM/ 416 MB RAM 

* 1200 x 1200 dpi 

* 350 MHz 

* 200,000 pgs/ mth 

* Models available 4300, 4300N, 
4300TN & 4300DTN 


Rs. 91,980/- onwards* 
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From The Editor 


shoes. What would you have done? You couldn’t, for 
instance, implement the Kelkar committee’s tax reco- 

mmendations in their entirety. There’s been too much 
opposition to that from a swathe of politicians, many of 
whom owe allegiance to your very own party or ones that 
make up its coalition. Neither could you, in a year pep- 
pered with state elections, take bold initiatives to slash the 
huge subsidies and handouts that suck up the scarce res- 
ources of the government. Too much political risk in that 
as well. So no point thinking about radical changes in the 
tax structure—as the Kelkar team recommended—or 
about wielding the axe in politically sensitive areas, like 
food subsidies. Yes, of course, you could have tried to send 
out some signals about the government's commitment to 
the second generation of reforms. And, also tried to 
contain the ballooning fiscal deficit—instead of budgeting 
for a ratio that actually is higher than last year's estimate. 

Jaswant Singh may not have done those last two 
things but going by early reactions his Budget's certainly 
spread the cheer—among the salaried middle-class, which 
has got some new tax breaks (and, 
more important, haven't lost the ones 
they already enjoyed); in industry, par- 
ticularly sectors like health, biotech, 
tourism and infotech (even those 
sectors of industry that didn't get inc- 
entives were happy that they didn't 
lose any) and, of course, the stockmar- 
ket, which should be pleased to see 
the return of retail investors as a result 
of the scrapping of the tax on dividend income. Moreover, Mr 
Singh brought us cheerful tidings about how two major 
airports would be spruced up and two ports. And of how 
Rs 40,000 crore would be pumped in for better roads. 

Our cover stories on the Budget, however, go bey- 
ond just Mister Feelgood and the cheer he has spread. 
We look at what Mr. Singh is banking on—increased 
output and economic activity, he says—and examine 
whether that will happen. Our cover package also in- 
cludes an array of short takes on the Budget—from 
straightforward impact stories and tax primers to a pot 
pourri of interesting oddities. Check them out. 

Although the Budget hogs much of the show this time 
of the year, I believe it is possible to get too much of it. So 
to give our readers a break, this issue is packed with a num- 
ber of other features. A re-look at the drug discovery-led 
strategy at Dr Reddy's Labs, a report on the aggressive Air 
Sahara and how it is challenging its rivals in the sky and a 
feature that captures a new trend of how software's global 
biggies are riding the vernacular wagon in India. 
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An Unfinished Agenda 


18 The Linux Resurgence 
With a helping hand from Intel, 
HP, Oracle, IBM, and Silicon 
Graphics, Linux arrives as a real 
alternative to you know what. 


Water, Water Everywhere 
Everything you wanted to know about India’s 
ambitious river-linking project. 


Crash Landing 
Efforts to privatise Air India and Indian Airlines 
seem to have died a protracted death. 


Friend of Reliance 
Chennai-based chartered accountant S. Gurumurthy 
continues his war against the corporate giant. 


Out-flanked 
Despite an array of impressive commentators, 
ESPN-Star's strategy to flank SET Max fails. 


Dilbert 
Murthy-speak 


Ace infotech marketer Phaneesh Murthy has a 
warning for BPO companies. 


Three-Dimensional Comeback 

3D's pioneer in India is scripting a comeback act. 
Beyond The Hype 

Hyderabad actually emerges an attractive desti- 
nation for IT and IT-enabled services companies. 
Consummate Consumer Researcher 

Meet WPP’s Shiela Byfield. 

Suits in Parks 

India’s tech parks discover a career in incubation. 
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for international telephony 
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How will an Indian Sarbanes-Oxley act look? 
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The high-profile fund makes a investment... finally. 


No Smoking 
Is there finally going to be a ban on tobacco 
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BUDGET 2003 


42 Mister Feelgood 


In a year littered with elections, Finance 
Minister Jaswant Singh delivers a budget that 
makes everyone happy: consumers have more 
money to spend on products that now cost 
less, industry has no reason to complain and 
possibly many to cheer, and foreign investors 
must be pleased. Will all this translate into 
growth? Read On. 


Budget '03: The Finer Points 


The nuances of the budget; stock- and sector- 
watch; a tax primer; industry- and consumer- 
sentiment monitors; key-numbers; competition- 
speak; product-prices; and offbeat stuff to do 
with the year’s most important financial 
announcement. 
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DRL's Anji Reddy 


; 80 Babel Babble 
Everyone who is anyone in computing 
is speaking the same language these 
days— and it’s not English. Local 
language initiatives by Microsoft, 
HP, Red Hat, and a clutch of other 
companies could help break the 
digital barrier and take computing 
to the masses. 2003 is it. 





Vowel Sourcing 

Actually, that’s e-sourcing. After the 
boom and bust of the much-hyped 
internet economy, companies are 
discovering that they can gain huge 
supply chain efficiencies by e-enabling 
their relationships with suppliers. An 
exclusive Freemarkets-BT survey. 
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Freemarkets’ D. McCormick 


94 Growth Pangs 
Dr. Reddy’s strategy of becoming a 
discovery-led-pharmaceutical major by 
focussing on research and by tapping 
the lucrative US generics market by 
challenging existing patents 
appears risky. But it could just work. 
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DuPont's Charles О. Holliday Jr. heads 
а 201-year old company that claims 

it is in the business of science. In a 
free-wheeling interview with BT, 
Holliday, who was in India recently, 
speaks on the company's plans for 
India and the innovation imperative. 
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104 Turbulent Skies 
With a rash of aggressive marketing 
strategies Air Sahara, hitherto the 
laggard among Indian Airlines, has 
carried the fight for domestic 
passenger traffic to the camps of its 
rivals, Jet Airways and Indian Airlines. 
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Nasdaq Survivors 


After the Great Dot-bust of 2000-01, online action g " 
watchers wondered just how long Indian e-players m 
could continue their e-life on America's leading 

technology stock exchange, Nasdaq (after all, a pro- 


longed price depression gets you de-listed). Sify 
and Rediff have escaped that fate. Here's how. 





When Liquor Isn't Quicker 
B8 


Indian import barriers on liquor have remained out- 
rageously high all through the ‘liberalisation’ pe- 
riod. Indian liquor marketers, quite evidently, have 
wanted it that way—customs duty of 182 per cent. 
India's commitment to the WTO, however, is to 
bring it down to 150 per cent. A report. 


Celluloid Seduction 


What have dream merchants got to do with gov- 
ernment policy? Nothing—on the face of it. But 
many film-makers still had their eyes glued to the 
Budget, pondering export incentives, hardware imp- 
ort duties and entertainment tax. Does any of this 
have much bearing on Bollywood's future? 
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Too Soon To Say 
Your cover story What’s On Her 
Mind? (BT, March 2, 2003) made 
for an interesting read. Consumer 
confidence, in my opinion, is in as 
precarious a position as it was in 
August 2002. The marginal growth 
in the index can be described more 
as a short-term fluctuation rather 
than a long-term trend. Consumer 
confidence usually follows economic 
performance and India's economic 
performance over the last six 
months hasn't shown a dramatic 
recovery either. The upcoming 
Union Budget and the denouement 
of the US-Iraq standoff will deter- 
mine how the consumer confidence 
index fares in the next quarter. 

j. IRANI, through e-mail 


Not Just A Magical Figure 
This refers to your editorial Leaving 
It To Chance (BT, March 2, 2003). 
I agree that a 7 per cent growth 
target for the next fiscal appears 
unrealistic given this year’s eco- 
nomic performance. However, it is 
important to set an aspirational goal 
for ourselves. The government 
needs to be proactive in identifying 
areas with high growth potential. 
For instance, retail services is grow- 
ing at almost 50 per cent. The gov- 
ernment should promote this sector 
by slashing the excise duty from 
the current rate of 16 per cent. Mor- 
eover, if states like Maharashtra and 
Gujarat can grow consistently at 8 
per cent, why not India as a whole? 
MOHNISH $. GREWAL, through e-mail 


Is BPO Good For Us? 


Mahesh Murthy has highlighted а. 


pertinent issue in his column Build 
IP, Not BP (BT, March 2, 2003). 
Becoming the world's back office is 
more likely to assist the economic 
development of other countries in 
the long run than help our country. 
We should focus on utilising our 
talents for the benefit of our coun- 
try. Investments in R&D might not 
generate quick profits but 
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technological superiority will cer- 
tainly result in long-term benefits. 
ANKUR GOYAL, Through e-mail 


Unfair Treatment 
Can The Ruias Save Essar? (BT, 
February 16, 2003) was an eye ope- 
ner. It is unfortunate that the group, 
which has created infrastructure 
worth Rs 17,000, now finds itself in 
a situation where it is fighting a 
battle to win the confidence of inv- 
estors and lending institutions. But 
one would have expected BT to del- 
ve more into the details of the gro- 
up's operations rather than confine 
its analysis to the financial aspects. 
RAM КЕРА, through e-mail 


Save The Ruias 

Гат an avid follower of the activi- 
ties of the Ruias and am fascinated 
by their ‘never say die’ spirit. It is a 
well-known fact that most of their 
businesses are cyclical and capital 
intensive in nature. Knowing this, it 
is unfair to judge their contribution 
to the nation on the basis of a few 
setbacks (Can The Ruias Save Essar?, 





BT, February 16, 2003). Describing 
them as thieves in pinstripes seems 
to me a bit harsh. Such entrepre- 
neurial skills should be encouraged 
and not criticised prematurely. The 
Ruias should be given more time 
and support to prove their mettle. 

HITESH ARORA, through e-mail 


Not All Rosy 


Reliance’s 25th anniversary report 
card, presented in the trends section 
of your magazine (RIL 1978-, BT, 
February 16, 2003), seems to proj- 
ect Reliance as a company worth 
emulating by highlighting its finan- 
cial performance. However, any- 
one who has followed the group 
over the years knows that these int- 
imidating growth figures are a result 
of sheer manipulation of the gov- 
ernment machinery and ruthless eli- 
mination of competitors from the 
market. And how about including 
the CAGR (cumulative annual growth 
rate) percentage of the chairman’s 
salary. Mukesh Ambani’s salary 
grew by 32.68 per cent last year 


` even though the company's market 


capitalisation decreased by 9.36 per 
cent over the same period (Croesus 
Inc., BT, February 16, 2003). 


V.RAMSHESH, Through e-mail 


A Laggard's Excuse 
This refers to your interview with 
Keith Whitson, Group CEO, HSBC 
Holdings (BT, February 16, 2003). 
Mr Whitson seems to be distancing 
himself from the micro-realities of 
the Indian scenario. Aggression is 
possible only when it is supported 
by innovative, customer-focused 
products. This could be the reason 
why other foreign banks have been 
able to move ahead of HSBC in India. 
GAURAV MALERI, through e-mail. 
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Are you using financial intelligence 
to drive strategy? 


Do you know how you can gain 
control of market and credit risk? 


Are you measuring, managing and 


reporting enterprise risk with certainty? 


And are you creating confidence 


among shareholders and regulators? 


SAS’ is all you need to know. 


Only SAS provides you one version of financial truth spannin 


areas of your enterprise and enables you to meet comy 


reporting standards and disclosure requirements. You can drivs 


change rather than just reacting to it by allocating capit: 


relation to risk-adjusted profitability measures. Be prepared for th 


future with immediate access to accurate and current informatior 


SAS Solutions are used at more than 39,000 sites worldwide 


including 90 percent of the Fortune 500. With more thar 


million users and offices spread across 118 countries, SAS h 


been in the Business Intelligence market for over 25 years 


learn more about Business Intelligence and what it can do 


your organization, contact George Varghese at 022-5634-9400 


email: реогре.уагоһеѕе(@)ѕаѕ.сот or visit www.sas.com/india 





The Power to Know, | усас. 


AS and all other SAS Institute Inc. product or service names are registered trademarks or trademarks of SAS Institute Inc. in the USA and other countries, 


indicates USA registration. © 2002 SAS Institute Inc. All rights reserved. 
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List Of Companies (2000-2001 income) 


A 

Air Sahara (Rs 300 crore) 104 
(wiew.airsabara.net) 

B 

BSNL (Rs 11,699 crore) 18 
(ww. bsnl.co.in) 


р o | z 

Dr, Reddy's Labs (Rs 1,000 crore) 94 
(wwiw.drreddys.com) 
DuPont ($24 billion) 
(wuw.dupont.com) 


і 4 
Indian Airlines (Rs 3,388 crore) 106 


(wwu.indian-airlines.com) 
ITC (Rs 9,967 crore} ` 18 
ек к did 


. 100 


List of Advertisers - 

A 

Allianz Insurance (Contract Advtg.)9, 24, 32 
Allied Domecq (Bates India) 25 
Amity (Direct) 86, 87, 150 
Amway India (Interact Vision) 28, 29 
B 


Bata India (HTA) 73 
BBC Worldwide (TBWA Anthem). 33 
BPCL (Lintas) 91 
BPCL (Saatchi & Saatchi) 17 


Business Today (N.A.)98, 99, 128, 136 
€ 

CNBC News Channel (Direct) 115 
CNN (Genesis Advtg.) 35, 37, 39 
ColorPlus (Fortune Comm.) 148; 149 
D | 
DHL (Rediffusion ҮСЕ) 63 


Е 
Ford india (HTA) 68, 69 
G 
GESCO (Square Comm.) 67 
H 


Hewlett-Packard (Publicis) In Fr. Cov. 
Hiranandani Business Park 


(Jaya Advtg.) 61 
i 

IBM (O&M) i 13 
IBP (Headstart Advtg.) 65 
ICFAI (Sobha) 119, 121, 125, 127 
ICICI Lombard (Lintas) 3 
ICICI Prudential (Lintas) | 08$ 
ИРМ (АКОТ) 75 
India Today Diary (N.A.) 34 
Indian Rayon (Megaminds Comm.) 53 
ITC (Lintas India) Back Cov. 
4 

J.K. Paper (ENZ Comm.) 49,50 


12 BUSINESS TODAY MARCH I6. 2003 


J 

Jet Airways (Rs 2,180 crore) 106 
(wtww.jetairways.com) 

R 

Ranbaxy (Rs 2,388 crore) 97 
(www.ranbaxy.com) 

RIL (Rs 28,970 crore) 18 
(unwril.com) ` 


S ; 
SEW Eurodrive India (Rs 15 crore) 116 
(www,sew-eurodrive.com) 


T 
Tata Engineering (Rs 7,505.51. crore)92. 
(www.telcoindia.com) 


L 

LG Electronics (Capital Advig.) — 4,5 
LIC (Da Cunba Comm.) 109 
M 

Maruti Udyog (Lintas) 
N А 
Nortel Networks (Direct) 23 
0 

Oracle (Grey Worldwide) In Back Cov. 
P E 
PeopleSoft (Direct) 21 


30,31 


R 

Ricoh India (HTA) 14,15 
S 

Samsung (Mudra Comm.) 1 
SAS India (Euro RSCG) 11 
Seagram Manufacturing (O&M) 47 
Skoda Auto (IB©W Advtg.) 57 
Samsonite (МХ Advtg.) 41 
Sony Ericsson (Lintas) 78,79 
Sony India (361 Comm.) 76 
у 

UTI Mutual Fund (FCB-Ulka) 83 
у 

Veritas Software (Ind Айла.) 89 
Visaka Ind. (Time & Space Mktg.) 93 
VSNL (RK Swamy BBDO) 26, 27 
X 

Xerox Modicorp (HTA) 85 


FORM IV (See Rule 8) 


. Place of 
publication 


. Periodicity of its 
publication: . 


. Printer’s name. 


Whether citizen 
of India? 


И foreigner, state 
the country of origin. 


Address 


я Publisher’s Name ELS 


Whether citizen 
of India? 


If foreigner, state 
the country of origin 


Address 


. Editór's name 


Whether citizen 
of India? 


If foreigner, state ther 


New Delhi 


: Fortnightly 
`. Ashish Kumar Bagga 


: Yes 


NIA. 


: Living Media India Ltd, . | 
K-9, Connaught Place, о 

; New Delhi 110001: i 

+ Ashish Kumar Bagga 


i Yes 


ЕМА: 
КК-9, ‘Connaught Circus, 


New Delhi 110001 


: Sanjoy Narayan. 





country of origin- DNA 


Address 


у. Name & addresses of. 


individuals who own 
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partners ands. > 
shareholders holding 


more than one per cent 


of the total capital: 


: KS, Connaught Place, | qu 
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+ Owner, 
° Living Media India Ltd, 


K-9, Connaught Place, 
New Delhi-110001 


Shareholders holding more than one per cent of the 
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. Mr Aroon Purie, A-6, Palam Marg, - p 
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Nepean, Ontario, K2G ОРС, Canada. 


. Mrs Madhu Trehan, ёл 9, Malcha Marg, 


New Delhi. 


. The All India iret Co : 





ration’ (Р) нй, 


K-Block, Connaught Circu т раш. ў 


. World Media India’ Ltd, K- 





Connaught Circus, New Delhi 


1, Ashish Kumar Bagga, hereby dodé that the > 
particulars given above are true to the best of my 


knowledge and beliet. 


Dated: V 
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Sd/- 
Аан Kumar Bagga 
figs of Publisher 





The IBM ThinkPad. 
For those who have arrived, but still have to travel. 


(€) business. How ‘e’ do you want to be? 





The ІВМ ThinkPad is the business perk that goes where you do. 


On the road. In the air. Or just about anywhere. 


To make sure it's your preferred travel companion, we've made the IBM ThinkPad 
extra light. And extra tough. Its matt black titanium casing protects your data 
from nasty knocks 


The IBM ThinkPad notebook is fully equipped with future-ready technology. 
Like wireless connectivity’, which makes sure you are online - wherever 
you happen to be. 


The unique Embedded Security Subsystem’ ensures maximum data security. 
And to protect your investment, most IBM ThinkPad models come with a 3-year 
insurance’ and a 3-year global warranty. 


The IBM ThinkPad is India's No.1** selling notebook that also has over 
950 awards against its name. To get your hands on one that fits your lifestyle, 
ake a look at the range available. Then make sure you don't leave office without it 


Already the proud owner of an IBM ThinkPad? 
There are fabulous prizes awe you. Register at 
www.ibm.com/in/Ipregister lor more details 
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The IBM ThinkPad, powered by the 
Mobile Intel" Pentium® 4 Processor-M or 
Mobile intel" Pentium? M Processor-M 


are designed to suit varying needs 


R Series: Best blend of portability and essential 
Mn 

е: From Rs. 87900. 

T Series: The perfect balance of performance 
and portability Perfect for those wh аг 
Estimated Street Price: From Rs. 154900/- * 
X Series: Extra light extras small, 
ultra-portable notebe 
Estimated Stree! 


A Series: A portable desktop 
both worlds. Ideal for people who need to * Mumbai - 26533577 


carry work home * New Delhi - 23702022 


Estimated Street Price: From Rs. 114.9 , Weekdays 9. 





rived Choose an ІВМ ThinkPad today 

www. ibm.com/in/{pdecis 
e-mail response@in.ibm.com 
* Bangalore - 6787216 

• Chennai - 24988508 

* Kolkata - 22822126 
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to serving you with the world’s 
finest digital copiers and multifunction printers, 


RICOH INDIA LIMITED e-mail: ridhomkt&vsnl.com 
| Ahmedabad: 6575663/64 Bangalore: 2256181, 2254386 Chandigarh: 743054, 742723 Chennal: 8232457/58 
| Delhi: 26104685, 26179108 Hyderabad: 3305968/70 Jaipur: 2709756, 2707028 Kolkata: 4852056-58 
Lucknow: 239176/89 Mumbai: 26465570-74, 22881953-55 Pune: 6133740, 6136492 


www.ricohindia.com 





The world is going digital. And to move ahead, you need someone you can trust. 
3icoh pioneered the digital revolution in the office. |. 
Мете the leading supplier of digital copiers to many of the world’s most competitive markets. سے‎ _ 


3ut what keeps our customers coming back, time and again, 
s our uncompromising dedication to individual needs. Let's talk. 1 
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OUNTRIES SUCH AS INDIA (AND CHINA, FOR THAT 
matter) can go about the business of economic 
policymaking in two ways: one, they can toe 
the International Monetary Fund line and make fiscal 
reform the core of their policies. That should, as clas- 
sical economic theory goes, make an economy more ef- 
ficient and companies and individuals, we are told, like 
to invest in such economies. A finance minister who 
does this can expect to receive good press, a good word 
or two from statesmen in the western world, an 
award or more, even a berth in the IMF when they ret- 
ire. Two, they can ignore IMF’s dire warnings of eco- 
nomic doom and focus on growth, typically by inv- 
esting their government's all in infrastructure projects 
and by boosting demand. China is a notable example 
of a country that has 
followed the second 
path—in 2001, when 
it was clear that gov- 
ernment-spend alone 
wouldn’t do the trick, 
the country declared 
an extended Chinese 
New Year holiday. 
Businesses ground to a 
halt for two weeks, and 
consumers went out, 
visited relatives, ate, 
drank, made merry, 
and bought a few prod- 
ucts, giving the economy a hand up along the way. 
Finance Minister Jaswant Singh’s inaugural budget 
displays neither of those strands. Instead, the man 
has presented a carefully woven tapestry calculated to 
satisfy all. A populist weave is balanced by a reformist 
weft, but only just. There’s evidence of Singh having 
held himself back: Rs 60,000 crore is a lot of money 
to spend on infrastructure but it could have been 
more, and would have probably resulted in faster 
economic growth had it been so; and while the re- 
structuring of state debt is a honest effort at fiscal 
consolidation, it isn’t really enough to contain the 
country’s looming fiscal deficit, projected to touch 5.6 
per cent of GDP in 2003-04. 
When he stands up to present his next budget 
next year, then, Singh could find no major differ- 
ence in India’s macro-economic metrics. He could, and 
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An Unfinished Agenda 


we're hoping he does, but that is contingent on ex- 
ternal factors—on a medium-term global recovery; on 
India Inc.’s ability to leverage the budget’s positives 
(and more importantly, lack of negatives) into a 
winning competitive position; and on the Indian 
consumers’ confidence remaining high for at least the 
better part of the coming fiscal. Only the last of 
these variables falls within Singh’s span of control. 
He’s done enough to boost consumer sentiment, 
but a year is a long time and the Indian consumer, like 
most others in the genus, is fickle. 

If Singh does find the economic context unchanged 
next year, he will have no one but himself to blame. A 
whole-hearted subscription to either the IMF-school or 
the China-school of policymaking would have helped. 
As would have the 
complete acceptance 
of Dr Vijay Kelkar's 
recommendations on 
taxes—particularly his 
views on exemptions 
and agricultural in- 
come. Indeed, if there's 
one thing completely 
missing from Budget 
'03 it is the recogni- 
tion of the need for 
second-generation re- 
forms—Singh's script 
lacks even the custom- 
ary lip service to this. For India to become an economic 
powerhouse and grow at the 8 per cent a year Prime 
Minister Vajpayee would like it to—something Singh 
says is not impossible—the finance minister will have 
to address issues related to power-sector and labour ref- 
orms, prune and, eventually, phase out subsidies, in- 
troduce user charges, and create an efficient tax ma- 
chinery. Many of these are under the control of vari- 
ous administrative ministeries but since everyone (and 
that includes the people who frame it) views the 
budget as a statement of the government's economic 
intent, Singh would have done well to address these iss- 
ues there. That's the one true path to economic growth. 
And it's one that the current finance minister, like the 
24 men who served in that position before him, has 
been loath to take. Budget '03 is well begun, but as the 


cliché goes, it remains half done. Bl 
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In a recent research, 81% Speed users 


claimed a huge increase in mileage. О 


"-—9 9 The rest were more impressed by Petroleum 





easy starting, faster pickup, zero engine 


knocking. Go on, fill up and keep driving. 





Source: Indica Research 


For research details, visit www.bharatpetroleum.com 


SPEED IS NOW AVAILABLE AT SELECT "PURE FOR SURE" OUTLETS IN MUMBAI, DELHI, CHENNAI, KOLKATA, PUNE, HYDERABAD, BANGALORE, CHANDIGARH, JALANDHAR 
LUDHIANA, CUTTACK, BHUBANESWAR, JAIPUR, NEW MUMBAI, THANE, PANVEL, JAMSHEDPUR, COCHIN, TRICHUR, KOTTAYAM, KOZHIKODE & SURAT 
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Linux Takes Wing 


India wakes up to the possibilities of the open source thingamajig. This time, with 
initiatives by the likes of H-P, Intel, Silicon Graphics, Oracle and IBM, it is real. 
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ILL BAITERS WE'RE NOT. 
B Actually, for the record, we 
don't bait anyone although 
we did observe, at the time of Bill 
Gates' visit to India in November 
last, that the four-day road show 
was inspired in part, a very large 
one, by his desire to convince more 
people to buy into the Microsoft 
way. The timing of the world's 
richest man's visit couldn't have 
been more appropriate: circa 2003, 
everything seems to be coming to- 
gether for Linux. In February, Intel 
and Silicon Graphics held a meet- 
ing in Delhi to demonstrate what 
they termed *the previously in- 
conceivable" capabilities of Linux. 
In reality, the occasion was just a 
product launch—of a family of 
servers called Altix 3000, a com- 
bination of Silicon Graphic's su- 
percomputing architecture, Intel's 
64-bit Itanium 2. processors, and 
Linux, an achievement of sorts 
since the best-known member of 
the open source genus was an un- 
proven quantity in its ability to 
operate in 64-bit computing en- 
vironments. Linux, evidently, is 
catching on fast in the areas of 
technical- and high-performance 
computing. *High-power com- 
puting has very special needs," 
says Narendra Bhandari, Regional 
Manager (Asia Pacific), Strategic 
Relations, Intel. *Linux is espe- 
cially suited for that." 
Intel isn't the only convert. 
From IBM, an early champion, to 
H-P to Oracle, most technology 


companies are hedging their bets 
with Linux initiatives. “The value 
proposition Linux offers our cus- 
tomers is extremely compelling,” 
explains Murli Subramanian, Vice 
President (E-business Development), 
India Operations, Oracle. “It drives 
down their total cost of owner- 
ship—more than 25 per cent of the 
work we do in our development 
centre is Linux-oriented.” Market 
intelligence firm IDC predicts that 
Linux will become the most-used 
operating system in the world by 
2004. Analysts suggest it could have 
as much as a 30 per cent share of 
the server market in India, but those 
numbers aren’t backed by any cred- 
ible studies. And Linux still hasn’t 
managed to establish itself in the 
mission-critical database-server mar- 
ket or the so-vast-growth-rates- 
don’t-matter desktop one. It is 


Linux vendors 
have been quick 
to spot the 
opportunity 


largely present in the file- and print- 
server markets, although Linux ac- 
tivists believe, and would have 
everyone else believe, that the op- 
erating system can do well nigh 
everything. “What isn’t possible 
with Linux?” asks Sachin Dalbir, 
Head (Enterprise Sales), Red Hat. 
Actually, we can think of some— 
like high-end sMp. Symmetric 
MultiProcessing, for the benefit of 
the uninitiated, is a computer ar- 
chitecture where multiple cPus 
(Central Processing Units) work on 
individual tasks simultaneously. This 
increases the speed of computing 
exponentially. Both Unix and 
Windows NT support sMP. Still, that 
doesn’t change the fact that infotech 
users are looking at Linux seriously. 
“Most Linux initiatives are in the pi- 
lot phase,” says Sunil Mehta, a Vice 
President at Nasscom, India’s 


association of software companies, 
“but many large companies are 
looking to implement the operating 
system in the long-term— cost-ben- 
efits are the big lure.” 

Linux vendors such as Red Hat, 
SuSE, Furblinux, and VALinux have 
been quick to spot the opportunity. 
Red Hat, for instance, is working 
with National Informatics Centre 
(NIC), the various Indian Institutes of 
Technology, and National Centre 
for Software Technology to develop 
applications built around Linux. 

While vendors have had lim- 
ited (but growing) success with cor- 
porates, they have managed to con- 
vince constituents of India’s ad- 
ministrative machinery that open 
source is the way to go. The gov- 
ernments of states such as Andhra 
Pradesh, Tamil Nadu, Karnataka, 
Kerala, and Maharashtra have ei- 
ther decided on, or are considering 
Linux as the operating system for 
their e-governance projects. And 
others like the Supreme Court, NIC, 
and the Directorate of Estates are 
testing the waters with Linux ini- 
tiatives. “The source code is avail- 
able to all,” says Raj Mathur, an ac- 
tive member of India Linux Users 
Group, Delhi, or Linux-Delhi as it 
is popularly known. “Users can 
customise it to suit their own 
unique needs.” And the cost makes 
it attractive to small enterprises— 
Linux can run web-servers and 
mail-servers, things that could oth- 
erwise be well beyond the means of 
most SMEs. That and the possible 
success of various language-com- 
puting experiments built around 
Linux (See Vern Version on page 
80 of this issue) could take com- 
puting to the masses, making it im- 
perative, and profitable, for hard- 
ware manufacturers, application 
builders, companies, and service 
providers (the government in- 
cluded) to adopt the operating sys- 
tem. After all the hype, the Penguin 
may have finally learnt to fly. 

VINOD MAHANTA 


POWERLED 


Linux Lives 

A clutch of technology heavies has 

things going on with the OS. 
making Unix and 


Q) 
Linux more compati- 


ble, and is engaged in Linux-re- 
lated work in the application 
server and development tools 
spaces. 

has just launched a Sa 
range of high per- 

formance machines using Intel's 


Itanium 2 chip with Linux as the 
operating system. 


ORACLE’ Oracle's 
key offerings 
are available in Linux-versions in 
India. It is using the operating sys- 
tem to develop low-cost enterprise 
class solutions. 
Pramati is 


v PRAMATI 
promoting the 


concept of developing components 
on the Linux platform; it is posi- 
tioning the operating system as a 
high-performance, mission-critical, 
low-cost alternative. 


H-P is working on 


Silicon Graphics 


IBM is developing 
standards and em- 
bedded software for open source, 
and also provides middleware and 
enterprise class solutions built 
around Linux. 


VERITAS Veritas has 


launched Linux 
products including a cluster server, 
clustering software solution, and 
Veritas Servpoint NAS. 


C-DAC will be us- DGC 


ing a Linux plat- 

form customised by IBM to work 
on projects in the area of Hindi 
speech recognition, weather fore- 
casting, and grid computing. 
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Joining The Dots 


All you wanted to know about the Grand Canal Project. 





The Objective: To link 35 rivers by 2016. 
The Cost: In excess of Rs 5,60,000 crores; for the record, the top 
500 companies on Bombay Stock Exchange had a market cap- 
italisation of Rs 5,56,706 crore on February 17. 
Source of Capital: Infrastructure bonds; user charges on use of 
wasteland converted into agricultural land; commercial partici- 
pation—navigation rights and hydroelectricity generation. 
Benefits: Savings on future flood-relief expenditure; creation of 
effective waterways; increase in the volume of land under cul- 
tivation; generation of 30,000 Mw; a 4-5 per cent boost to GDP 
through the indirect route of providing a fillip to manufactur- 
ing, services, and agriculture. 
Panels set up under the National Water Development Agency to accelerate 
the project: Financial Issues; Social Issues; Awareness Issues; 
Ecological Issues; International Issues (water sharing with Nepal and 
Bhutan); Technical Issues; Technological Issues; Legal Issues; 
Organisational Issues (the Indian Institutes of Management are 
working on special purpose vehicles to implement the project). 
Total Number of People to Be Employed: 1,000; the rest will be 
hired on contract. 

MOINAK MITRA 


Taking Aim 





GROUNDED 


Who Killed Airline 
Privatisation? 


Yes, the disinvestment of Indian Airlines 
and Air India do seem to be off. 


A. ONE TIME, A POSSIBLE ANSWER TO THAT 
question would have been India's private 
airlines that fear competition. Now, it could be, 
a strand of convoluted bureaucratic logic. 
Union Disinvestment Minister Arun Shourie has 
long wanted to privatise Air India and Indian 
Airlines, and he doesn't mind if the Ministry of 
Civil Aviation does what is needed to make the 
two airlines profitable (after all, that would inc- 
rease their valuation). Union Civil Aviation 
Minister Syed Shahnawaz Hussain, young 
and eager to prove himself, would like to do 
just that—turn the two eirlines around. There's 
the small matter of the Rs 30,000 crore he 
needs to refurbish the fleets. But the finance 
ministry is against spending that amount on 
companies that will soon be privatised. And so, 
Hussain has written the Cabinet asking that 
the two airlines be taken off the disinvestment 
bill of fare. Ironically, even if the finance min- 
istry were to withdraw its objections to the in- 
vestment, potential suitors are certain to shun 
the airlines—they will now carry more debt on 
their balance sheets. Either way, it is the 
disinvestment process that suffers. 

ASHISH GUPTA 





Magazine publishers get together to further their own cause. 


D ID YOU KNOW THAT NEARLY 40 
per cent (18.5 million) of total 
print circulation in India is acco- 
unted for by magazines? Or that 
with a readership of 86.2 million, 
magazines almost equal (48 per 
cent) newspapers in terms of read- 
ership? If you didn’t, you aren’t 
the only one. Even the government, 
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especially the Directorate of 
Advertising & Visual Publicity 
(DAVP) does not recognise maga- 
zines when it comes to releasing 
statutory advertisements. 
Obviously, magazine publishers 
want their due recognition. With 
that in mind, eight such publishing 
groups—including that of India 


Today, The Outlook, Business India, 
Cybermedia, Delhi Press, Ananda 
Vikatan, Chitralekha and Meri 
Saheli—joined hands on February 
25 to launch the Association of 
Indian Magazines (AIM). The asso- 
ciation promises to be the indus- 
try’s voice, be it in promoting read- 
ership, advertising, or lobbying. 
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Introducing PeopleSoft Human Capital Management. 
The only real-time solution that drives a higher level of business performance. 


PeopleSoft HCM transforms the role of your workforce. Manage and mobilise a unified, globi 
network of employees. Connect people to business processes, anywhere in the wo: 
from any Web device. Align your workforce with strategic business goals. And wac! 


i| HR department start driving increased revenue growth. 


irn more by visiting us at www.peoplesoft.co.in 


| Customer Relations ВЮ Supply Chain | Financial Management | зап Capit | Application 
| Management | Management | | g 
E L 





Solutions | an > infrastructure 














bt trends 


MR RELIANCE 


Gurumurthy Redux 


The long-time Reliance investigator grabs the headlines with 
a missive to the Finance Minister on Reliance’s misdeeds. 


I would never have got into investigating 
Reliance Group but for the fact that there is to- 
day not a single newspaper or magazine, 
which would publish anything against this 
group. Not a single political party or leader 
who would expose their misdeeds. Not a sin- 
gle official who would conduct a fair and 
fearless investigation against them. 

Post Script to letter written by 
S. Gurumurthy to Jaswant Singh on January 13. 


HE LATE DHIRUBHAI AMBANI HAD A TERM 

for people who worked against the interests 
of Reliance Industries—he called them Friends 
of Reliance. That 53-year-old Chennai-based 
chartered accountant Swaminathan Gurumurthy 
remains foremost among Friends of Reliance 
was evident from two letters he wrote Finance 
Minister Jaswant Singh, a detailed note on 
January 11, 2003, and a summary version of the 
= same two days later. The letters refer to the 
2 December 1992 issuance of Non-Convertible 
Debentures entitling 34 companies to a 11 per 
cent equity holding in RIL at the price of Rs 31 
a share. Gurumurthy's claims that the 34 cor- 
porates are shell companies controlled by the 
Ambanis and that the issue is one of *fraudulent 
preferential allotment’ are being investigated by India's securities watch- 
dog sEBI and the Department of Company Affairs (DCA). 

It was as an investigative journalist that Gurumurthy first made news; 
from 1986 onwards, as the then corporate advisor to the late Ramnath 
Goenka, Chairman of Indian Express Group, he authored some 50 arti- 
cles on Reliance's corporate tactics. The man has tilted at other windmills— 
he, and then Indian Express editor and now Union Disinvestment, IT, and 
Communication Minister Arun Shourie, launched the investigation into 
the Bofors kickback, and he has waged a long drawn-out battle against the 
Maharashtra Government for signing a MoU with Enron —but Reliance re- 
mains his favourite cause. Now the Co-convenor of Swadeshi Jagran 
Manch, a think-tank loosely allied with the вур that propagates a message 
of economic nationalism, Gurumurthy has come up against one-time 
friend Shourie with his opposition to the disinvestment process. *We are 
not against disinvestment per se,” he qualifies. “We are just cautioning the 
government that it should not result in private monopolies. This has 
happened in the case of Reliance and IPCL.” There's that R-word again. 
ASHISH GUPTA 





SJM Co-convenor 
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Taking Guard: A flop show 
STUMPED 


Analyse This 


ESPN-Star’s flanking fails. 


SET Max (Extraaa Innings) 





India-Holland 
India-Australia 


2.67 
2.8 1.7 


2.13 


India-Holland 0.11 0.14 
India-Australia 0.16 0.12 


Source: TAM, Males, 15 years plus, SEC ABC, 
C&S Households, All India 
Figures are viewership in per cent 


RM CONSIDERS ITS TEAM OF SIX 
cricket commentators—Sunil 
Gavaskar, Harsha Bhogle, Geoffrey 
Boycott, Alan Wilkins, Ravi Shastri, and 
Navjot Singh Sidhu—unbeatable. In re- 
ality, the six have been trounced by a ver- 
bose Charu Sharma, his comrade-in- 
arms Mandira Bedi, and a clutch of bor- 
ing cricketing has-beens. 

Manu Sawhney, the Managing 
Director of ESPN Software India, had 
set a fairly straightforward target for 
the channel's pre- and post-match 
analysis. "Even if we were to get aver- 
age channel ratings (0.3-0.4) at a time 
when the World Cup is on a competing 
network, it will prove our equity with 
the discernible cricket viewer." 

The ratings are out now and it is clear 
that the channel's strategy has flopped. 
Taking Guard and Follow Through, its 
pre- and post-match analysis sessions 
have lost out (and how) to ser Max's 
Extraaa Innings. “It is a case of pure stu- 
dio-based analysis against action in and 
around the playing field," says Sandeep Vij, 
Head, Optimum Media Solutions. Devoid 


of replays, capsules on best catches and 


shots, and the atmospherics (EsPN Star 
can't show anything at all), there is little 
reason for the cricket enthusiast to zap to 
ESPN-Star Sports on the remote. 
SHAILESH DOBHAL 
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; portfolio. Having 
Center and IVR; 
like skill-based кийа match customers to representatives 
24/7 via fax, voice mail, Web or, of course, the phone. And 
Computer Telephony Integration (СТІ) allows Patricia to see 
customer profiles via a screen pop maximizing each second 


of customer interaction, thank you. Plus the revolutionary 
#1in the Contact Centre, US 2001 (Total Agents Speech Recognition self-service system, partnered with the 
& Systems) Infotech, Gartner Dataquest 


Web-based contact center, easily handles 94% of incoming calls. 
So Patricia can focus on creating a mass of loyal clothes hounds 
one individual at a time. It's just one more way Nortel Networks 
is making the Internet what you need it to be. 


nortelnetworks.com/voiceportalsolutions 
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IS IT OKAY IF 
I WORK FROM 
HOME ONE DAY 
A WEEK? 


HOUJ DO YOU KNOUJ UMEN YOU'RE HERE I 

ГМ WORKING WHEN KNOW YOU'RE UNHAPPY 

I'M HERE? AND THAT'S THE SAME 
THING AS WORK. 


WHAT IF I INVENT A 
HIDEOUSLY UNCOM- 
FORTABLE HAT TO 
WEAR WHEN IM 
WORKING AT HOME? 


BUT IT HAS TO HEE HEE! THE JOKES 
| BE EXTREMELY ON HIM - IT ISN'T 
| UNCOMFORTABLE 


OR ELSE IT ISN'T — 
“Sige ues 





Haske Jeeyo Yaar 


with Allianz Bajaj Life Insurance 


insurance is the subject matter of the solicitation. Allianz Bajaj Life Insurance Co. Lid. AB.C2.005 


CAVEAT 


BPO Buzz 


At an industry conference in Mumbai, 
the irrepressible Phaneesh Murthy 
has some counsel for BPO firms. 


WO IT WAS 
to get a glimpse 
of the man who re- 
signed from Infosys un- 
der peculiar circum- 
stances, or to hear from 
one of the finest in- 
fotech marketers India 
has produced, one is- 
n't sure, but at a recent 
industry gathering in ё А 
Mumbai eoi il gyre т 
! Phaneesh: "Don't 
ged а session Phaneesh emulate IT services” 
Murthy was to address. 
Whatever the reason, attendees got their 
money’s worth (most had shelled out Rs 
18,000 to participate): Phaneesh, former 
Chairman of Infosys’ fledgling BPO busi- 
ness Progeon (apart from being head of 
sales and marketing at the company) offered 
his own unique take on Business Process 
Outsourcing. Rubbishing the cost arbitrage 
model that most Indian BPO companies 
have been banking on, he drove home the 
point that costs in the US were dropping so 
radically that anyone banking on cost arbi- 
trage would be dead in the long run. *Annual 
per employee costs are dropping by about 
half in the BPO sector abroad so where is the 
cost arbitrage?" Cautioning companies 
against blindly following the IT services 
model where there is “no framework for in- 
vestment and an expectation of return from 
day one”, he prescribed a different route to 
success: partner customers, show them you 
are willing to share the risk, help them im- 
prove their processes, all the while lowering 
per-transaction costs. That's sage counsel. 
PRIYA SRINIVASAN 
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ACHIEVEMENT AWARDS 


Genuine quality speaks for itself. 





Managed Data Network Services 


High performance data network 








- k for your business communication 


national and international 
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VSNL presents 





the best way to connect your business 





TATA 


Indicom 


Corporate Services 





Corporate Net Telephony 







; The most cost effective 
Internet Data Centre Services way to connect with your 
Secure hosting and value added services for business associates 


websites and corporate applications. 


International Private Leased Circuit 
High-speed international communication solutions 
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The best way to keep your 
business securely networked. j 


Video Conferencing 

The best way to communicate 
across the world without 
leaving the office. 





TATA Indicom Services 





Innovative products for effective 








© communications. That is what today's global 
from VSNL 
businesses require. 
International From high-speed bandwidth to managed | 
; à е I 
Long Distance (ISD) networking solutions to offerings like 
National Long Data Centre and Internet Access, VSNL has 
Distance (STD) provided the best connectivity solutions for 
Б businesses. Integrated and tailor-made to 
ntemet 4 А 
Dial-up Access meet specific requirements, these solutions 
are built to be secure, reliable and are backed 
us by efficient service. 
= те VSNL has pioneered corporate telecom 
Virtual solutions in India and is today the preferred 
Private Network service partner of India's best corporates, 
International big and small. Now these services are 
Private Leased Circuit backed by the strength and commitment of 
Managed Data the TATA Group and are offered as 
РЕР Gait tone ТАТА Indicom. 
So every time you want to connect 
А our business, connect only with the best 
Centre Services у y 
Video Conferencing 
TV Uplinking TATA 
a 
INMARSAT 
Net Telephony n і C | | \ 
For further information, log on to www.vanl.com or сай: Ahmedabad 079-8008282, Bangalore 080 56 788282. Bhubaneshwar 
0674-2541 174, Chandigarh 0172-2571 19, Chennai 044-55558282, Delhi 011-55558282, Hyderabad 040-55478282 
Indore 0731-573323, Kochi 0484-242 1720, Kolkata 033-23554045, Lucknow 01 1-55558282, Mumbai 022-569 18287 


Patna 0612-2204718, Pune 020-4008000. 
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3D's Second Coming 


The man who started it all in India is back with a 3D 
motion pic. Will this one click too? 





Magic Magic: Can it 
work its spell on the 
audience? 





HEN YOUR FIRST TRY AT AN INNOVATION NETS A 
X return of 2,500 per cent, it's hard to restrain 
yourself from doing it again. Navodaya Films, a company 
promoted by 80-year-old film maker Appachan has 
held itself back for 18 years: in 1985, it produced 
India’s first 3-D' motion pic, My Dear Kuttichattan 
(My Dear Goblin!). It cost Rs 2 crore to make, generated 
Rs 50 crore at the turnstiles, and encouraged other 
production houses to try their luck with an extra di- 
mension—with no great success because, claims Jose 
Punnose, Appachan's son, they did not train theatre 
technicians adequately. Punoose is now trying his luck 
with Magic Magic, a Rs 15-crore film in four languages 
(Hindi, Telugu, Tamil, and English). *Today's genera- 
tion isn't exposed to 3-D," says the still-fiesty Appachan. 
Will the spell work 18 years after it was first cast. 
NITYA VARADARAJAN 





DASHBOARD 


We do not know if Arun 

Shourie will be able to 

resolve all issues that 

plague Indian telecom 

but India’s new com- 
munications minister 

must be given credit for get- 

ting the two opposing camps—cellular 
and basic operators—locked in a bit- 
ter battle over the issue of limited 
mobility to talk to each other and, 
even better, be part of a panel that is 
to present its recommendation on a 
possible way out. Bravo. 





Anita Gupta, 


young MBA, 


successful Distributor 


and pursuing 


Amway Business Opportunity 
as a full-time career. 





ss 80 countries and territories, people from different walks of life have found through the Amway Business Opportunity, the way to a better life 


HYPE-1I 


lech And The City 


Years after it was hyped as the next most important Indian IT 
destination after Bangalore, Hyderabad may actually be it. 


EX HYDERABAD HAS AN 
efficient administration and is 
the capital of a state that has a lap- 
top toting powerpoint-friendly chief 
minister, but for a long time, bar- 
ring an odd Microsoft or two, that 
was all it had. Now, circa 2003, 
the city may finally be able to live 
up to the hype that was built 
around it. In January this year, 
Infosys opened a 30-acre facility, 
(3,11,000 square ft of built up 
space) in the city. Now, there's talk 
of Boeing and Bombardier explor- 
ing options of touching down in 
erstwhile Hyperabad; Oracle and 


Hyderabad has emerged a favourite 
destination of rr-enabled services 
companies. Oracle, for instance, is 
acquiring 7.5 acres of land to build 
its largest campus outside the US— 
an official at the state rr depart- 
ment says the 8,00,000 sq ft centre 
will dwarf the company's 2,50,000 
sq ft one in Bangalore. And Dell's 
ITes operations will soon start in 
Hyderabad's HiTec city. “There 
are some other big names as well 
but it is too early to mention 
names," says Col M. Vijay Kumar, 
the Hyderabad Director of the 
Software Technology Parks of India, 


A. PRABHAKAR RAO 





Hyderabad's Infosys campus: 
Bangalore, here we come 


uncharacteristic of the city. Still, com- 
ing in the wake of the recent entry 
of Cognizant Technologies and 
Capmark, the recent activity could 
be indication of Hyderabad's grow- 
ing attractiveness as a destination for 
IT and Ires companies. At last! 


Dell are hitting the city soon; and displaying a reticence that is E. KUMAR SHARMA 


dues 


True 
| Succes Sores | 
ог fo myse Hesse very early that even though | was armed ` | 
a traditional career will not be able to give me all that | wanted | 
>. So when the EC to become a business associate (Distributor) 




















> going. p | thankfully | wasn't ‘expecting miracles. 
effort- slowly but surely. And Keates in my case too. 


uaded others to try out Amway's world class products, TT 


їр management, public speaking and the art of selling. 
y business school, or at any 
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Test fly the Baleno. Its powerful 94 bhp engine, flatter torque curve and exhilarating, unbeat 
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speed will allow you to experience one of the highest performance 


le SÎS ma 
y. After all, if the sky is your limit, why limit yourself to an ordinary car? ‘> ALENO 
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ceotoons by Saurabh Singh 


O-le-o-le-oh... UB's Vijay 
Mallya develops sporty 








... aS Fiat India's new chief Alberto Montanari tries 
to boost Palio’s sales... 





... and Infy's Nandan Nilekani alarms everyone with his IT 


... S. Ramadorai has Chinese software tax-happy statement 
wannabes lining up to join TCS... 


Haske Jeeyo Yaar Allianz(ily) 
with Allianz Bajaj Life Insurance e bajaj 


Insurance is the subject matter of the solicitation. Allianz Bajaj Life Insurance Co. Ltd. AB.C2.005 LIFE INSURANCE 





EXECUTIVE TRACKING 


A Bad Idea? 


There is a lot of unrest among senior executives at 
Idea Cellular. Here’s why. 


E 2002, IT WAS THE VACANCY OF THE YEAR. HEAD HUNTERS 
jockeyed furiously for the mandate, which apparently carried a 
fee of Rs 1.5 crore. But barely four months after Graham Burke was 
roped in from Mobilink Communications in Pakistan to head 
Birla-AT& T-Tata's Idea Cellular, his appointment is proving to be a 
cause of concern. Why? Not because Burke is incompetent, but bec- 
ause he is said to be impatient in dealing with his senior executives. 
Chief Marketing Officer Jayant Bakshi has already put in his papers, 
and some other executives have been calling up head hunters 
with stories of Burke's short temper. Burke could not be reached, 
and the company's УР (HR) refused to comment. Meanwhile, 
Chinese white goods major, Haier, is believed to have snagged T.K. 
Banerji as CEO of its India operations. He was previously the & 
Director, Marketing at Jk Tyre. Graham Burke: |t 

SEEMA SHUKLA 
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It's not true till it's on В/ВС 


www.bbcnews.com/cricket 








Enjoy the World Cup 


with a BBC twist. 
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India Today presents an attractive new range of exquisitely designed Address Books- the perfect companions to stay 
connected. These exclusive premium Address Books offer a stylish addition to your desk or business portfolios. With 
attractively designed covers and packaging, they make a thoughtful and useful gift. 
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r O AT a 3 Газе Шаа ае И Lun» X = TPs | Hem 
Code M.R.P. (Rs.) Total Amt.(Rs.) 
IT 505 Slim Address Book 145 EE 
IT 506 Desk Address Book 155 = wus а 
IT 507 Trendy Address Book 245 E 
IT 508 Classic Address Book 445 pe- 

Grand Total 

My particulars: (please fill in CAPITAL LETTERS) 
BAIT EAE SEE, A EEN NECE AAR SONGS E TEES АЛЕ АЧАЛЫ ЖЕ ЛЕ RI ETER АСЕ E PN EPES NE APE ENE 
ERS SAN AAPA O EEIE AAA A AEEA ОА AN A N SADE ea KASS E E АГ FM AO Re ETE 
а КУ ЖИЕ ы! 6) Sd rcr TN AONE Т Alesse БАЛАЙ cass cons РИНВИ РРА а АРАТ 
Cheque/DD. No. „иена кайны drawn on (spécify BARRO ован Са eere оре eden v сете sav oe doss ars 
РОР S i А termes OER SOG edet nhi tertie retra used aee CO AU EHE are ОКЕ Иен payable to Living Media India Ltd 


(РІ. add Rs. 10/- for non-Delhi cheques) 


Bn 6 Е Credit Card No. ] | | i "ái Card Expity BARS ааьар 


Card Member's Name .............................. NAE Date of Birth......................... ..Card member's Signature 


Please Note: Payment and form should be mailed to Living Media India Ltd., Hamilton House, 1A, Connaught Place, New Delhi - 110001 
* Address Books will be delivered by registered post/courier within 4 weeks * For gift instructions please give recipient's name & address on a separate sheet. 
І yeu ; 


^ 1 la y 4 T ADOT LT ^ ATT | ^ E rm A т ATT $ ^s ua , "C 


Р ^ s K A 
+ fre ا‎ st fs АЁ 231.17, z r m 1 1 SLi ALL IVI у & 1 ` 
L. " а 24 ^ los eder Зз bud i А “ b 





SELF WORTH 


seek Consumers, 
Not Numbers 


WPP Media’s Sheila Byfield likes to think 
like a consumer to make a happy one. 


HEN SHEILA BYFIELD BEGAN RESEARCHING MEDIA 12 

X years ago, it was a job that got the smallest and 
the remotest cabin in the offices of major advertising 
agencies. But over the years, as clients turned the 
screws on their advertising budgets, expecting an ever- 
increasing bang from their ad buck, the person who is 
helping put the most effective advertising together is the 
researcher. For instance, at her employer wep Media 
Worldwide, where Byfield heads consumer insight, 
there's more than $16 billion (Rs 76,464 crore) of ad- 
vertising spend at stake each year. And when screw-ups 
happen, it's usually because the consumer has not been 
researched adequately. Says Byfield: *We have enough 
of data, but sometimes we may be lacking in insights." 

If few dispute Byfield's contention, it's because 
everybody is veering round to the view that every 
consumer is different and that even with the same con- 
sumer, what works in one situation may not necessarily 
work in another. Byfield, who sold space in print 
and television for 18 years before turning a researcher, 
believes that brand perception plays a much bigger role 
than most people think. “Just because there are hun- 
dreds of teas or magazines, people don't stand out and 
cry, but manage choice," she points out. 

In India, wer Media—it has three media planning 
and buying division, MindShare, Maximise and Fulcrum 
with an annual spend of over Rs 1,500 crore—is tak- 
ing the lead by starting a page-by-page qualitative 


VIVAN MEHRA 


E 


research for print. Once done, the model will be taken 
to markets elsewhere. (In February this year, Byfield fi- 
nalised a plan to locate wep Media’s global research cen- 
tre in Bangalore.) Her rationale for a page-by-page 
analysis is that consumers, especially the younger ones, 
have become very aware of advertising and marketing 
techniques and, therefore, trying to communicate with 
them is becoming increasingly difficult. Hence, there's 
a need to understand media consumption from the con- 
sumer's perspective, not just numbers. 

But is there anything about media research that 
worries its high-priestess? Yes. The fact that people are 
changing very fast and research isn't. Her challenge is 
to quantify consumer's media involvement and trans- 
late that to a brand plan. “Basically, bringing research 
for the boardroom," she says. That's a lot of dis- 
tance to have covered in just two decades. 

SHAILESH DOBHAL 
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Sheila Byfield: Worried that research isn’t changing fast enough 
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international issues that are shaping your business day. Juanita Phillips and Richard Quest bring you 
the latest political, business, entertainment and sports events. 





Be the first to know.. AN. 





Check out » CNN.com/asia 
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“Try Reverse Mentoring” | 


Can kids teach seasoned marketers 
anything? Plenty, says Don Taps- 
cott, Speaker, Author and Co- 
founder of Digital4Sight. In a re- 
cent interview to BT's Priya 
Srinivasan, he explained bow. 
Excerpts from an interview: 


You've been urging managers to watch 
the "Net Generation" for clues to the fu- 
ture of business. Why? 

These kids—about 250 million of 
them (an *echo" of the baby boom 
period) who were born anywhere 
between 1977 and 1997—are 
growing up very differently from 
the baby boomers. For one, they 
have the internet and spend 24 
hours a week “interacting” rather 
than watching television, which is 


CRYSTAL-GAZING 


largely what the baby boomers did. 
As result, they—the “net gen"— 
process information very differ- 
ently. When these kids come into 
the workplace, they are already 
“authorities” on subjects, since un- 
like the baby boomers they are in- 
teracting, searching and developing 
strategies very early on. 





What should companies do? 

Try reverse mentoring. Get a few 
teenagers to surf the net with your 
executives. Secondly, just hire more 
young people. Most companies do 
not have a conscious policy of hiring 
youngsters. In some extreme cases 
like the record industry, companies 
actually run the risk of being devas- 
tated unless they hire young people. 






Don Tapscott: Keeping track 


How do you see the Net Gen in India? 
It is a huge force that will propel 
technology and innovation. But for 
India, the bigger issue is to address 
the chasm between the *knows" 
and the *know-nots." This chasm 
could spell disaster since the inter- 
net is rapidly becoming the tool 
for education, development, 
employment, you name it. 


"The Decade Belongs To Sensor Tech” 


INTO THE + URI 


WW \ PEEP INT UTURE OF ( ING? Pi 
open Paul Saffo's pill box and you will find it 


OMPUTING? POP have 


swimming іп a shimmering fluid. It looks like a 


magnetic flake and costs about two-and-a-half 
cents, but it’s actually the face of smart tech 
nology. Affix one to anything—your car or a 


suitcase—and voila, you have a 


that can “talk”. ЕТА? Just another two years. Or 
that’s what Saffo, futurist and Director at 


the Institute for the Future, 
you believe. 


caught up with the technology fore 
caster for some crystal eazing. EX erpts: 


What does the coming decade belong to? 

Го а ubiquitous robot, not shaped like a 
human, but more like consumer durables. 
These objects will have sensory capabilities 
thanks to chips affixed on them. Thes 
chips will be activated when they come 


into a microwave field since they will 


“smartifact 


would have 


BI sss’s Priya Srinivasan 


intennae that can absorb energy and activate 


them. They then become sensory organs for the object. 


Where would we use them? 
Airline ba 


ge, for example. If a passenger 


doesn't show up in the plane, the attendants 


don't have to go through all the bags and hold up 
the plane. The piece of luggage would identify 
itself. Logistics, security and the auto 
mobile sector could be the early adopters. 


Who will gain or lose from the new wave? 
Each wave of innovation has a technical 


underpinning, The processing wave had 


the PC as its poster child, laser dials 


Paul Saffo: The future is here 


(which allow for pumping of information 
over cable) had the World Wide Web as 
their poster child, now it's all about 
шупе objects sensory organs ind SsOnX 
one has to deliver the software and serv 


ices. That is the biggest area. 
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Tech Parks Plug ‘N’ Play 


South India's technology parks want to be seen as business enablers, not landlords. 


HEN PRODUCT CHAIN 
Management Solutions, part 
of the NASDAQ-listed Agile Software 
Corporation, came calling to India, 
it wanted to move into an office 
where it could start business from 
day one and not have to worry 
about telephone and electricity con- 
nections. Wasting little time, it ze- 
roed in on Bangalore’s International 
Technology Park Ltd (тті). Why? 
Because at ITPL, it had nothing to 
take care of, except its own business. 
Says Chan Kah Hoe, CEO, пр: *Com- 
panies, especially MNCs, couldn’t 
care less about things like building 
maintenance or infrastructure.” 
It’s not surprising for compa- 
nies to demand a big business- 





Hyderabad's Hi-Tec City: Much 
more than brick and mortar 


centre-like arrangement, but what is 
surprising is that India’s technol- 
ogy parks—there is one each in the 
four southern states—are rising to 
the occasion. Says Rajiv Vasudevan, 
CEO of Technopark, the country's 
first: *We are not into real estate, 
but rather in the business of en- 
abling business." To that end, 
Technopark offers incubation serv- 





Bangalore's ITPL: Enabling business 


ices, including mentoring, consult- 
ing and advisory services. It even as- 
sists in executive recruitment. 
ITPL's Chan is thinking bigger. 
His plan is to provide an integrated 
city with offices, shopping malls, 
recreation facilities and, of course, 
houses. His customers are delighted. 
Says Martin Prinz, Joint Managing 
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Chennai's Tidel Park: More than 
just real estate 


Director of sAP Labs India, which 
moved to ITPL in 1998: “The park 
has a health club and a business 
centre, where we can pay as we 
use. Doing all that on our own 
would have been nearly impossi- 
ble, given the capital costs." 

The Taj Group has announced 
plans of setting up a business class 
hotel within the 69-acre ІТРІ. cam- 
pus. Therefore, when clients of any 
of the tenant companies come call- 
ing, they can stay on the campus. 
“The ultimate goal," says Chan, “is 
to cater to all the business-enabling 
needs of our customers so that they 
can just concentrate on their busi- 
ness." Bless outsourcing. 

VENKATESHA BABU 


Mon - Fri at 1.30 p.m. 


Business Central: when Europe is your business. 


CENTRAL The inimitable Richard Quest gives you the first look at Europe's financial markets as they open. 


ә Business Central features regular interviews with sector analysts, stock market experts and Europe's 
CEOs. So, if Europe is your business, tune in. 


Be the first to know.. СА. 
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Stolen Minutes 


Illegal international long-distance telephony is taking 
marketshare and money away from legit operators. 


I: EXISTS, THEREFORE, THEY STEAL. IT'S A 
simple, if warped, Cartesian logic that 
explains why a staggering billion minutes of 
international long-distance (ILD) telephony 
are "stolen" each year by illegal operators. 
According to industry estimates, the three ILD 
providers—vsNL, Bharti Telesonic, and Data 
Access—carry only two-thirds of interna- 
tional calls terminating in India. The rest 
comes in through pipes meant for carrying 
data, or via call-centre operators, who pass 
it on to BSNL and MTNL as local calls, robbing 
them of crores of rupees. Reason: the two 
companies get anywhere between Rs 3 and 13 for every legitimate ILD 
call they terminate. The pirates pay zilch. The ILD operators also 
lose an estimated $100-150 million (Rs 480-717 crore) annually in rev- 
enues. “The only solution,” says Siddharth Ray, MD, Data Access, “is 
better vigilance by law enforcement agencies.” Or for ILD rates to close 
the gap with those of the grey market. 


Pirated ILD: Lost time 


VANDANA GOMBAR 
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LEAN INC 


India's Sarbanes-Oxley 


It's long in coming, but when it does it should make 
corporate governance more effective. 


I BEEN THREE YEARS SINCE THE KUMAR MANGALAM BIRLA COMMITTEE 
on corporate governance submitted its report, but India is yet to 
get its own Sarbanes-Oxley Act like what the US introduced last 
year in the wake of a rash of accounting scandals. The hurdles: a 
number of acts, including the Companies Act and the Securities 
Contract Regulation Act, need to be amended before the 
Committee's recommendations can be enforced. 

But just how will an Indian Sarbanes-Oxley look? First, it is ex- 
pected to bring more control at the management level. At least half of 
the board will be made up of independent directors. An audit com- 
mittee may become mandatory, and a separate committee headed by 
a non-executive director will redress shareholder grievances. More im- 
portantly, it will require companies to disclose more information— 
about executive remuneration and various committee meetings. Now, 
all that investors have to do is wait for it to come through. 

NARENDRA NATHAN 
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Patently Ignorant 
Indian doctors seem to know little about patent systems. 


WHAT'S THE CURRENT PATENT SYSTEM? 


The legal right to exclusively manufacture and market the product A large number of 

Hehe eli plon apt erent molecule in India rests with 0, 
TNT. Deore eae arai шкы SI 0 акыт 
Stu b b | n It Any pharmaceutical company can manufacture and market the 

product formulation of a newly-discovered drug molecule in India 26% 

ч by obtaining the permission from the Indian patent office 

The government finally Any pharma company can manufacture and market the product " 
okays the ban on tobacco n ne ent 17% 
advertising. Ouch! The legal right to manufacture and market the product formulation 


of a newly-discovered molecule in India rests with only the original 1 6% 
VERYBODY KNEW IT researcher forever 


was coming, except Any pharma company can manufacture and market the o S 
that the speed with fase os ey Sed i y ore 8 % 

which it hit them has 

caught them off guard. WHAT KIND OF PATENT COMES INTO FORCE IN 2005? 


We are talking of The Unlike the case now, the original researcher of the new drug 
Cigarette and Other уни аагар hear ii 52% 


1 bac co Products (Pro- Unlike the case now, the right to manufacture and market the 
ibition of Advertise- product formulation of a newly discovered molecule in India would 2 5% 
ment and Regulation of rest with only the original researcher forever 
Trade, Commerce, Any other pharma company would be also permitted to manufacture 
Production, Supply and and market the product formulation of a newly discovered molecule 0 
NE E oc Bh in India during the original researcher's exclusive time period 
Distribution) Bill, which in cases of national emergencies “ 1 8 ^ 
has been approved by the Cabinet and Unlike the case now, any pharmaceutical company would be able to o 
will be notified in the current budget introduce the product formulation of a newly discovered drug molecule 7 О 
session. This not only bars the Rs in India by merely adopting a different process of making it 


10,000-crore cigarette industry from HOW WILL PRODUCT PATENTS IMPACT US? 





emergencies. 





advertising, but also restricts retail. There would be an increase in the prices of all drugs 70% 
een cams dg IT de x Better quality products would be available 6795 
cco business: "States like Goa an 1 isis saca о 

already have a ban on tobacco ads, so Indian companies Will invest in research and development (R&D) 6296 
that doesn’t worry us. But restricting Multinational companies (MNCs) will become very powerful 59% 


outlets and points of sale is an issue.” Latest international products would be available easily in india 56% 
The industry fears that this may encou- Small Indian companies would not be able to sustain themselves 55% 
rage sale of contraband cigarettes, and Nói dia turi vlt nina Rl Cid 54% 


load the dice against legitimate cigarette 
sales, which for mt 1 6 per cent of Better information on drugs would be available through clinical trials 45% 


tobacco consumption, but 85 per cent Even bigger Indian companies will enter into alliances with MNCs 33% 
in terms of value. While the industry in Smaller Indian companies will become contract manufacturers 33% 
general does not expect any great reve- — m, smaller indian companies will be acquired by MNCs 28% 


rses in the short term, what is a con- ee “т нала m 
H : net е Indian Companies wi become main! or formulation 0, 
cern is business in the long term. And manufacturers of products that are out of patents 28% 


there are no easy answers here. The пей product patents regime wil И 2 
DEBOJYOTI CHATTERJEE Îî indulge in malpractices ~ AN "— 28% 













Mon - Fri at 8.00 p.m. 


Business International: your guide to global business. 


Becky Anderson and Richard Quest guides you through every major financial and business market 
around the world. From the US to Europe and to Asia, Business International has it all. 





Cha ver CH sheds Be the first to know. CNN. 
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bt trends 


Q&A 


“The Merger Has 
Transformed The Group" 


As the world wide bead of Cap Internal skills, or what I call disci- 
Gemini Ernst & Young's People — plines, were very complementary 
Relationship Management (read: HR), too. Yes, the market for consul- 
Jean-Pierre Durant des Aulnios over- — tancy services did enter a down- 
sees an army of 55,000 consultants turn soon after the merger, but I do 
across more than 30 countries. In believe that nobody thinks the 
Mumbai recently, the Paris-based merger was a mistake. 
Des Aulnios spoke to BT's Dipayan 
Baishya about CGEY's merger and Ном does CGEY look at India and the 
India opportunities. Excerpts: talent it has to offer? 

India for us is part of a successful It started because every year maga- 
In May 2000, Cap Gemini, Gemini geography, Asia Pacific, and we аге — zines started selecting companies as 
Consulting and E&Y Consulting merged, doubling in size here every year employers of choice. We said we 
followed by a slump in consulting. Was since 2000. We are looking at India wanted to be seen from the employ- 
the merger a bad idea? as a part of a very global group in all — ee's point, we wanted to be emp- 
The merger has completely trans- dimensions, and in fact, a lot of loyer of choices. Choices in terms of 
formed the group in two respects. our team members here are working mobility, choices in terms of industry 
One, in terms of size and the other, оп projects outside the country. sectors, choices in terms of profession 
in terms of geographic coverage, and we were ready to provide these. 
where we were complementary. What do you mean when you say CGEY That is the way to look at it. 





UMESH GOSWAMI 


Jean-Pierre Durant des Aulnios: 
Talent warrior 


is an "employer of choices"? 





CPR 


-A Flicker Of Hope 


Two of Dabhol Power Company's beleaguered promoters seek to revive the ill-starred project. 






ARELY 24 MONTHS AFTER IT WENT “But,” he adds, “there are some is- 
Dabhol Power Plant: live, the ill-fated Dabhol Power sues to be sorted out." 
А new beginning? Company downed shutters after main That primarily relates to DPC's 
promoter Enron filed for bankrup- power tariff. The Maharashtra State 
tcy. But with $2.1 billion (Rs 9,644 Electricity Board (MSEB) wants the ef- 
crore) sunk in the ground, the other fective price per unit to be lowered 
promoters—GE and Bechtel—have from Rs 5.20 to Rs 4, and to pick 
come up with a revival plan: То ир 70 per cent—and not 90 per 
increase their holdings (10 per cent cent as in the original agreement— 
each), and rope in NTPC to replace of the power generated. If NTPC 
Enron, which owns 80 per cent of does agree to the plan, DPC will not 
the equity. *The proposal looks only get a new operator but also 
practical and it is in everyone's int- an investor willing to renegotiate 
erest to revive this power project," with МЅЕВ, But that is a big if. 
says Power Secretary R.V. Shahi. DEBOJYOTI CHATTERJEE 
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LEATHER COLLECTION 


EXPANDABLE LEATHER 
PORTFOLIO/COMPUTER CASE 


* Rich Full Grain Leather Exterior 




























* Roomy Double Gusset Construction 
For Optimum. Carrying Capacity 

* Front Compartment Includes Padded 
Pocket To Hold Laptop Computer 


* Expandable Front Compartment 
Aads Extra Carrying Space When 
Needed 


* Convenient Rear Compartment 
Features File Divider Organizer And 
Key Clip 


* Front Zip Down Organizer Holds A 
Variety Of Business Essentials 


* Easy Access Full Length Front And 
Rear Exterior Zipper Pockets For 
Frequently Needed Items 


* Rear Strap Slides Over Upright 
Handle For Hands Free Mobility 


* Padded Ergonomic 
Shoulder 

Strap Is Removable And 
Adjustable 









NFOLIOS - COMPUTER BAGS - LEATHER ACCESSORIES 
GENUINE FULL GRAIN LEATHER 
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In a year littered with elections, Jaswant 
Singh presents a budget that drives the 
blues away and makes everyone happy. 


BY ASHISH GUPTA & DEBOJYOTI CHATTERJEE 


ASWANT SINGH IS IN THE MARKET FOR AN INSTRUMENT THAT CAN MEASURE HAPPINESS. 

The patrician 65-year-old former cavalryman who quit as a Major in the Central 

India Horse Regiment would like nothing better than to create a Gross Contentment 

Index (СС) that reflects the happiness of people. Finance ministers are not supposed 

to be swayed by state-of-mind metrics such as contentment, but Singh, the 25th man 

to hold that post in India, isn't your everyday FM. Not for him jargon such as Gross 

Domestic Product, the value of all goods and services produced within a country's 

borders, or Fiscal Deficit, the difference between what a government earns and what 

it spends. Attribute that to the fact that he isn't an economist by training. Or attribute it to 

his oft-articulated desire to make a difference to the quality of life of Mr & Mrs Bharat— 

something that owes more to his almost entirely rural upbringing in Jasol village in 

Rajasthan's Barmer district and his status as a failed farmer than political compulsions. If 

the economy does well, his reasoning goes, it should make a difference at the individual 

level. Ergo, a measure of how contented people are would be as accurate a measure of the 
finance minister's performance as GDP growth. 

The budget he presented on the morning of February 28, his first, is Singh's means (or 

part of it) to achieve the happiness-objective. Displaying the strategic acumen of a Sun Tzu 
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BUDGET FAQS 


mei Will it spur demand? 
Yes. Tax sops to the middle class and 


cuts in excise and customs tariffs should do 
the trick 


















EE Will retail investors return to the bourses? 


Yes. The removal of dividend tax and the 
abolition of long-term capital gains tax on 
Indian eguities will act as a spur 


eS Will it improve India’s infrastructure? 


Yes. Rs 60,000 crore has been earmarked for 


насти housing, airports, seaports, 


WE Will it benefit the agricultural sector? 


No. The finance minister f about 
the second green edge oq i theres noth- 
ing in the udget to substantiate the claim 


| Will industry grow? 
Yes. It has si nificant ` gains in the formo 
= üt ке aud cons aif arae 
0 special packages r е, 
tourism, biotech, and pharma sectors. And 
the core sector will benefit from the 
emphasis ой, housing and infrastructure 


ШИ] Wil it change the way foreign investors see India? 
Unlikely. Thus, despite the hike in the 
ceiling ОИ, for ign investment in a few sectors. 

overall fiscal situation and macro- 
numbers continue to be a cause for concern 


ШЕЙ wi it boost savings? 
No. The 1 per cent reduction in the interest 
rate on small savings instruments will 


ensure that 


ШИ] wil it reduce the fiscal deficit? 
No. Not in the short term. This иду well be 
a growth-oriented inflationary budget 
ee Will it boost consumer confidence? 


With lower taxes and cuts inthe 
ices of several products, consumers have 
reason to cheer 


ШШ] Wil it widen the tax net? 


Maybe. The broader service tax regime and 
а орост of tax procedures could 
tat. 
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in identifying variables that need tweaking, the sub- 
tlety of a Mozart in marrying form and content 
(particularly evident in the composer's piano con- 
certos), and the smoothness of a single malt whisky— 
Singh is partial to all three, Sun Tzu, Mozart, and sin- 
gle malt—the minister has come out with a financial 
statement of intent that is, at once, vote- and busi- 
ness-friendly and which should, if everything else falls 
into place, result not in the 8 per cent GDP growth 
the Prime Minister speaks so fondly of, but a res- 
pectable 6 per cent-plus. What's more, Singh's 
budget seems to say, we'll 
do that and be happy 
about it. Central to the 
man's budget is what he 
terms the Paanch (five) 
Priorities: poverty eradi- 
cation, infrastructure dev- 
elopment, fiscal consol- 
idation, and an empha- 
sis on agriculture, and 
manufacturing. 
Consumers should be 
happy because the budget 
leaves them with some 
more money to spend, 
courtesy income tax sops, 
and will result in a reduc- 
tion in the prices of a 
clutch of products—small 
cars, for instance, will 
now cost around Rs ~~ 
10,000 less. Businesses Peak Cus riffs 
should be happy because 
consumers are and that 
will sooner than later, 
translate into an increase in demand for their prod- 
ucts and services. Businesses should also be happy bec- 
ause Singh has tried to make a positive difference— 
with real gifts in some cases; lagniappes in others— 
to most industries. Anyone who has got anything to 
do with the capital markets should approve of Singh’s 
efforts to infuse life into the close-to-moribund 
bourses. Foreign investors should be pleased with the 
hike in Foreign Direct Investment ceilings. The 
Keynesians can’t have reason to complain—there 
will be substantial government investments in 


DP Growth (‘02-0 


All figures are for 2003-04 unless 
otherwise mentioned 


BUDGET SNAPSHOT 
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infrastructure, Rs 60,000 crore to be accurate. The 
reformists—Singh is clearly one; in his first stint as fin- 
ance minister, for all of 13 days in May 1996, he 
signed a counter-guarantee with Dabhol Power 
Company—can spot enough glimmers of hope in the 
budget; the introduction of Value Added Tax from 
April 1, 2003, and the restructuring of state debt is one. 
And conservatives in the Bharatiya Janata Party to 
which Singh belongs, ideologues in the party's backers 
such as the Rashtriya Swayamsevak Sangh, and allies 
can take heart from the Finance Minister's statement- 
of-intent-not-action app- 
roach to hard reforms 
and Dr Vijay Kelkar's 
recommendations, altho- 
ugh the increase in the 
price of fertilisers will 
worry them a bit. The 
International Monetary 
Fund school of econo- 
mists may have reason to 
carp at Singh's seeming 
indifference to India's ris- 
ing fiscal deficit—esti- 
mated to nudge 5.6 per 
cent of GDP in 2003-04, 
the second highest con- 
solidated fiscal deficit in 
the world, after Tur- 
key's—but as one of the 
minister's aides puts it, 
*he isn't unduly worried 
by the fiscal deficit; he is 
more concerned about 
the real and felt benefits 
of the fiscal policy.” “All 
this effort is for their total well-being,” Singh said at 
the beginning of his 196-paragraph 135-minute 
speech, the longest in recent history. By the end of it, 
the smiles were as wide. 
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Salarymen And Industry, Rejoice! 

The party may not last long, but it has certainly be- 
gun. The second edition of the BT-Indica Research 
Index of Consumer Sentiment revealed that in 
January 2003, the Indian consumer was much more 
confident than she had been six months ago (See 


Fiscal deficit to touch 5.6% of the GDP 
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What’s On Her Mind?, Business Today, March 2, 
2003) and that she was waiting for a sign that it was 
indeed, alright for her to go out shopping, spend 
money, go on holiday and generally have a good 
time. Singh may have provided just that. 

His budget was missing the anticipated sops 
to the agriculture sector apart from a broad-brush 
philosophical statement of intent about the need to 
launch a second agricultural revolution. As the 
Finance Minister spoke, it seemed as if his munif- 
icence was targeted at a consuming segment that is 
every marketing organisation’s bread and butter— 
salaried executives earning between Rs 1,00,000 
and Rs 5,00,000 a year. Not only did the seg- 
ment see an increase in their discretionary income 
by the end of his speech—courtesy a higher income 
tax exemption, no tax on dividends, and no capi- 
tal gains taxes on equity transactions—it saw the 
prices of several products come down as well. 
Yes, petrol and diesel would cost more but air-con- 
ditioners, cars, tyres, carbonated beverages, and a 
clutch of other products would cost less, and ap- 
preciably so. And they could continue to claim 
tax benefits on their housing loans, something 
that the idealistic Dr Kelkar suggested be done 
away with. Never in recent history has a budget 
struck a chord with the salaried class as Singh’s 
budget has. Indeed, the man has stuck to his prom- 
ise—articulated again in the course of his speech— 
of putting extra money in the hands of house- 
wives. “The budget package is pro-middle class 
and the salaried class will take home more money 
than before,” says Mukesh Butani, National Head, 
Global Tax Advisory Services, Ernst and Young. 

For a man who refused to meet with industry 
lobbies (he believed the budget-making process 
had been transparent enough with both the mid-year 
review of the economy and Dr Kelkar’s report be- 
ing posted on the finance ministry’s website), Singh 
sure has managed to make most businessmen happy. 

Indian companies believe it is the quality of the 
country’s economic infrastructure and its tradi- 
tional high cost of capital that prevents them 
from being globally competitive. The Finance 
Minister’s allocation of Rs 60,000 crore to infra- 
structure projects has met with their approval, as 
has his decision to prune the interest rate on 


WHO GETS WHAT 


Just who has reason to cheer from the FM's 
pronouncements on February 28, 2003. 


Lots of rhetoric, but little 
substantive action. The budget 
has no financial incentives for 
the sector, not even a special 
package to combat the drought. 
But the tea industry is cheering 
= the Rs 500-crore stabilisation 
Й fund targeting plantations. 








MANUFACTURI Now it’s up to industry to 
№ become competitive. The 


budget has rationalised 
tariffs, done its bit to revive 
the textile sector, and 
focused on winning sectors 
such as ir, biotech, and phar- 
maceuticals. 











A consistent outperformer—it 
grew by 7.1 per cent in 2002- 
3, O3—the services sector is a major 
gm contributor to cpp. With 10 more 


Ў (from 5 to 8 per cent), it will aug- 
ment the government's revenues. 








The reduction in excise 
- and customs tariffs will make 
several consumer products 
cheaper. That, and the antici- 





fidence, should help marke- 
ters laugh all the way to 
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hen Finance 
Minister Yash- 
want Sinha gambled 
on increased infra- 
structural activity 
serving as a stimulus 
for growth. It almost 
worked: his tax-rationalisation efforts spurred 
industry, which grew by an impressive 6.1 per 
cent; services chipped in with its regulation 7 
per cent-plus; but the drought put paid to his 
plans—agriculture, the bulwark of the Indian 
economy faltered. The rest is best said by numbers, 
actually, a single one: a growth of 4.4 per cent. 


public provident fund and small savings instru- 
ments by 100 basis points, something that should res- 
ult in a similar reduction in interest rates. “I believe 
this budget will lead to growth,” says Ashok Soota, 
President, cil. “It has a great focus on infrastruc- 
ture.” Industry is thrilled enough with these steps to 
actually gush over Singh’s endorsement of the 
Electricity Bill, waiting to be cleared by Parliament 
for 24 months now, and his decision to extend 
the mega power project status to all power projects 
that meet the criteria. “This would be a major ref- 
orm in the power sector,” says Firdose Vandrevala, 
Managing Director, Tata Power. 

If that addresses the issue of global competi- 
tiveness, the rationalisation of excise duty (down to 
three slabs of 24 per cent, 16 per cent, and 8 per 
cent) and the introduction of a unified var (Value 
Added Tax) regime at the state level should take 
care of the procedural hassles of doing business 
in a country like India where states have their own 
unique tax laws. 

Singh has also struck a popular chord with indus- 
try by focusing on India Inc.'s winners or winners-in- 
the-making, sectors such as information technology, 






biotechnology, pharmaceuticals, tourism, telecom- 
munications, and healthcare through a mix of tax hol- 
idays, sops on research and development spend, and 
lowered tariffs on import of equipment. *The larger 
task of the budget is to provide growth impetus and 
a window for India's undoubted entrepreneurial en- 
ergies," says R. Seshasayee, Managing Director, 
Ashok Leyland. "(These are) currently hamstrung by 
poor infrastructure, excessive pre-emption of taxes, 
and bureaucracy." According to Seshasayee, Singh's 
budget does that admirably. 

For the record, Budget '03 also halved the 5 per 
cent surcharge on corporate taxes, but India Inc. 
was so busy gushing over every other aspect of 
Singh's presentation that it wouldn't have mattered 
even if it hadn't. 


The Quest For Growth 

Economist, he may not be as he reiterated, time and 
time again in the course of a television interview soon 
after presenting the budget, but Singh possesses too ast- 
ute a mind not to have worked out the details of how 
his manoeuvrings will result in that Holy G all finance 
ministers seek, growth. His reasoning: the emphasis on 


Surcharge of 5% on personal IT removed - 


46 BUSINESS TODAY MARCH 16 2003 


NITE Seagram's 


100 PIPERS e 


Above it all 





— М LN e 
ON ) SLANE ) 
] J f / | / 
ў кї 
ri m / | J 
LÀ] NA WB 


infrastructure should result 
in a Keynesian payoff down 
the line; up-beat consumers 
should consume more, res- 
ulting in increased demand; 
and a confident industry will 
increase investments, creat- 
ing more jobs. Put simply, 
the Finance Minister is bet- 
ting that all this will result 
in growth and that growth, in 
turn, will render the fiscal 
deficit irrelevant, if not next 
year, then a few years later. 
“This is a pro-growth budget 
that still manages to widen 
the tax base,” says P.K. Basu, 
the Singapore-based Chief 
Regional Economist of in- 
vestment bank С$ЕВ. Nor 
does the high fiscal deficit 
worry economy-watchers like 
Andrew Holland, Executive 
Vice President, DSP Merrill 
Lynch. *I am not concerned 
with the high fiscal deficit," 
he says. “It has always been 
high and it is manageable." 
Not everyone is as san- 
guine. The budget lacks a 
clear reforms design, says 
Ruchir Sharma, Managing 
Director, Morgan Stanley, 
who believes industry's ir- 
rational exuberance stems 
from its relief at some of 
the harsher гесот- 
mendations of Dr Kelkar 
not being implemented. 
That could well be the case. 
All is not well with the 
power sector—India added 
less generating capacity in the past five years than it 
did between 1988 and 1992—and nothing Singh 
has talked about will change that. And Paul Rawkins, 
a Senior Director at Fitch Ratings, believes "the 
(growing) fiscal deficit underpins the lack of political 
will to address fiscal consolidation. With growth 
slowing and a general election due in 2004, the 
government is caught in a difficult dilemma: on the 
one hand, it is anxious to pump-prime the econ- 
omy but, the parlous state of public finances means 
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Rajnath Singh: A happy 


WHO 010 HE LISTEN Т0? 


Finance Minister Jaswant Singh must have been torn between the Kelkar panel's 
ideal recommendation on taxes and Rajnath Singh's populist taka. Guess who won? 
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that it has virtually no room to do so.” The political 
will (or lack of it) that Rawkins refers to is evident in 
Singh’s silence on issues such as user charges and 
labour reforms and his talk of lowering the burden of 
subsidies on one hand while simultaneously raising 
food subsidies to around Rs 28,000 crore. Keep go- 
ing down this path, warn people like Rawkins and 
Sharma, and the fiscal deficit could keep increasing. 
Growth may be the only way out. Il 
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BUDGET 


Feli 28: Just Cricket 


Forget Jaswant Singh's file, Mandira Bedi's tri-colour bangles and other 
accessories are a bigger hit. 


F THE INDIAN CRICKET TEAM COUI 
a metaphor for Jaswant Singh, and 
Union Budget 2003 a metaphor for 
the icc World Cup, the stockmarket's 
reaction to the Finance Minister's two 
and-a-quarter hour monologue could be 
akin to India's performance against upsta 
rts Holland. Just as India won that match in 
an unspectacular fashion, the BSE Sensex on 
Budget Day did end in the black, but the 
upward movement wasn't too different 
from the way the Indian captain moved his 
feet—tentatively and scarcely 
Apologies for that rather torturous 
cricket allegory, but if February 28 w 
expected to provide some relief from th« 
flannelled fools in South Africa (and 
Mandira Bedi’s tri-colour bangles, amongst 


Vas 


her other ample accessories), it wasn’t 


coming—not at least on Dalal Street. For 
the thin audience that gathered at the 
expansive BSE Convention Hall on the 


first floor of the stock exchange, there 
weren’t too many reasons to burst into 
applause. A few claps did echo when Singh 
proposed the abolition of dividend and 
long-term capital gains tax, but then thos 
sops were all factored in when the Senses 
opened Budget Day with a 30-point jump 
By the time Singh had completed hi: 
speech—whoever let on that it was goin; 
to be a 45-minute affair should be flog 
ged—the index had lost most of thos 
gains. That could only mean some of thi 
expectations built into stock prices pre-Bud 
get had been belied. For instance, most ol 
the corporate sector was counting on Singh 
getting rid of the surcharge on corporat 
tax, but he only halved it to 2.5 per 
Meantime, even the good news tl 


Mr. Hussain from Iraq had grudgingl 





agreed to destroy missiles could do little to 
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prop up the Sensex. One reason 
could be that the news filtered in aro- 
und the time the markets were clos- 
ing on Budget Day. Hours before that, 
rising oil prices and the March 1 
deadline set by Mr. Bush for Iraq to 
disarm had spooked marketmen. And 
that meant only an effort of miracu- 
lous proportions by the FM could send 
the stock indices soaring northward. 

But let’s not read too much into 
the market’s lethargy. Previous 
Budgets have proved that Dalal Street 
isn’t the most accurate of barome- 
ters of budgetary proposals. Two 
years ago, Yashwant Sinha’s Budget 
was greeted by an over-the-top spurt 
in the Sensex, of 177 points. Last 
year, too, Sinha’s do was crashed by a 
143-point drop on Dalal Street which, 
to put it mildly, was an overreaction. 
Against that backdrop, the market’s 
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behaviour this time round actually 
appears rational—something you usu- 
ally don't associate with The Street. 
You could accuse Singh of being 
boring, but given that this could be the 
last Budget before the elections, he 
hasn't done a bad job. Along with 
making the proper noises on poverty 
alleviation, rural development, un- 
employment, and agriculture reforms, 
he also did touch upon promoting 
investment in industry and getting 
back the small investor into the mar- 
kets. Meanwhile, the ballooning fiscal 
deficit and unachieved disinvestment 
targets notwithstanding, there's a 
much more burning question looming 
over the short term: Will India win 
the World Cup? And what will 
Mandira wear tomorrow? After all, 
Budgets will come and go... 
BRIAN CARVALHO 
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BUDGET 


Equity Gets a Fillip 


Equity is back, thanks to the removal of dividend tax, lowering of taxes and more. 


al FINANCE MINISTER 
presented a pragmatic bud- 
get that should make equity in- 
vestors happy. Doing away with 
the long-term capital gains tax 
with effect from March 1, 2003, 
will provide some push to the 
stockmarket. Though the review 
caveat remains, assuming that 
this advantage would continue, 
equities will definitely benefit. 
Removal of dividend tax would 
also attract investments in large- 
cap and mid-cap companies with high dividend yields. 

The lowering of taxes—customs and excise—should 
provide a fillip to industry as such, and spur retail 
investment. After all, a lower tax regime means more 
money in the hands of investors, which is an indirect 
way of helping the equity markets. The reduction in 


benefits for software companies res 
2.13 per cent rise in Infosys, at Rs 4 


IR APOLLO HOSPITALS: went up Rs 
Rs 113 on back of tax breaks for cap ate 
pitals and import duty sops on equipm 
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Bombay Stock Exchange: Repriev 





corporate tax will help the bot- 
tomlines of heavy tax paying 
companies. Avers Milind Barve, 
Managing Director, HDFC 
Mutual Fund: “Initiatives like 
the rationalisation of Custom 
and Excise duties, as well as the 
introduction of Value Added Tax, 
will spur economic activity.” 
The 100 basis point cut in 
small savings is seen as a way 
to divert investments to eq- 
uity markets as high returns 
and assurance on small savings (RBI relief bonds for 
example) have been the main reasons for high in- 
terest rates in the economy so far. Lowering of the 
small savings rate should give that much needed 
boost for the economy to grow. 
SHILPA NAYAK 
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Looking The Part 


Just what is it that's so ‘breakaway’ about Jaswant Singh? Try his sartorial style, for a start. 


A study in contrast: (L t 


13 YOU MISSED THE WEIGHTY NUMBERS 
and the sonorous intonations, 
you couldn't have missed what he 
was wearing. A neatly ironed dark 
grey (nay, near-black)... er... shirt, 
complete with large collars and 
chest pocket flaps. Cut just close 
enough to emphasise his frame, but 
roomy enough to grant him space to 
manoeuvre—with the distinctive 
shoulder epaulettes doing a prefect 
job of projecting the army-man in 
him. *Very military and very African 
safari at the same time," in fashion- 
ista J.J. Valaya's words. Part East, 
part West. No overt elitism. Nor 
any mass identification of the dhoti- 
kurta sort, with all those folds over 
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folds, a tradition honoured since 
India's first FM, R.K. Shanmukham 
Chetty's budget of November 26, 
1947. Of course, V.P. Singh's Sher- 
wani-with-fur-cap was a notable exce- 
ption. Manmohan Singh wore a 
kurta-pyjama with a Nehru jacket. 
P. Chidambram, a classic Tamil vesti. 
And Yashwant Sinha? Kurta-pyjama. 

Singh, in contrast, is a man of 
rare sartorial predilections. A man 
who's conscious of what he's wear- 
ing, and stays in control of every 
aspect of his demeanour, be it his 
gentle jokes (Einstein couldn't fig- 
ure out taxes, he remarked) or dig- 
nified patience with rude interrup- 
tions (there were quite a few of 





those). What, after all, would one 
expect of a man who'd go horse- 
riding only in propah breeches? 
Ask Raghuvendra Rathore, fash- 
ion designer to the FM, and he tells 
you that all he does is translate his 
client's character. What makes the 
job all the more satisfying is the 
man's "intense values". So when 
you see him, you know him—in a 
manner of speaking. "Singh's style 
personifies not only his appreciation 
for the classic personal style," exp- 
lains Rathore, *but also marks the 
inherent chic that cannot be bought 
or hired. Rather, it is inborn, and 
grows with character and life." 
MOINAK MITRA 


Эн EE er Ta) NN 





Feels good to be rated the best. 
Feels even better inside one 


Reader Rating as the Best Car in the premium segment 
irt 


19 


20 17 





16 











Mercedes 


SkodaOctavia 
E-Class 


Mercedes 
S-Class 


- 


Also rated the Best Luxury Car by BBC Wheels 
Highest APEAL rating ever conferred by J.D. Power for any car in India 
Not to mention the Best Car rating by over 5,000 discerning owners 


The most well-built luxury car. 
In 1.9 Turbo Diesel and 2.0 Petrol 


SkodaOctavia 


www.skoda-auto.co.in 





Available as OctaviaAmbiente and OctaviaElegance 


Always insist on genuine SkodaAuto spare parts and accessories, available at authorised Sales and Service centres. Accessories shown may not be part of standard equipment 
SkodaAuto India Private Limited. E - 76, MIDC, Waluj, Aurangabad 431 136. Tel: +91-240-552941-43. Fax: +91-240-552944 


Authorised Sales and Service: AHMEDABAD: Tel: 6841049-51. BANGALORE: Tel: 5588255/88/99. CHANDIGARH: Tel: 639275-77. CHENNAI: 
Tel: 22301122/33. COCHIN: Tel: 2338214/15. DEHRADUN: Tel: 2677391, 2678287. GOA: Tel: 2409279. Mobile: 9822120578. GURGAON: 
Tel: 2399160, 5010920-24. HYDERABAD: Tel: 55827007. KOLKATA: Tel: 24398373. Mobile: 9831082025 LUCKNOW: Tel: 2636148, 2635771 
LUDHIANA: Mobile: 9814400991/92. MUMBAI: (Chembur) Tel: 55975177-82. (Prabhadevi) Tel: 56628800. NEW DELHI: (Mathura Road) 
Tel: 51678100-105. (Najafgarh Road) Tel: 25918880-83. (Okhla) Tel: 26815982-86. PUNE: Tel: 5660961, 5664190. Soon in other cities 


Панж ЕР 02/320 





| т 


What They Said 
CEOs, their annual budget predictions, 
and ر‎ ось, 


i 1999 4 | Ds =, 
RAHUL BAJAJ: “The economy will get a boost 
when there's political stability.” 

K M BIRLA: “Sops to housing could spur 
other sectors like steel and cement.” 
DEEPAK PAREKH: “The budget clarifies, con- 
solidates, and cleans up a number of issues.” 
RAJAN NANDA: “Changes in taxation will end 
up disturbing the consumer.” 

The Outcome: The GDP grew 6.1 per cent in 1999-2000 









RAHUL BAJAJ: “The budget proposals 
help achieve 7.1 per cent growth rate." 
K.M. BIRLA: “The budget won't retard 
economic recovery and globalisation.” 
DEEPAK PAREKH: “The budget has been 
disappointing. It won't achieve much.” 
RAJAN NANDA: "The Budget should have a 
catalytic effect on reforms and growth." 
The Outcome: The GDP grew 4 per cent in 2000-01 







RAHUL BAJAJ: “The feel-good factor is back 
and this will kick-start the economy.” 

KM. BIRLA: “The budget is a positive one, 
focusing on the growth platform.” 

DEEPAK PAREKH: “It is much better than 
what most expected.” 

RAJAN NANDA: “The budget will spur growth 
and revenue collection.” 

The Outcome: The GDP grew 5.4 per cent in 2001-02 


RAHUL BAJAJ: “From a macro standpoint, the 
budget is very positive and growth-oriented.” 
KM. BIRLA: "I believe Mr Sinha has done ће 
best he could under these circumstances.” 
DEEPAK PAREKH: “It has saddled the 
individual tax-payer with a greater burden.” 
RAJAN NANDA: "It has come as a big 
disappointment." 

The Outcome: The GDP grew an estimated 4.4 per cent in 2002-03 
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KEY NUMBERS 
From Budget ‘03 


60,00 


That’s how many crores of 
rupees Budget '03 will invest 
in roads and ports 


The new peak duty for Customs. 
Lowered from 30 per cent 


The estimated fiscal deficit as 
percentage of GDP 


The percentage point cut in 
interest rates on small savings 


OFFBEAT NUMBERS 
From Budget ‘03 


SPEECH MAKER (2003): Jaswant Singh 
SPEECH MAKER (2002): Yashwant Sinha 


WHEN EXACTLY (2003): 1100 Hrs, 28.2.03 
WHEN EXACTLY (2002): 1102 Hrs, 28.2.02 


SPEECH DURATION (2003): 135 minutes 
SPEECH DURATION (2002): 106 minutes 


NUMBER OF PAGES (2003): 35 
NUMBER OF PAGES (2002): 36 
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Predictably, Unhappy 


The opposition parties think the FM missed his big chance. 


Т ANOTHER ATTACK ON PEOPLE'S 
livelihood...pro-imperialist age- 
nda," screamed a press release from 
the Communist Party of India (Mar- 
xist) in reaction to Jaswant Singh's 
first budget. The party's other com- 
plaints: the increase in FDI limit in 
private banks would lead to “de-Ind- 
ianisation" of the sector; there is not- 
hing in the budget for the farmers; 
the extra investment of Rs 507 crore 
on Antyodaya would hardly make a 
dent on poverty; and the 50 paise 
cess on diesel will have a cascading 
effect on prices. “It’s a hotchpotch 
budget," said party member Sitaram 
Yechuri. “It will only benefit the up- 
per middle class and big corporate 
houses," added his colleague and Lok 
Sabha leader Somnath Chatterjee. 





Ад 
Original reformer: Manmohan Singh 


The Congress described the 
budget as being “full of token meas- 
ures to deal with what are serious 
problems”. Former finance minister 
and top party leader Manmohan 
Singh blasted the FM for increasing 
the price of urea at a time when 
farmers were facing “acute distress”. 


It also claimed that Jaswant Singh 
had undone what his predecessor 
Yashwant Sinha had done by taxing 
dividends in the hands of share- 
holders. In fact, the Congress (I) 
statement added, “the tax system 
has actually been made more com- 
plex.” Said Jaipal Reddy, a Congress 
spokesperson: “It is not a growth- 
oriented budget because growth 
comes from investment of savings, 
and savings are being discouraged 
by reduction in interest rates.” 

A case of sour grapes? It seemed 
so, given that industry was pretty 
upbeat about the budget. Even 
Dalal Street, despite a volatile day, 
ended the Friday evening with a 
six-point gain in the Sensex. 

VANDANA GOMBAR 





What About The Fils? 


The budget had little for the foreign institutional investors. 


Ў з FINANCE MINISTER LEFT FIIS 
on tenterhooks, with promises 
of increases in sectoral limits, easier 
registration, and generally an easier 
time investing in the Indian stock 
market. So, will the riis take Jas- 
want Singh seriously and loosen 
their purse-strings? Unlikely. For 
one, unlike the mid-90s, net Fir inf- 
lows have been slowing. For exam- 
ple, less than Rs 1,300 crore of net 
FII money came into the stock mar- 
ket between January and February 
this year, compared to Rs 2,389 
crore in the same period last year. 
Says Ruchir Sharma, Managing 
Director, Morgan Stanley (India): 
“The budget is good at the micro 
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level, but at the macro level there is 
no grand design. I don’t see major 
changes either way (in inflows or 
outflows).” 

But nobody denies that the bud- 
get is laying the ground for more Fil 
investment. DSP Merrill Lynch’s Alok 
Vajpeyi points to the proposed inv- 
estment in roads and ports as some- 
thing that will have a positive impact 
on perception. U.R. Bhat, Director, 
J.P. Morgan, believes that the 
change from “a band-aid approach 
to reforms to some sort of minor 
surgery” will boost ЕП confidence. 

There are others who feel that 
the introduction of VAT, rationali- 
sation of interest rates, and fiscal 


consolidation at the Centre and 
State are all factors that should 
make foreign institutional investors 
happy. Already in 2003, according 
to US-based emerging market funds 
research firm Emergingportfolio.com, 
several emerging markets funds are 
bullish on India. But for more 
money to flow in, the economy has 
to rev up and a wider range of 
industries and companies must 
shore up its earnings. At the least, 
they must perform better than 
comparable markets. Therefore, 
while the Fis won't go away, Dalal 
Street won’t have them falling 
over each to invest either. 
ROSHNI JAYAKAR 
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Epicenter Blue Star Infotech... 


One Vision. One Mission. One Address. 


Hiranandani Business Park 


Powai, Mumbai. 


Keen customer focus, an ability to look into future 
demands, right balance between functionality and 
variability have made Hiranandani Business Park the 
most preferred business destination of Mumba 
No wonder, top fifty of Fortune 500 companies 
the largest of MNCs are part of the 75 corporates wh 
share this address in common. Their goal is to grow, as 
our goal is to give them a conducive work environment 
to achieve this growth. The reason why clients from 
diverse industry segments like FMCG, Engineering 
Shipping, Pharma, IT & ITES find Hiranandani Business 


Park a perfect solution for their needs 


Easy Accessibility: Infrastructure: World of conveniences 


e Proximity to International, Domestic © Dual-feed power supply from ТАТА & available in the Business Park: 


Airport & Highways e Easily accessible BSES * Fiber optic cable backbone • 6 banks & ATMs • RODAS - an Ecole 
by Rail & Road e Major growth centers in • Digital exchange in the vicinity e Large hotel • 24-hr. coffee shop * Mult 
the vicinity like SEEPZ & MIDC • 8 five- floor plates - upto 30,000 sq. ft., per floor Speciality hospital (Under Construction) 
star hotels. • Residential leasing options available 


Over 1 million sq. ft. of Commercial Property already developed. 


Offices available on lease / outright basis. Area 1000 to 2,50,000 sq. ft. 


Olympia, Central Avenue, Hiranandani Business Park, Powai, Mumbai - 400 076. 
E-mail: pathare.ashutosh 9 hiranandani.net * website: www.hiranandani.com 


Tel. : 2576 6734 / 45 * Fax : 2570 6444 Hiranandani 
Ashutosh : 9821054714 * Anil : 9820235991 creating better communities 





SECTORS 
BENEFITING THE 
MOST 


E CARS 


Cars will become cheaper due to an 8 per cent reduction in 
excise duty, to 24 per cent. Price cuts will be in the range of 
Rs 10,000-40,000. The price of Maruti 800, for instance, is 
likely to reduce by Rs 10,000 to Rs 11,000 while B-seg- 
ment cars like Hyundai Santro and Tata Indica would become 
cheaper by Rs 17,000 to Rs 20,000. Cars will also benefit from 
the reduction in the peak rate of customs duty. 


ПШ GEMS AND JEWELLERY 


Import duty on rough diamonds, semi-precious stones and 
coloured stones has been scrapped. Duty on polished gems is 
down to 5 per cent from 15 per cent. Import duty on gold is down 
from Rs 250 to Rs 100 for 10 gm (for serially numbered bars). 
This brings down the cost of production for the sector. Income tax 
exemption has been extended to cutting and polishing units. The 
exemption was earlier applicable only to jewellery makers. 


E SOFT DRINKS AND BISCUITS 


Excise duty has been cut by half to 8 per cent for biscuits and 
boiled sweets. Cold drink manufacturers also stand to benefit 
with the excise duty having fallen to 24 per cent (from 32 per 
cent). Biscuit manufacturers are expected to reduce prices 
by 6-7 per cent, while cold drink prices could fall by 5-6 per 
cent. The move is seen as a major boost for both product 
categories. Of course, the housewife is smiling too 


II PHARMA AND HEALTHCARE 


The hospitals sector will benefit from tax benefits for long- 
term financiers and higher depreciation of 40 per cent for life sav- 
ing medical equipment, which will also attract lower import duty 
of 5 per cent (against 25 per cent earlier) and exemption from 
сую (and excise duties in some cases). To boost R&D, tax holiday 
period has been extended and customs and excise duties waived 
for clinical trial drugs. 


E HOTELS 


Tourism is one of the thrust areas in the budget and the 
biggest beneficiary is the hotel industry. The budget has with- 
drawn the expenditure tax, continued to exempt hotels from serv- 
ice tax and reduced the customs duty for imported equip- 
ment. The FM has requested the state governments to do 
away with the luxury tax for hotels. In addition to this, 
government staff will now get back their ita benefits. 
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Whether you're importing wool for carpets, chips for 
computers or finished products for your customers, DHL 
makes the whole process more efficient. We can collect your 
shipments from more countries than anyone else. We'll put 
you in control of your goods direct to their destination. You'll 
have a single partner with proven customs expertise taking 








DHL Import Express is the preferred choice of all industrie 
Ancillaries, Entertainment, Media, Pharmaceuticals, Chemicals 
Aerospace, Precision Manufacturing 


Garments, Tex 
Defense 


Construction, Plastics 
Precision Engineering. Transportation Equipment, Agriculture a 





Before we export the carpet we import the raw materials. 


complete responsibility for all of your shipments worldwide. 
Deliveries will be faster. Costs fixed up front. 
simplified. And you'll be billed in Rupees in one clear invoice. 
Find out how DHL Import Express can improve the way you 
import. Call Toll Free on 1600 111 345 or log on to 
www.dhl.com 
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Yahan petrol Ke saath 
vishwas bhi milta hai 


Jackie Shroff 











Look for this sign at aii isp petrol 
stations. Your guarantee of 100% quantity and 
quality. At an IBP pump you can be sure that your trust is 
rewarded by the purest of fuel, filled in to the exact quantity 
you paid for. With over 90 years of trust, this promise comes 

to you from the nation's pioneering petroleum company. So 

you get the best ever value for your money, time after time 
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CEOs on what the 


budget hasn't done. 


- UNFINISHED AGENDA 









NIALL S.K. BOOKER 

"| would have liked a more 

radical overhaul of the tax 
structure" 








A. VELLAYAN, 


“On the agriculture front, the 
budget has proved to be a 
disappointment” 


ASHWIN DANI, VG & MD, ASIAN PAINTS 
“At the least, we were ex- 
pecting the surcharge on cor- 
porate tax to go” 








RAJSHREE PATHY, | 


“The sugar industry has been 
neglected time and again by 
the government” 







SUNIL KANT MUNJAL, N 


"| clearly would have liked to 
hear a litte more on the phas- 
ing out of central sales tax” 









K.V. KAMATH, | 

“The budget could have gone a 
step further in reducing excise 
duties to stimulate growth” 


RAGHAVENDRA RAD, | 


“Much more could have been 
done on the R&D front to 
"^ make us globally competitive" 









"It's a domestic E idet with 
little to help our global (manu- 
facturing) competitiveness" 


JAGDISH KHATTAR, MI 

“The budget had nothing on 
oil subsidies to mark further 
move away from APM” 








RAVI UPPAL, | 


“| was thinking they'd do 
something about MAT and 
power sector reforms" 
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TEAMSPEAK 


What the FM's core team said of Budget '03. 





Jaswant's A-team: The brains behind the Budget 


$. NARAYAN/ Finance Secretary 


“The simplification of the tax structure 
will incentivise growth in the manufacturing 
sector and bring about a robustness in 
macroeconomic conditions” 


0.8. RAD) Revenue Secretary 


“The revenue targets have been 

set with long-term fiscal consolidation 
in view rather than based on 
short-term considerations" 


ASHOK LAHIRI) Economic Advisor 

“If the policies specified in the "paanch 
priorities” are adhered to, then there is 
every chance of containing the fiscal 
deficit at managable levels” 


VIJAY KELMAR/ Author, Kelkar Report 


"The indirect tax structure is in line 
with modern practices and will 
bring about transparency in 

the system" 
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The perfect setting 

counts in the way 

your vison of life 
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Central Park provides 
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you create. 
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Live life from the driver's seat. 


For those who like to lead, there's just one seat worth taking. The seat behind the Ford Monc 
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With the promise 


«А2524. 


of the finest driving experience ever. Indeed, the word finest is used with deliberation. For the Ford Mondeo is the Car of ће Year qd rive П 


year after year, across the U.K, Germany, Singapore and India. Call now for a test drive. Take the seat that's aot your name on it 
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Should India inc. Be Smiling? 


There's lots in Budget '03 that should make Corporate India feel happy. 


ITHIN MINUTES OF FINANCE 
Minister Jaswant Singh finish- 
ing his 135-minute budget speech, 
the сп Director-General Tarun Das 
had a huge grin on his face. “(The 
budget) is great, it has outlined new 
strategies for growth,” he gushed. 
That was corporate India’s first re- 
action to Budget ’03. India Inc., as 
much as the Finance Minister him- 
self, is pinning its hopes on just 
one thing: that the excise cuts an- 
nounced across a range of con- 
sumer products (including tyres, 
soft drinks, cars and air-condi- 
tioners), coupled with lower in- 
come tax and cuts in small sav- 
ings, will stimulate demand. 
Maruti Udyog’s CEO Jagdish 
Khattar announced within minutes 
of the budget that the largest car- 
maker in the country would ann- 
ounce price cuts the following day 
(BT went to press ahead of that). 
Consumer durable companies, espe- 
cially makers of air-conditioners, 
were projecting higher sales this 
summer. And Anand Mahindra, 
Vice Chairman and Managing 
Director of Mahindra & Mahindra, 
was projecting double-digit growth 
for the beleaguered auto industry. 
As Analjit Singh, Chairman, Max 
India, put it, “If the consumer res- 
ponds, everything will come up.” 
The industries that gained the 
most were textiles and healthcare. 
S.P. Oswal, Chairman and Mana- 
ging Director of Vardhman Spin- 
ning, praised the Finance Minister 
for introducing a comprehensive 
package for the industry, and clai- 
med that this would help make the 
industry more competitive. Ind- 
eed. The budget lowers excise duty 
on polyester filament yarn from 
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The B-day at FICCI: The 


32 to 24 per cent; on all knitted 
cotton fabrics and garments from 
12 to 8 per cent; and removes the 
scheme of deemed credit. More 
importantly, the Finance Minister 
proposed a mechanism for re- 
structuring debts of healthy and 
potentially viable textile units. 
Healthcare industry received 
special attention too. As the Finance 
Minister explained, his aim is to 
make healthcare affordable to the 
masses and make India a global 
health destination. The result: a 
large dose of sops to the sector. For 
starters, financial institutions that 
lend to private hospitals (with 100 
or more beds) will be able to claim 
tax benefits under section 10 (23G) 
of the Income Tax Act. Then, the 
rate of depreciation on critical med- 
ical equipment has been increased 
from 25 per cent to 40 per cent. 
And Customs duty on certain life 
saving equipment has been lowered 
from 25 per cent to just 5 per cent. 
Besides, spectacles and some drugs 
should be cheaper in the market. 
Said Prathap C. Reddy, Chairman, 





Apollo Hospitals Group: “The 
Finance Minister has addressed all 
the three pertinent issues in health- 
care: access, mechanism, and FDI.” 
There was some disappointment 
on the corporate tax front. For 
example, industry expected the sur- 
charge on corporate tax to go, but it 
has been halved from 5 per cent 
to 2.5 cent. The increase in services 
tax from 5 to 8 per cent is also an 
issue, as is the introduction of a 
12.5 per cent dividend distribution 
tax. Surprisingly, though, few indus- 
try captains were complaining 
about it. Said Rahul Bajaj, 
Chairman and Managing Director, 
Bajaj Auto: “If there are five things 
that benefit you and only one 
where you lose, you cannot really 
complain. By and large, nobody 
loses out in this budget, besides 
growth has received a stimulus.” 
If consumer spending does grow 
because of the cuts in excise duty 
and investment in infrastructure, 
India Inc. will likely end 2003-04 
with more black on its bottomline. 
DEBOJYOTI CHATTERJEE 
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BUDGET 


ould Marketers Take Heart? 


Marketers of branded products couldn't really have asked for a better bonanza. 


ONSUMER CONFIDENCE. IN TWO 

words, that was what was on 
many a marketer's mind, as the 
Budget got underway. Expectations 
had been honed by Jaswant Singh's 
much bandied-about promise of 
“Greater spending power in the 
hands of all our citizens". In the 
interests, of course, of 'gross na- 
tional contentment'—of which con- 
sumption of branded products, dare 
one say, is an increasing part. 

Did the FM live up to the prom- 
ise? Oh, yes. “In an overall global 
negative environment," says 
Nabankur Gupta, Group President, 
Raymond, “I guess this has been a 
path-breaking budget.” 

Simply put, with inflation no 
longer a worry, the rupee is going to 
go much farther. All the income 
tax measures ought to put more 
money into the average housewife’s 
purse, and if you look at this in the 
context of his gallant excise-slashing 
moves, you'd be rushing to jack up 
your sales targets for the year. Cars, 
perfumes, pressure cookers, soft- 
drinks, air-conditioners, tyres, bis- 
cuits, garments, audio cassettes, 
CDs—you name it. If it's part of the 
emerging consumption group life- 
style (the classic target group for 
almost every branded product), it's 
getting cheaper. And if that hasn't 
gladdened the consumer, the hous- 
ing tax-holiday is to stay very much 
in place, even as that old headache, 
capital gains, is spiked. It all adds up 
to greater consumer confidence. 

Ask marketers. “I can already 
feel positive consumer vibes," says 
Utpal Sengupta, СЕО, Agro Tech 
Foods, “so this budget has achieved 
what it could, the rest depends on 
how marketers take on from here." 


quw . 


Demand-side economics: 


Sometimes, all it takes is a little bit of 
the ‘feel good’ factor for marketers 
to grab and build on—with their 
own reinforcement strategies. “Posi- 
tive sentiment alone is reassurance 
enough for feel-good categories such 
as apparel," says Prakash Nedungadi, 
President, Madura Garments. 

The point, as emphasised by 
Rajeev Karwal, Managing Director, 
Electrolux Kelvinator India, is that 
people will finally start opening their 
wallets. *We have reason to feel 
upbeat," he says, *because money 
will now move from banks to the 
shopkeeper." A lower interest-rate 
environment, as spurred by the cut 
in small-savings rate, ought to help 
consumer finance-driven sales of 
durables. But then, there's a flip side 
to this, as Harsh Mariwala, Chair- 
man, Marico Industries, points out: 
*Lower interest will mean lower 
earnings for the consumer and that 
may spoil the party." 

That brings us to the final 






question. Will the Budget stimulate 
demand on the whole? “No,” says a 
categorical Sullaja Firodia Motwani, 
Joint Managing Director, Kinetic 
Engineering. ^Extra money in the 
consumer's pocket is not substantial 
enough to spur higher sales across 
categories," she reasons. Well, 
maybe larger factors need to work 
for that to happen. The economy is 
a complex animal, you see, with all 
sorts of knock-on effects that come 
to bear in a variety of inscrutable 
ways. So maybe marketers would be 
a tad cautious in jumping for joy. 
Also, the excise cuts in some cases— 
such as soft drinks—will do little 
other than make the current pricing 
structure more sustainable (can a 
five-rupee Coke realistically get any 
cheaper?). But on the whole, con- 
sumer markets are looking up. 
That’s why there’s more ecstacy 
than agony out there. 
SHAILESH DOBHAL & 
DIPAYAN BAISHYA 
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The most important 
strands in Budget '03. 





FOR THE ROAD AHEAD 


W “Paanch Priorities": The leitmotif shows 
that the government is aware of the major 
challenges India faces as a developing 
country. Ergo, poverty and infrastructure 
will continue to be areas of focus. 


W Middle Class Economy: The generous 
cuts in excise—on everything from soft 
drinks to air-conditioners to cars—and 
lower income tax rates should rev up the 
economy's engine: the middle class. 


W Global Alignment: The reduction in peak 
Customs duty from 30 per cent to 25 per 
cent shows India’s commitment to meet- 
ing wro obligations, and to making indus- 
try globally competitive. 


E Inevitable Reforms: The increase in 
urea prices, introduction of var and further 
rationalisation of the Excise structure indi- 
cate that structural reforms will continue, 
even if cautiously and one step at a time. 


li Indigenous Push: The sops to R&D in 
pharma and biotechnology, and new bene- 
fits to the IT industry point to a continued 
thrust in knowledge industries. This is 
likely to keep the services sector clipping. 


WI "De-bureaucratisation": “Beyond 
deregulation, it is more de-bureaucratisa- 
tion that is needed,” so said the Finance 
Minister Jaswant Singh. The one-page 
form for iT return augurs well. 


W No Free Lunches: The increase in service 
tax from 5 per cent to 8 per cent, and the 
inclusion of 10 new services under the 
tax net are an important indicator of the 
tax regime to come. 


W Fiscal Discipline: The plan to introduce 
a cash management system is indicative 
of the government's desire to better man- 
age its expenses. The Centre-state debt 
swapping scheme should also help. 


W Brand India: The setting up of a 

Rs 200-crore India Development Initiative 
to promote India abroad is an acknow- 
ledgment of the need to position the 
country as an investment destination. 


W Political-Economy: All said and done, 
what also comes through Budget '03 is 
the fact that economy—as far as policy- 
making is concerned—will always play 
second fiddle to political compulsions. 
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Cll, Mumbai: Son 


The First Budget of a new FM would surely be 
an occasion to remember—which explains 
Mumbai’s many Budget get-togethers. 


I3 PS BE CLEAR. BUDGET-WATCHING IN MUMBAI IS NOT THE 
same as budget-watching in Delhi. Or anywhere else, 
for that matter. Why? Simple. This is a city that adrenalises 
itself on stock prices, with interest in such sarkari words as 
‘yojna’ well nigh negligible (unless of course this ‘yojna’ gets 
listed). It follows that the best place to watch the Budget 
would be amidst the stock-crazy. In Mumbai, that in- 
cludes industrialists (the people who actually own most of 
those blue-chips). Ideal folk to watch watching the Budget. 
A few minutes past 1100 hours, and FICCI members 
were to be found in rapt attention at the BSE Convention 
Centre—the erstwhile trading ring. A few kilometres away, 
the Chambers atop the Taj was hosting a bunch of rit fund 
managers, while the hotel's Crystal Central had a cu 
gathering (among them, Jamshyd N. Godrej, Suketu Shah and 
Naina Lal Kidwai). Murmurs, sighs, claps... even groans. 
As the budget dragged on, the restlessness was evident. 
For more wholehearted festivity, you'd have to hit the 
3rd floor of Makers Chamber-IV. Yes, the Reliance board- 
room. This is where the Brothers Ambani and their crew 
sat watching the Budget, accompanied by Gujarati 
munchies of the gathia-khakra sort. The peak customs duty 
cut and polyester-related clips saw an eruption of cheers— 
but the spirit was dampened by overall economy nags. 
By noon, the Sensex had gone limp—and the feeling 
spread. The axing of the long-term capital gains tax got 
people to their feet in delight, but the mood towards 
the end was palpably more sombre. As Esselworld's 
Ashok Goel put it, *People expected fireworks", but got 
something of a “non-event”. Maybe forex trader Jamal 
Mecklai did the smart thing by giving up on his cham- 
pagne-and-vadapav Budget parties, in the interests of a 
sober appraisal of a sober book-balancing exercise. 
DIPAYAN BAISHYA 
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Tax Primer 


Everything you want to know about what the Budget has done to corporate and personal tax. 


F YOU ARE A TAXPAYER—TRY IT, IT 

will hurt less post-Budget 2003— 
you should say a quick thank you to 
the finance minister. Most of the 
fears that people had concerning a 
possible withdrawal of housing loan 
interest benefits (Rs 1.5 lakh now) 
and the rebate for investments un- 
der Section 88 (Rs 1 lakh now) 
have proved to be unfounded. The 
tax structure too—another major 
worry—hasn't been tinkered 
around with. What's more, there 
are several positives in Jaswant 
Singh's budgetary package that 
could lead to you actually paying 
less tax. These include: 
m The salaried class will 
benefit immensely because 
there is ап increase іп 
standard deduction. The 3 
new standard deduction 
formula is 40 per cent or 3 
Rs 30,000 whichever is 
less. So if your salary in- 
come is Rs 5 lakh, the 
standard deduction will go 


up from Rs 20,000 to Rs ы 


30,000. Another positive 

of the budget is that the 
standard deduction is allowed even 
to the employees who earn more 
than Rs 5 lakh. They will get a 
benefit of Rs 20,000. 

m Surcharge of 5 per cent has 
been done away with for individ- 
uals whose income is below Rs 
8.50 lakh. But if you are above 
this limit, the surcharge has gone 
up to 10 per cent. 

W Long-term capital gains tax (from 
securities only) has been abolished. 
But this is applicable only to the 
new purchases you make from 
March 1. But this may be reviewed 
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in the next budget. 

B Now you are also exempt from 
paying tax on the dividend you get 
from companies and mutual funds. 
But the companies and mutual funds 
have to pay a dividend distribution 
tax of 12.50 per cent on your be- 
half. The equity oriented schemes 
(with more than 50 per cent eq- 
uity holding) will be exempt from 
this distribution tax for one year. 
m Contrary to expectations, the 
Section 80L benefit (for interest, 
etc) has increased, from Rs 9,000 
to Rs 12,000. Along with this, 
you will get an additional Rs 


MARGINAL TAX RATES 





2000 2001 2002 
Ii Corporate Tax 


3,000 for interest income from 
government securities, so your to- 
tal benefit under this section can 
be as high as Rs 15,000. 

m From April 1 onwards, the money 
you spend on your child's education 
(maximum two children) will be 
treated as an investment under sec- 
tion 88. The limit fixed here is 
Rs 12,000 per child. Not bad. 

m The royalty income received by 
authors is exempt to the tune of 
Rs 3 lakh. 

W The tax rebate benefit for sen- 
ior citizens has also gone up to Rs 





20,000. They don't have to pay tax 
if their total income is below Rs 
153,000. In case the senior citizen is 
on pension, he can also claim the 
standard deduction. So the tax free 
limit goes up to Rs 183,000. 
There are several changes pro- 
posed on the procedural front 
too. With this, scrutiny of tax re- 
turns based on discretion will go. 
Instead, it will be based on “‘in- 
telligent" random selection of 2 
per cent. Taxpayers can expect 
the refund also through ECS. 
Another facility offered is the 
extension of voice response sys- 
tem to more cities, soft- 
ware for preparation of 
returns, electronic filing 
of returns, abolition of tax 
clearance certificate cur- 
rently needed for foreign 
travel, etc. From next year 
onwards, the Finance 
Minister has promised to 
give the facility of one 
page return filing for all 
the individual taxpayers. 
Corporate Tax: The 
Finance Minister has also 
not made any major change in cor- 
porate tax rate and it will remain at 
its present level of 35 per cent. A 
small mercy: The surcharge will 
come down from 5 per cent to 2.5 
per cent. In effect, the overall tax 
rate will fall marginally from 36.75 
per cent to 35.88 per cent. But 
most of the companies are not pay- 
ing tax at this rate because of sev- 
eral exemptions that are available. 
And the budget has retained all 
these benefits (like export earn- 
ings, etc). Sorry, Mr Kelkar. 
NARENDRA NATHAN 
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Planman Consulting is today India's largest must for every achieve 
Multi-interest Indian Multinational consulting Read about 
firm. Our clients include more than 50% of Theory i Management 
Fortune 100 companies. A similar percentage DENS Sem „ Nc 

of MDs, EDs, CEOs, Directors, Presidents and PLANMAN ‚зз - 
VPs of corporate India have taken leadership nathbreaking 


training workshops from our founder : contribution to indian 
management in 


Prof. Arindam Chaudhuri. 


Corporate India is being driven by 
РІаптап Consulting. Don’t be left behind. 


PLANMAN CONSULTING 
MULTI-INTEREST INDIAN MULTINATIONAL 


In strategic alliance with: 


== www.planmanconsulting.com ; E-mail : care@planmanconsulting.com iipm.edu 





SOT 


Take One 
for fast relief 


from carrying bulky floppies and other 






storage devices while travelling. 
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When on the move, carrying important data on floppies of small capacities can be quite painful. Sooner or MICE 
later the symptoms of a cumbersome backup are bound to show. But thankfully the remedy is at hand. The Sony VAI Jl 


Micro Vault digital storage media. Plug it in any USB port and save up to 256 MB of data. It's really small, 


convenient yet powerful. Just pop it in your pocket or string it around your neck and travel tension-free. PLUG & E 


Available in 32, 64, 128 and 256 MB. 





MRP ; Rs. 2,995 (32MB), Rs. 3,995 (64MB), Rs. 6,750 (128MB), Rs. 11,995 (256MB). Please read the instructions on the pack to know the exact compatibility and other important details about your 
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E COMES CHARGING INTO YOUR OFFICE WITH A 
Н: no-nonsense look, waves the other 

executives outside the door with a pre- 
sumption born of urgency, drags up a recently vacated 
chair, and plunks himself down in it. 

“We,” he says, emphasising the plural, “have a 
problem.” 

Of course, you do—if you find yourself reliving this 
scene or one of its familiar variations. The fact of 
the matter is, you're being hustled by a classic office con 
artist. Call him “King of the Molehill.” Or “Queen,” 
as gender certainly plays no favourites here. 

The maddening thing is that every business is in 


the problem-solving mode all the time. The work- 


day is composed of problems. Money is made ac- 
cording to the efficiency with which we deal with 
them. That being the case, you’d think no one 
would get too high on himself for solving one. 
Ah, but not the Molehill King. He’s figured 
out a basic business truth: Nobody pays attention 
to you when things run smoothly. People are 
judged by how they meet challenges. The more 
problems you are seen tackling, the higher you 
are likely go in the regard of the management. 
Most people who have this insight give a nod, 
file it away for later, and never give it a second 
thought. Some people vow to seek out challenges, to 
volunteer to take on extra responsibility. And a very 
few, when the lightbulb goes on, begin to explore 
ways to dramatise themselves and their jobs on a 
more or less continual basis. For them, there’s no 
bump that can’t be massaged into a mountain and even- 
tually problem-creation becomes a preoccupation. 
It’s unfortunate but necessary that one of your 
most important jobs as a manager is to differentiate 
between the truly concerned, but overreacting, em- 
ployee and the cynic. But you have to take on the 
task, and consciously—or run the risk that you'll be- 
come a captive of the King's histrionic episodes 
and make a serious mistake in judgment. 
Some clear signs that you have a Molehill King in 
your organisationinclude: He's the first, and often the 
only one, to see the imminent crisis. The problem is 


SUCCESS SECRETS WW Mark McCormack 


King Of The Molehill 


People are judged by how they meet challenges. So some first create them. 


never simple; in fact the problem is deeply rooted in 
some systemic, hard-to-grasp flaw. The problem al- 
ways interferes with the employee doing his regular 
work. Or, the problem requires postponement of a 
major initiative that is the employee's responsibility. 
He's already managed to fix it, but at great per- 
sonal cost (i.e., missed deadlines). He's the only one 
capable of fixing it because he's brilliant. 

How do you head off and re-direct such a person— 
providing, of course, you want to retain him after rea- 
lising what he's up to? Follow these rules: 

All Urgency is Relative. The first thing to do is set 
an automatic no-crisis circuit breaker within your- 
self. Make it a point to question the urgency of any 
interruption, and evaluate it according to its like- 
lihood and imminence. Better yet, train your as- 
sistant to do this for you. 

Two Heads Are Better Than One. Since your assis- 
tant or secretary won't always be able to evaluate is- 
sues tactfully, you should instigate the “Two Heads” 
rule: Ask every visitor to take a problem to the ap- 
propriate department head or in-house expert, and 
have the two of them report back to you. The prob- 
ability that both are problem-creators is low. 

Your Problem is NOT My Problem. When you 
expect a solution to be present with the problem, a 
surprising number of problems go away. Insist on 
accountability for each problem. 

Efficiency is Not the Goal; Effectiveness Is. Ironically, 
‘efficiency’ is one crack through which a lot of com- 
panies lose focus and time. In the search for more and 
more perfect systems, it’s easy to redirect resources 
away from your primary mission base on someone’s 
promise of future improvements. But, as anyone 
knows who’s ever bought computer software or 
tried to operate a VCR/TV remote, ‘new’ and ‘differ- 
ent’ don’t necessarily mean better. That’s why it’s bet- 
ter to substitute effectiveness—getting the right 
things done at the right time—for the abstract and ul- 
timately profit-blind goal of efficiency. t 





© Mark H. McCormack. All rights of reproduction in any 
form are strictly reserved. 
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Advertisement 


SONY ERICSSON P800 
MULTIMEDIA SMARTPHONE 


Need to schedule an appointment, take a picture, listen to music or simply make a call? 
Now you can do all that and more with a single device - the new P800 from Sony Ericsson. 





Combining business solutions 

like imaging, messaging and 

connectivity in a sleek Tri-band 
3SM mobile, the P800 is your office on the 
зо. So forget about having to carry a mobile 
hone, laptop, PDA and camera all at the 
same time. All that you need is a Sony 
=ricsson P800. 


3et The Picture 


Jse the built-in digital camera to show 
:olleagues exactly what you mean. Choose 
rom 3 image sizes and JPEG, GIF or BMP 
format. Even add text and 
send instantly via MMS 
(Multimedia Messaging 
Service). The P800 also 
makes e-mail handling easy 
and efficient. You can receive 
and view attachments such 
as Word, Excel, Powerpoint 
and Adobe Acrobat 
documents. With the P800 
you enjoy one-button access 
> the web and fast 53.6 kbps downloading. 





Nobile Entertainment 


ake a break from work with a dose of 
»usic by accessing the МРЗ Audio Player. 
т open the Video Player to watch clips 
ownloaded from the mobile internet. You 
an even transfer important image files 
om the Memory Stick Duo. And if you're 
»eling playful, the P800 gives you a choice 


of 4 full-colour games-Solitaire, Chess, 
Stunt Run and Men In Black. 


A sophisticated combination of audio and 
video technology makes the P800 a very 
entertaining companion. 


The Personal Organiser 


Keep up-to-date with the P800's complete 
PDA. Store contact details in the address 
book, schedule your appointments with 
the calendar, take notes and even 
synchronise with Microsoft Outlook and 
Lotus Notes. Based on the advanced 
Symbian OS, the P800 will even 
accommodate future applications. Plus, 
with 12MB on-board 
memory plus added 16 MB 
Memory Stick Duo, you 
can leave the briefcase 
behind. And it's the only |Æ 
mobile to offer Hand- 
writing Recognition. 
Simply grab the stylus and 
open the flip for a generous 

208 x 320 pixel touch-screen display in 4096 
colours. 





A Complete Multimedia 
Smartphone 


The P800 is essential office equipment. Not 
only does it keep your workday organised 
with a Personal Digital Assistant, it also 
gives you added productivity with unique 


Q Sony Ericsson 


features like its built-in camera, audio/video 
functionality and Bluetooth™ compatibility. 


With all these features in a compact design, , 
the P800 fits as nicely into your palm as it — : 
does into your lifestyle. . 


It's all that you need. в 








-WAY JOGDIAL Feeling impatient? Just use the 
ogdial. It gives you one-button, single-handed 
ccess to all your favourite features. Eliminating 
зе inconvenience of hunting around when 
ou're in a hurry. Combine the Jogdial with the 
tylus for lightening quick inputs. 


ARGE 12+16 MEMORY Information overload? 
lot a problem. In addition to its built-in 12MB 
»emory, the P800 comes complete with a 16MB 
^emory Stick Duo. This handy flash card lets you 
ack up files and exchange content with ease. So 
ext time you can bring along MP3s, Word files 
nd more! 








FLIGHT MODE Using any mobile on a plane is out 
of the question. But activate the P800's unique 
Flight Mode and you'll still have full access to the 
phone's organiser, audio/video player, digital 
camera and 3D arcade games. Letting you stay in 
the know, while on the move. 


MULTI-BROWSER SUPPORT Internet 
dependent? The P800 keeps connected to the 
information highway with the Symbian operating 
system. Whether WEB or WAP XML or cHTML, 


‘the P800 assures fast and instant access. Add the 


ability to customize with new applications and 
you're ensured you'll never be left stranded. 





‘thorised Distributor: Salora International Limited, NORTH; Delhi: 
fandhar, 274093 / 9814214260, 


51614326 / 51614327 / 26388580 / 9811195549, Noida: 95120-2510218 / 19 / 9810001178, Chandigar 645627 / 604639 / 9814014256, 
Chennai: / 9844005068, 


4260, Jaipur: 2366481 / 2370023 / 2371620 / 9829014189, Lucknow: 2788595 / 2788862 / 9839011357, 


9840045522 / 9840195195, Bangalore: 5504003 / 5521659 


SOUTH; 
‘derabad: 27802073 / 27800094 / 9849042174, Cochin: 371850 / 360943 / 9846035385, WEST; Mumbai: 23886570 / 23861930 / 9820523772, Pune: 4219511 / 4219512, Nagpur: 533301 / 552008, Ahmedabad: 6441289 / 291 / 
24008953, Indore:5029161 /22562261 / 9826023108, Raipur: 5055336 / 2432776 EAST: Kolkatta: 22374953 / 22370805 / 9830092472, Patna: 662662 / 9835007145 
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With companies such as HP, Microsoft, Red Hat, 
NIIT, and Reliance putting serious money into it, 7 
the vernacular computing market in India looks set 
to bloom in 2003. BY PRIYA SRINIVASAN 


э Wary 
ач, aem 
55, S55 








$ REVOLUTIONS GO, THIS IS A QUIET ONE. IT HAS ITS BEGINNINGS IN 

hundreds of villages such as Madantusi in Uttar Pradesh, where La n gua ges 

children exposed to computers and the net have their own unique lex- R U 

icon, dumroo (drum in Hindi) for the hourglass icon and sui (needle) S 

for the cursor. Sify and Rediff, portals with local language sites : 

and Hindi-site Webdunia (its user base has almost trebled from Several companies are я 
426,310 to 12,44,493 since 2000) are card-carrying members. And converts to the working on language | 
cause include the likes of HP, Microsoft, Red Hat, Reliance, C-DAC, and Mumbai-based computing projects. 
start-up Netcore Solutions. Welcome to the great Indian language computing offensive. i | 

Efforts to take computing to the masses are as old M инш itself but it is © Reliance Infocomm: 

the internet—and the hundreds of web-based applications following in its wake— It plans to launch 
that has endowed them with a sense of relevance and purpose. The most visible a language-enabled 
manifestation of this is content (See Why Language Makes Sense). “The internet is CDMA handset 
a self-organising system,” says Sugata Mitra, the Chief Scientist at computer ed- 
ucation firm Nirr—Madantusi is one of the 100-odd villages covered under its © Netcore Systems: 


Minimally Invasive Education initiative. “As content providers see enough people Its language- { 
to cater to, they begin to cater to them; what we are seeing now is the beginning enabled Pc, Emergic | 
of the movement.” And with the net breaking the ice with a hitherto computer-shy Freedom, will be 


audience, companies are queued up in the wings with their own vern versions. launched later this year 


The Engine Inside © Microsoft: 
Software is an obvious gambit. By 2003-end Microsoft will launch Hindi ver- The company will 
sions of Windows xp and Office 11. Around the same time, if not earlier, Red init i 

1 : PIS : . launch Hindi versions 
Hat will be out with a Hindi-enabled version 9.1 (built around Linux). Both are : 

Е : : : - : of Windows xp and 
priced offerings but Red Hat’s software can, unlike Microsoft's, be copied on Office 11 by 2003-end 
to several machines. After all, Red Hat is an advocate of the Free Software, or ce 11 by en 
Open Source Software movement. Several hundred developers who swear by Open @ HP Labs India: 
Source are working towards making the layers that go over the operating ; ; 

i ү; It will start testing 
system support local languages. Part of the umbrella GNU (a recursive acronym rts of its Directed 
that stands for GNU's Not Unix) system this includes the GNOME layer (GNU pa ori irec : 
Network Object Model Environment), a sort of Windows-like desktop system Dialogue System na 
for non-Windows environments and the Graphical User Interface (Gul). month; and its 
Scriptmail is in the 
works 


_ 2" 


The former Indiaworld man will soon launch a PC branded Emergic 
Freedom that will be enabled in Hindi—from Operating System to Q The Simputer: The 
Graphical User Interface. Prices will start as low as Rs 5,000. 


device has a GNU/Linux 
embedded system with 
local language support 

RAJESH JAIN 

MANAGING DIRECTOR d C-DAC: 4 
АОРТИ It is planning а j 
commercial launch of 1 
its net-enabled pocket А 
translator 


@ Red Hat: 

It will launch a 
Hindi-enabled 9.1 
version (Linux) in the 1 
next six months 
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It's Simply A Matter 
Of Numbers 


Sify's Page Views On Language Portals 






5,00,000 
al 


1,80,000 
3,50,000 


1,00,000 








3,00,000 
1,00,000 





Hind 1,25,000 


19 Page views (Dec 2000) W Page views (Jan 2003) 


KULDEEP BHARDWAJ 


Linux is one kernel around which GNU systems 
are built—the Free Software Foundation has its own 
kernel of choice, HURD—and most local language 
experiments use it. “We see a definite demand for loca- 
lisation and from a Linux standpoint a lot of work is 
happening since anyone can take on this work,” says 
Javed Tapia, Director, Red Hat India, referring to 
the fact that any developer is free to participate in the 
movement to provide local language support on the 
GNU/Linux system. The result is a rash of activity 
among developer communities (and companies) across 
the country (See Languages R Us). “GNU systems are 
becoming very popular at both at the government 
and enterprise level—it’s not just about cost, the tech- 
nology helps us to share, distribute and improve; that 
these systems are economical is incidental” says 
Nagarjuna G., Director, Free Software Foundation of 
India and a scientist at the Tata Institute of 
Fundamental Research, Mumbai. 

Several governments (and arms of governments), 
non-governmental organisations and educational in- 
stitutions are currently working on Open Source support 
for languages. Microsoft’s reaction to a body of work 
that could change the face of the market is predictable. 
“Drill down a little on the Open Source work and you 
will find a reinvention of the wheel,” says Raveesh 
Gupta, Program Manager, Localisation, Microsoft 
India. “Why replicate all the work on another platform?” 

The real issue, according to Gupta, isn’t about 
who is doing what, but about adopting a common 





standard for application development. The man isn’t far 
off the mark—this is the refrain of anyone involved in 
creating language software. The problem is that deve- 
lopers of Indian language software have been follow- 
ing proprietary standards. That means data stored in 
one software cannot be transferred to another, at 
least not without expending time and money. That goes 
against the cross-platform philosophy that resides at the 
heart of computing today and has raised the hackles of 
anyone involved with local language computing deve- 
lopment. “It is a big issue. Without some agreed-upon 
standard, even simple things we have come to expect 
from most applications, like cut-and-paste are not 
possible” says San Francisco-based Tapan Parikh, the 
founder of EkGaon a company that develops Indian 
language websites and applications. 

There is a solution—the adoption of the Unicode 
standard for all Indian languages. For those who came 
in late, Unicode is a standard that represents characters 
as integers. The widely used ASCII (American Standard 
Code for Information Exchange) code uses 7 bits for 
each character; Unicode does 16. Ergo, it can represent 
some 65,000 unique characters, making it just the 
thing for a multi-language pan-Indian software. 

The problem is that developer groups working on 
some Indian languages feel Unicode does not support 
some fundamental characters. The government has now 
stepped in and is trying to resolve the issue. “We are in 
the midst of a trial or suggested version of Unicode. There 
is no controversy, but some southern languages need 
more number of letters and combinations, they need 
more space. Also there are more samyuktaksharas 
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JAVED TAPIA, 


DIRECTOR 
RED HAT INDIA 





The open source solutions provider sees Linux being at the core of several language 


computing initiatives and will launch a Hindi-enabled version—Red Hat 9.1 soon. 
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Where 10 million citizens live. happily. 
Where funds are in excess of Rs. 15,000 crores. 
Where everyone has peace of mind. 


And where there are smiles all around. 


Welcome to UTI country. 


Welcome to the new UTI. 

Where 10 million people come together, you have а с 

And the people at the helm have an awesome respons 

To ensure thatits “utizens” are well taken care of 

their needs are met. In UTI country, 54 branch offices a 
spread across the length and breadth of India. Where 
10,000 agents and 243 Chief Representatives work 

for the investors’ welfare. And as with any other country 

is changing too - to be in step with the changing time 
Getting the best minds to conduct in-depth research 
your investments get good returns. Using satellit 
technology and the internet to ensure that information 
available а! (Һе click of the mouse. Ensuring complete 
transparency for our investors. What does all this mean t 
you? Simply this - better services, and better fur 
management leading to complete solutions for all your 


financial needs 


UTI country. Have you moved in yet? 


UTI Mutual Fund 
The new UTI. Ready for tomorrow. 


GISTERED OFFICE: 13, Sir Vithaldas Thackersey Marg, New Marine Lines, Mumbai 400 020. STATUTORY DETAILS: UTI Mutual Fund has been set up as a Trust under the Indian Trust 
, 1882. SPONSORS: The State Bank of India, Punjab National Bank, Bank of Baroda and Life Insurance Corporation of India. TRUSTEE: UTI Trustee Co. (P) Ltd. (incorporated under the 
npanies Act, 1956). INVESTMENT MANAGER: UTI Asset Management Co. (P) Ltd. (incorporated under the Companies Act, 1956). RISK FACTORS: All investments in mutual funds and 
urities are subject to market risks and the NAV of the funds may go up or down depending on the factors and forces affecting the securities markets. There can be no assurance that the 
id's objectives will be achieved. Past performance of the Sponsor/Mutual Fund/Scheme(s)/AMC is not necessarily indicative of future results. The names of the Schemes of UTI Mutual 
id do not in any manner indicate the quality of the scheme, its future prospects or retums. Please read the Offer Document of the respective Scheme before investing 
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HP Labs India is working оп a language access device called Scriptmail that 
enables mail to be written by hand and carried over the net. 


(combined letters) in these languages,” says P.K. 
Chaturvedi, Director, Ministry of Information 
Technology. Still, Unicode won't solve a bigger problem 
threatening the spread of language computing—access. 


Where's The Chassis? 
Access has long been a hurdle to the spread of computing 
in India. Some analysts reckon Pcs will have to cost a sev- 
enth what they do now before computing can reach the 
masses. That's where Mumbai-based Netcore Solutions 
comes in. The company, promoted by Rajesh Jain—the 
same lucky man who sold Indiaworld to Satyam for 
close to Rs 500 crore—has an altogether different game 
plan to take access to the masses. “We are at the topmost 
layer of the pyramid as far as PC and Net penetration go 
with just about 10 million Net users and 2 million pc own- 
ers,” says Jain. “The next three years will be about reach- 
ing the 100 million mark for net users and how are we 
going to do it? The approach has to be bottom up—it's 
about making technology accessible to people and lang- 
uage is a big component of that.” Jain is currently in the 
process of taking his desktop pc, branded Emergic 
Freedom to the market. One model of the pc that will be 
enabled in Hindi (right from the Os to the Graphical User 
Interface) will be priced as low as Rs 5,000. How does 
Netcore plan to do it? For starters, the pc will run to- 
tally on Open Source software—that cuts out licence 
fees. Then, based on Jain’s belief that most users do not 
really want hard disks, but simple 
access devices that can connect to a 


SRINIVASAN 
RAMANI 
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Scriptmail where mail can actually be written by hand 
and then, through a simple interface, carried on the 
Internet. Another interesting project at HP Labs India is 
the Directed Dialogue System whereby users can actu- 
ally call out questions into phones and have answers 
called out to them from existing databases, thanks to an 
online voice-enabled Indian language system. “There are 
five times as many telephone users in India as Net 
users and this is a system which will make use of that 
existing base" explains Srinivasan Ramani, Research 
Director, HP Labs India. 
Government-run C-DAC is also try- 


network, Emergic Freedom will be a 
network PC of sorts (Netcore is in 
discussions with cable operators and 
other possible partners to create a 
server centric computing environ- 
ment). And finally, the company will 
cannibalise old boxes or discarded 
PCs to really drive down the price. 
Only time will tell whether Jain's 
gamble works but the urgent need to 
drive down Pc prices dramatically to 
catch the next wave of users is indis- 
putable. In fact HP Labs India has in- 
ternalised the need enough to actually 
call one of its language systems divi- 
sions "Affordable Access Devices". 
HP Labs India is currently working on 
developing an access device called 
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IT’S FREE 


Free software for language 
computing—a wi list. 


NCST IndiX Project: This 
will enable Hindi and other 
Indian languages on 
GNU/Linux systems 


IndLinux: Support for Hindi 
ОП GNOME 


Swathanthra Malayalam 
Computing Project: Support 
for Malayalam on GNOME 


IIT Madras: Support for Tamil 
on GNU/Linux System 


ing its hand at manufacturing and sell- 
ing a language-enabled device on a 
commercial scale. The Pocket Trans- 
lator, originally developed for tourists, 
is now being Internet-enabled and the 
organisation is approaching manufac- 
turers with a view to launching the 
product this year, says R.K. Arora, 
Executive Director, C-DAC. 

From the myriad efforts under- 
way to kick-start language comput- 
ing, it is evident that India is at the 
threshold of a vern wave. One trigger 
could be all it takes to create a com- 
mercially significant user base. That 
could be Netcore's PC, a new access 
device, or anything else. This is a 
revolution waiting to happen. @ 
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Now available with 
a free holiday! 





It's a double bonanza, really. U! 


Xerox Phaser 3110/3210 
Personal Laser Printer (10/12ppm) 






Now the rewards for choosing a ^, 


ص 


Xerox Laser Printer/Multifunction z 
i 


— 


= ; Device, extend beyond amazing print quality 
| and trouble-free operations. 


з Because each of the models shown here, 


brings along with it a Xerox Dream Destination Offer* 
^ 
- a free 3 days/2 nights holiday.+ E s 
` 
So hurry and choose any of these 


printers and pack your bags for a great vacation! 





Xerox Phaser 3310 


Personal Laser Printer (14 ppm) 


For further details, mail us your name & address at: 


dream.destinations@ind.xerox.com 


(Offer valid on these models only, till 31st March 2003) 





Xerox WorkCentre Pro 412/312 


Digital Multifunction Device 


THE DOCUMENT COMPANY 


XEROX. 
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Printing solutions for every office. 


Xerox Modicorp Limited, 19th Floor, DLF Square, Jacaranda Marg, M Block, DLF City Phase-ll, Gurgaon-122002 (Haryana) India. 


Tel: 0124-256 1930/40, Fax:0124-2561255 


*Conditions apply. www.xerox.com/india ++ Heritage Holidays Package 
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help us make it a reality for her 


In every field, in every facet of life, daughters of this country are at the 
forefront today. Making the world sit up and take notice. Unfortunately, there 
are still so many who do not get an opportunity to bloom. The underprivileged 
girl child is, till today, a reality. 


Come, letus together make an attempt to change all that. By making India one 
of the best places on this earth, for little girls to live in. Let's make a difference 
in their lives. By expressing our concern and by sharing our love and affection 
with them. 


To help you help these little daughters of India, there is Amitasha, a 
Foundation for the underprivileged girl child. Amitasha is one of the many 
concerns of Amity Humanity Foundation. 


On our own, and through concerned individuals like you, we try to give these 
girls something more than just education, clothes and healthcare. We 
endeavour to give them love, confidence and a feeling of belonging. 


Yes, you сап give hera life worth living. 


You can help her dream. 


Dr. Ashok K. Chauhan 

Founder, Amity Humanity Foundation & Amity Institutions 
Chairman, AKC Group of Companies 
drchauhan@akcgroup.com 
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amitasha 


Nurturing the girl child 


Call 011-24699700 or visit www.amity.edu/amitasha 
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Does e-sourcing work? Can it boost bottomlines? What are the supplier 
challenges? For the first time, these and more questions get answered in 


a BT-Freemarkets.com survey of CEOs. BY ABIR PAL 


NE OF THE PROMISES OF 

the internet, and the 

reason why it became 

the biggest phenomenon 
of the Nineties, was the promise it 
held of ushering in the virtual cor- 
poration, which would exist only on 
the information superhighway, buy 
its raw materials from invisible sup- 
pliers spread throughout the world, 
turn them into products in ‘wired’ 
factories, and sell them to customers 
anywhere in the world. All this was 
to happen seamlessly, fast, and at 
fantastically low cost. 

The digital dream may not have 
panned out quite that way, but 
there's no denying that a large part 
of it still holds true and that more 
and more companies are waking 
up to that reality. Take e-sourcing, 
for example. Even four years ago, it 
was just a glimmer in the eye of the 
purchase manager. Today, e-sour- 
cing isn't just a reality, but an inc- 
reasing number of companies— 
goaded sometimes by their CEOs—is 
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learning to exploit its potential. Or 
at least that’s what an exclusive poll 
by BT-Freemarkets.com of 30 CEOs 
and 35 Chief Procurement Officers 
(CPOs) from across sectors, reveals. 


The Challenges 

Nearly two-third of the participants 
polled have already tried out e-sour- 
cing in some form or the other. 
Lower costs emerges as the biggest 
driver of e-sourcing, with more than 
three-fourths of the companies 
inducting between one and five new 
suppliers in the last one year to 
meet their key raw material and 
component needs. And more than 
three-fourths of the companies are 
now exploring the possibility of 
introducing new suppliers at least 
once or twice a year. Says Dave 
McCormick, CEO, Freemarkets.com: 
"Most companies are getting 
squeezed due to financial and com- 
petitive pressures and the business 
imperative is to drastically lower 
cost to improve profits, and 


PHOTOGRAPHS BY UMESH GOSWAMI 





Dave McCormick, CEO, Freemarkets.com: 
Evangelising e-sourcing 








e-sourcing is at the centre piece of any 
global supply management strategy.” 
Agrees Sunil Kant Munjal, Mp & CEO, 
Hero Corporate Services: “Companies 
are certainly becoming more open, espe- 
cially now that they get to hear of success 
stories and significant savings.” 

The only constraint seems to be on the 
supply side. There are several issues relat- 
ing to quality, consistency, dependability, 
and pricing. Supplier relations continues to 
be the biggest challenge for e-sourcing 
companies, followed by the intricacies of 
global sourcing. Companies also often 
grapple with the problems of how to get 
around existing long-term relationships 
with suppliers while availing the benefits of 
more competitive suppliers. In fact, more 
than half of the CEOs said that they had 
been dealing with some suppliers for over 
10 years. Says Ravi Kant, Executive 
Director (Commercial), Tata Engineering: 
“E-sourcing impacts not just procurement 
and brings down costs, but also forces 
transparency and requites relationships. It 
becomes a way of life where every con- 
stituent of the organisation adopts a disci- 
plined and transparent process of buying.” 


Accepting Global Sourcing 
The most common cost-reduction exer- 
cise is still limited to some hard-nosed bar- 
gaining with existing suppliers. In fact, it’s 
here that the senior management jointly 
with the purchase/material departments, 
who in more than 80 per cent cases are re- 
sponsible for supplier relationships, need to 
be more proactive and innovative. 
Sometimes it just may be a question of 
thinking out of the box and finding innov- 
ative ideas. Says O.P. Lohia, Mp, Indo Rama 
Synthetics, which adopted e-sourcing a 
year-and-a-half ago: "Initially we felt that 
the existing systems could not be bettered. 
But now, we find it more efficient, trans- 
parent, and definitely much more com- 
petitive with a wider choice of suppliers." 
Global sourcing is an even bigger chal- 
lenge. Not only is the supplier untested, but 
culture and language are also very different. 





THE OPENING ROUND 


CEOs believe they can negotiate the costs down further. 
How did your costs (as a percentage 

of sales) change in 2002 over 2001? 
own > 10% | 0% 


Down»: 


What is your outlook for costs (as a 
percentage of sales) in 2003 over 2002? 






Down» 10% 








How much time do you spend on What do you believe is the 
purchasing/cost issues with your challenge in e-sourcing? 
purchase executives? 35% 





26% 









>20% <5% 





Who is the senior-most person in 
purchasing in your organisation? 


What are your priorities for e-sourcing? 






4% 





Manager New supplier 
DGM Sr Mor identification 
Have you attempted any form of e-sourcing? 
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MANAGING 
CHANGE 


Barring a few, most CEOs have kept 
away from purchase issues so far. 


How is your purchase function 
organised? 


od ES 19% 
SN 
Nd 


What percentage of the spend made by 
your sourcing team is visible/known to you? 






75-100% 0-25% 


50-75% 25-50% 


How often do you weigh-in or adjudicate 
supplier awards? 64% 





24% 
12% 






0% 
Very Frequently Frequently Seldom Never 


How do you rate your purchasing team’s 
capabilities? 


Fair 8% 






Needs 
improvement 


Outstanding 


Do you have institutionalised, independent 
or internal audit processes for purchasing? 
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MANAGING SUPPLIER RELATIONSHIPS 


More companies see supplier relations as a key challenge now. 


How old is your longest standing What is the average length of contracts/ 
supplier relationship? — وی‎ negotiate for non-spot 
markets? 






«2 yurs 0% 
Rv 3-6 months 

2-5 years ШИЙ 18% ы 
5-10 rn ЖЕШНЕН 30% <3 months 6-12 months 
©) "ek >12 months 

> 10 year 








How many times has your cost reduction 
initiative been limited to negotiating 
down your existing suppliers? 


Which team has the highest influence 
on your supplier relations? 












о; 44% 
Negligible Mostly 


Half the time 


Do you provide engineering/process-improvement support to your suppliers? 





ARE 


HANDLING GLOBAL SOURCING 


Not every company is sold on the concept though. 
Is your company doing global or cross-border sourcing? 





AIEEE 


If no, when is your company likely to 
initiate global sourcing? 





Which are the biggest challenges for 
global sourcing by Indian companies? 








Which are the most likely sourcing 


What kind of — do you believe 
markets for India? 


e-sourcing can bring to your cost 
structure on a landed cost basis? 


Less than 5% 






More than 10% 
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THE VERDICT 


What the movers and shakers of 


IMPLEMENTING SAVINGS 


Introducing new suppliers continues to be a challenge for companies. 


How many new suppliers have you 
introduced for all key raw materials/ 
components in the last one year? 





What, in your opinion, are the biggest 
obstacles to developing new suppliers? 








Lack of 
processes 


Lack of 
resources 


But once again, the issue of qual- 
ity seems paramount, with 55 per 
cent of the polled CEOs feeling 
that consistent quality is hard to 
come by. Also, companies only see 
limited savings of 5-10 per cent in 
global sourcing. Explains Lohia 
of Indo Rama: “At the moment, 
tariffs and duties are far too high. 
Only when the highest duty 
comes down from 30 per cent 
to 10 per cent, will it really take 
off.” Given a choice, most buyers 
would like to source from China, 
followed by South East Asia. 
However, the ones that remain 
unconvinced about global sourcing 
are not likely to change their mind 
in the near future. A good 57 per 
cent of the companies that had 
no global sourcing initiatives did 
not plan to launch any in the next 
two years. What might help things 
along is if suppliers were made 
to realise how beneficial e-sourc- 
ing could be for them. Munjal 
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How often do you review new 
supplier introduction in your 
company? 


Never 5% 






To what extent do you believe your 
company can implement on-screen 
identified savings? 


<50% 29% 


>90% 14% 


advocates more aggressive selling 
of the concept to vendors. 

But quality raises its head once 
again, with 72 per cent of the 
CEOs feeling that a lack of quality 
suppliers was the biggest hurdle in 
growing the vendor universe. 
Otherwise, CEOs all seem convin- 
ced of the financial savings e-sour- 
cing can bring in. The other con- 
cern most CEOs have is in imple- 
menting the steps needed to realise 
the savings potential. A fifth, how- 
ever, feel that 70-90 per cent of 
the steps can be implemented. 

The survey also reveals what 
the purchase managers have long 
known and endured. Few CEOs 
spend any time on purchase is- 
sues. In fact, in the BT- 
Freemarkets. com sample, a bare 
12 per cent of the CEOs spend 
more than 20 per cent of their 
time strategising procurement. 
Here’s one investment that will go 
a long way in lowering costs. @ 


India Inc feel about e-sourcing. 


O.P. LOHIA 
MD/ Indo Rama Synthetics 


“We now find f 
e-sourcing more 
transparent, 
efficient, and 
definitely more 
competitive” 


S.M. TREHAN 

MD/Crompton Greaves 
“More companies 
should experiment 
and ensure that 
most purchases 
are done through 
this route" 


SUNIL KANT MUNJAL 
MD & CEO/Hero 
Corporate Services 


"Companies are 
becoming open 
now that they get 
to hear of success 
stories and 


significant savings" 


RAVI KANT 
ED (Commercial)/ 
Tata Engineering 


"|t becomes a way 
of life where every 
constituent of the 
organisation adopts 

a transparent 
process of buying" 
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IMPACT 


VISAKA INDUSTRIES LIMITED which was promoted in 1985 by 
Dr.G.Vivekanand, with an investment of Rs.4 crores to set up a Cement 
Asbestos Sheet Plant in Medak District of Andhra Pradesh has grown into a 
multi-division, multi-location company with a turnover of Rs.123 crores and 
assets òf about Rs.88 crores by March, 02. The turnover and assets are 
expected to grow to Rs. 135 crores and Rs. 110 crores respectively by March, 03. 
This growth also includes in its path a diversification into 
state-of-the-art Twin Air-jet technology 

Business Today (BT) interviewed Dr. Vivekanand, (DR.G. V) Managing Directorof 
Visaka Industries Limited. Given below are the excerpts from the interview: 


BT: What is the reason you attribute for the steady growth of your company? 
DR.G.V: Over the years we have been able to achieve the steady growth due to 
our commitment to certain principles and values we adhere to. 


oh ary gihar ora анин yc. 


BT: How has the company been able to cope with the changing times and 
increasing demands? 

DR.G.V: The company has been constantly on the move through 
implementation of expansion/diversification plans once in every 2/3 years. The 
нан арнала ba dosd Pon 1 AAE E a I h 
Nagpur, expansion of spinning capacity by 60% in 1995, setting up a cement 
asbestos unit in Paramati, Velur, Tamil Nadu in 1997, strategic marketing 
alliance with a cement asbestos unit in western India in Pune in 2000 and 


exports about 40% of its production, enjoys ISO 
9002 accreditation and export house status. It can 
be stated as one of the very few companies in 
India, which has fulfilled all its export obligations as 
per schedule. 

The company could increase its productivity by 
about 27% between 1997 and 2003 in addition to 
developing a large variety of value added products 
due to the continuous in-house R & D efforts of the company. Significant savings 
in power consumption of about 13% could be achieved due to the various 
exercises in energy conservation conducted by the company. 

In the light of the outlook for the textile industry looking up the company is also 
considering further expansion in the spinning division. 





BT: Can you give us an insight into your growth commitment to shareholders? 
Dr.G.V: The company has been growing steadily over the years. The cash profits 
almost doubled between 1997 and 2002 from Rs. 598 lacs to Rs. 1,141 lacs and 
are slated to grow significantly during the financial year ending 2003 to about 
Rs. 1,500 lacs, which represents a growth of 30% during the year. The company 
has been continuously derisking on the debt front by reducing ils debt/equity 
ratio from 1.24 in 1997 to 0.51 in 2003. The implementation of the new project will 
marginally push up the ratio to 0.87 albeit temporarily. The interest costs, which 
accounted for 8.5 % of the turnover in 1999 have come down to about 3.5% in 
2003 and are expected to be 4.25% with the new unit. 

Because of its all-round improved performance, the company could improve its 
EPS from Rs. 3.1 in 1997 to Rs. 6.4 in 2002, which is expected to improve further 
to Rs.8 by the financial year ended 2003, The company has been consistently 
rewarding its shareholders with dividend, the rate for the last two years being 
18%. The book value of the share is expected to almost double from Rs. 27 in 
1997 to Rs. 50in 2003. 


BT: As a successful corporate what has been your contribution towards 

corporate social responsibility? 

Dr.G.V: In the year 2000 Visaka established Visaka Charitable Trust with the 

main objective of carrying out charitable activities in the field of education, 
of drinking/irrigation water and health, And the Trust has so far carried 

out the following activities: 

Dug more than 55 bore wells in drought affected areas, constructed Irrigation 

tanks for the benefit of 200 poorest of poor schedule caste families, built 5 

school/college buildings, supplied furniture to various schools, is 

ТОМИРИС 


A COMPANY ON THE MOVE 


BT: In brief can you tell us where Visaka stands in the cement asbestos 
business 


annum in 1985 to 1,40,000 MT (including that under the strategic marketing 
alliance) in 2002 which will further go up to 2,40,000 in 2003-2004 with the 


industry. \ 
vei rb e utn ioter nir вн аа 
producing 


BT: Asasuccessful company have you received any recognition? 

Dr.G.V: The Government and industry associations have taken note of the 
Vets ste rid le resi In the year 1987 itself the 
company was awarded the 'Best Management Award' by the Federation of A.P. 
Chamber of Commerce and Industry. The company also bagged the 'Highest 
Productivity Award' from the Government of AP in the year 1987. The All India 
Manufacturer's Association, Hyderabad chapter has added the latest feather to 
the company's cap by bestowing the 'Best Manufacturer Award (in large and 
medium scale category) for the year 2000-01. 


BT: Whatis the vision of the company for the near future? 

Dr.G.V: The company is gearing up to commission its ongoing cement asbestos 
project at Midnapore, West Bengal in the month of February, 2003, the 
foundation stone for which was laid in the month of August, 2002 with a target of 
completing it in May, 03. The company's project management team has done a 
commendable job in completing it well ahead of schedule thus reducing the 
project implementation period by 33%. This was possible due to the excellent co- 
operation the company received from the Government of West Bengal and due 
peg ribera dtum tim 


further growth in its turnover, assets and profits in the years ahead. 
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Dr. Reddy's Laboratories was on a high in March 2002: 
three of its molecules had been licensed out to global pharma majors 
for development and its generics business had received a boost 
when it successfully challenged the Prozac patent. Today, Novo 
Nordisk and Novartis have suspended development of two 
Dr. Reddy's malecules and the procedural and financial costs 
of its aggressive generics strategy are beginning to tell 
on its numbers. BY E. KUMAR SHARMA 





HE LAST OCCASION THIS 

writer visited Gunapati 

Venkateshwara Prasad’s 

office late last year, he was 
shown a bottle of champagne that 
had been uncorked at 3.00 am on 
December 18. Prasad, a young-look- 
ing 41-year-old is the Executive Vice 
Chairman and CEO of Hyderabad- 
based Dr. Reddy’s Laboratories, a 
company that has, in the words of 
Chairman Kallam Anji Reddy, set it- 
self the target of becoming “a drug- 
discovery and innovation-led” global 
pharmaceutical major “in five-to- 
seven years.” 


тисте 


velopment, upwards of $500 mil- 
lion, Rs 2,400 crore); and two, it 
would tap into the lucrative market 
for generics (best-sellers coming off 
patent) in the US, valued at a whop- 
ping $10-15 billion (Rs 48,000- 
72,000 crore). 

The champagne ritual early in 
the morning on December 18 had 
been in order: a New Jersey court 
had just ruled in favour of Dr. Red- 
dy’s in a patent dispute with Pfizer. 
The process had begun in December 
2001 when the company filed a New 
Drug Application under Para IV 
(See Filings Fever) for Amlodipine 


ended December 2002 were almost 
12 per cent lower than that for the 
previous three months, and 7 per 
cent lower than that for the corre- 
sponding period in 2001; and 
EBITDA margins were down to 22 
per cent from 26 per cent the pre- 
vious quarter and 37 per cent for 
the same period in 2001. 

There’s talk of the legal aspect: 
Pfizer has appealed the New Jersey 
court’s decision and filed a counter 
patent for Amlodipine Maleate itself; 
and a senior manager in Dr. Reddy’s 
legal department, an ardent Grisham 


fan, talks of “investing heavily in 


Dr. Reddy’s had a seemingly fool- Maleate, a variant of Amlodipine acquiring legal expertise and build- 
proof strategy to achieve this: one, — Besylate, the essence of Pfizer’s best- ing on relationships with law firms 
it would continue to focus on research selling angina and hypertension abroad”; and Dr. Reddy’s has filed 


and create molecules that could be 
licensed out to large multinational 
pharmaceutical companies that 


drug Norvasc. In June 2002, Pfizer 
challenged the application and six 
months later, the court decided in 


a suit seeking a declaratory judge- 
ment that Pfizer’s patents are not 


infringed by its new drug application 


could, if nothing went wrong іп any favour of Dr. Reddy’s. for Sertraline HCL (a generic ver- 
of the stages in between, take them On this visit, circa February sion of Pfizer's Zoloft). And there's 
to their logical denouement, prescrip- 2003, there's no talk of champagne. talk of the pain associated with be- 


tion drugs (a pragmatic approach, 
given the cost involved in drug de- 





Instead, there's talk of numbers— 
total revenues for the three months 


ing a research-driven company: in 
January this year, Novartis stopped 


Despite recent setbacks, Dr. Reddy's boasts an 
impressive research pipeline. 





DRF 1644 Cancer Preclinical Completed Кіре for licensing 
DRF 1042 Cancer Phase | Completed Ripe for licensing 
DRF 4832 Metabolic Disorders Late Preclinical Licensing opportunity 
DRF 8417/ Bacterial Infections Preclinical Licensing opportunity 
DRF 11057 





Metabolic Disorders Preclinical Completed ^ Licensed to Novartis, which 
stopped development of - 
molecule in January 2003 


DRF 4158 
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clinical trials of a Dr. Reddy’s mol- 
ecule, DRF 4158 after the pre-clini- 
cal stage. Dr. Reddy’s had licensed this 
molecule to the multinational for 
$55 million in May 2001, the bulk 
of the amount milestone payments 
contingent upon 4158 clearing spe- 
cific stages in the drug development 
cycle. In July 2002, Novo Nordisk 
had suspended trials on another Dr. 
Reddy’s molecule, Ragaglitazar. 
Indeed, after its 2001 windfall— 
Eli Lilly’s patent covering fluoxe- 
tine (the active ingredient) in anti- 
depressant Prozac expired in August 
2001, following which Dr. Reddy’s 
and two other companies launched 
different dosage forms of fluoxe- 
tine under the 180-day marketing 
exclusivity available to ANDA 


UP THERE BUT... 


7? The Dr. Reddy’s scrip has lost some of its sheen. 
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Gross Profit 


(Abbreviated New Drugs Appli- 
cations) applicants—things haven’t 
gone the way the company would 
have liked them to. 


Swimming With The Sharks 

V.S. Vasudevan, the graying-at-the- 
edges Chief Financial Officer of 
Dr. Reddy’s, doesn’t seem overly 
perturbed by the numbers. One 
would expect him to react to the 
company’s net profit for the three 
months ended December 2002— 
some 47 per cent lower than that for 
the corresponding period the pre- 
vious year. “The financials don’t 
surprise us and are in line with our 
expectations. We are investing in 
the future—(we have to) increase 
our R&D spend and incur higher 


Jul. 19, 2002 
1,014.35 


PII 22 te 


Dr. Reddy’s financial ratios do look impressive, but not when 
Operating Profit 





Jul-Sep 
Apr-Jun 2001 Oct-Dec 2002 Apr- 
2001 2001 2002 2002 
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legal and consulting costs.” 
Somewhere down the line, he rea- 
sons, this should start paying back. 

If the company’s Selling, 
General, and Administrative (SG&A) 
expenses for the last three months 
of 2002 have increased 43 per cent 
year-on-year, then, it is only to be 
expected. For instance, all seven 
Abbreviated New Drug applications 
filed by the company thus far in 
2002-03 have been under Para IV. 
That’s an approach laden with risk, 
and one that Dr. Reddy’s believes 
makes it unique when compared 
to other Indian pharmaceutical com- 
panies. If the strategy clicks, even if 
only from time to time, the com- 
pany stands to gain a windfall. As it 
did with Prozac, and it will stand to 





Feb. 20, 
2003 
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compared to its performance last year. 
Net Profit EBITDA EBITDA Margin Gross Margins 
(as % of revenue) (as %) 
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THE LAST THREE MONTHS OF 2002 SAW 
increased filings by Dr. Reddy's 
Laboratories with the US Food and 
Drug Administration. These included 
five омғ (Drug Master File) filings, es- 
sentially permission to enter the US 


bulk actives market with the ob- 
jective of either supplying to a large 
US generics player or captive con- 
sumption, and three Anpas (Abbre- 
viated New Drug Applications). 
Interestingly, like the other four AN- 
DAS filed in 2002-03, these three 
also took the Para IV route—an ap- 
plication filed under Para IV chal- 
lenges the patents on a product. If 
successful, a Para IV filing will make 
it possible for a company to launch 
its product even before the expiry of 
the patent. The company also gets 
a 180-day exclusive marketing win- 
dow for its generic offering. All told, 
Dr. Reddy's has 19 approvals pend- 
ing with the FDA. This includes 14 
patent challenge cases. 








gain from Norvasc. Amlodipine, 
analysts reckon, could generate an- 
nual profits of Rs 470.4 crore ($98 
million) for Dr. Reddy's, no small 
number for a company with total 
annual profits of Rs 492 crore 
($102.5 million) in 2001-02. That's 
what the company is betting on. 
That, and its research pipeline. 


Risky Business 
Dr. Reddy's hasn't been disheart- 
ened by the decisions of Novo 
Nordisk and, more recently, 
Novartis, to stop development of 
molecules licensed from it. Speaking 
to Business Today soon after 
Novartis' announcement to the ef- 
fect in January 2003, Chairman 
Anji Reddy refused to label the 
event a setback. “The drug discov- 
ery process is painful. It is just that 
the molecule couldn't meet certain 
benchmarks." Then, on a more pos- 
itive note, “We will now study the 
data and determine the appropriate 
development path for the mole- 
cule. And we will give Novartis a 
backup compound that meets their 
requirement." Indeed, the com- 
pany's research pipeline is replete 
with molecules—four, at the least— 
that are ripe for licensing. 

That could explain the sanguine- 
ness of analysts like Sameer Nara- 
yan, who tracks the pharmaceutical 
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sector for Mumbai-based brokerage 
Enam Securities. Don’t dismiss Dr. 
Reddy’s, he warns. “The company 
has almost (Rs) 700 crore in cash, 
some 10 Para IV (applications) lined 
up, out of which any marketing exclu- 
sivity outcome could prove a wind- 
fall.” Dr. Reddy’s revenue from gen- 
erics may have dipped 22 per cent 
in the October-December quarter (as 
compared to the same period in 
2001), but that could well be, as ano- 
ther Mumbai-based analyst puts it, 
“because 2001-02 was a particularly 
good year for the company.” 

Dr. Reddy’s generics business in 
the US—around 25 per cent of its 
revenue—compares unfavourably 
with Delhi-based pharma multina- 
tional-wannabe Ranbaxy’s sales of 
$296 million (Rs 1,420.8 crore) in 
the US in 2001-02, 37.5 per cent of 
its revenue. But unlike the latter, 
its US strategy revolves around Para 
IV filings. Although Ranbaxy has 
articulated its desire to now focus on 
niche, difficult to make vAGs (Value 
Added Generics), and Para IV filings, 
only 7 of its 37 approvals pending 
with the FDA are under Para IV. In 
contrast, 14 of Dr. Reddy’s 19 are. 
Maybe, just maybe, there is some- 
thing to Dr. Reddy’s beliefs that re- 
cent events and numbers are just a 
bad stretch on the road to pharma- 
ceutical greatness. [f 
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“Life is run in real time. That corporations are not is a technical aberration” 


Is your organization ready for the real-time demands of today's economy? 
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Real Time Economy 


Distance is dead, time has shriveled and information has a hastening half-life. And if your company has not 
wired itself to function as a digital nervous system - with top leadership only a few nanoseconds away from 
the heat of the frontline battle - your future may be in peril. 

A panel of India's top CEOs will discuss how India Inc is gearing up to face these challenges in 
The Business Today Managing Tomorrow Series presented by Tata Consultancy Services. The event 
will also launch "Тһе New Tech’, third іп a series of commemorative special issues titled India Inc: 


The Next Big Leap, from Business Today. 
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T ISN'T EASY HEADING A 
company with a 200-year bis- 
tory, but tbat's tbe kind of 
job 54-year old Chad Holli- 
day Jr has. It helps that the man 
has spent more of these 54 years, 
32 to be exact, in the company, 
DuPont, than out of it. He started 
off as an engineer (turning a sum- 
mer job into a full-time one), spent 
a significant part of his career in 
manufacturing, headed the com- 
pany’s Asia Pacific operations out 
of Tokyo for seven years, and was 
named CEO of the company in 
1998—he was named Chairman 
11 months later. Things may have 
been different had Holliday Sr. 
not sold the family’s industrial 
equipment distribution business 
during his son’s final year in col- 
lege—Holliday Jr. always ex- 
pected to take it over. In India to 
review DuPont's operations and 
to deliver a lecture on sustain- 
able development—bhe became 
Chairman of tbe World Business 
Council for Sustainable 
Development in 2000—Holliday, 
who bas made eight visits to the 
country since 1989, met with 
Business Today’s R. Sukumar. 
Excerpts from the interview. 


How does it feel to lead a 200-year 
old company? You're virtually sitting 
on lots of history. 

It feels great. We have a proud 
tradition—strong core values 
around safety and ethics. These 
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are times when companies are being criticised for 
their ethical standards. It’s good to be working for a 
company that you hear the opposite (about). It has 
very very high standards of ethics. I think the work 
we do as a science company—we are turning out 
products and systems that helps people’s lives be 
better. That’s not a bad (business) to be in. 


DuPont started off with explosives, moved into materials, 
and has now branched off into the life sciences space. 
How easy has it been to manage this transition? For in- 
stance, you call yourself a science company—that's a 
pretty broad description. 

Transitions are always challenging. You want to main- 
tain what you have done so long, but it is also impor- 
tant for us (DuPont) to move on to new technologies. We 
just think modern biology is going to be one of those 
technologies for the next two-to-three decades, maybe 
the next century. This is an important change. But 
chemistry has been important to solving problems as 
long as we can remember, and we are not losing sight 
of that. It's a transformation; it's not a sudden change. 
It has taken place over years—we have been working 
on it for five years now. And it is going to take several 
more years before we get to exactly the right spot. 


The stockmarket must like something about your company. 
DuPont has been one of the most stable stocks in the US, 
despite all that happened in 2001 and 2002. What do 
you attribute this stability to? 
Last year, our price was about flat, while most of the 
major averages were down. We were the fourth best 
stock on the Dow Jones Industrial 30. I think we are in 
a rock-solid financial position. It’s an ethical stock; we 
are an ethical company; and people never have to 
worry about having an ethical problem (with us). If you 
look at the yield on our stock, the dividend, it was a 
pretty good investment. If you look at the US last 
year, it was pretty hard to find an investment that 
would give you a guaranteed 20 per cent. We don't fo- 
cus too much on stockprice. We focus on good returns 
and then communicate what we are doing to investors. 
We do all that right, the stockprice should be alright. 
We're not into hyping (things up). 

In 2001 we made a $1.19 per share; 2002 we 
made $2.00. So it was a great year compared to 
2001. But even in 2001, we were talking about 


TECHNOLOGY BANK 


With some 18,000 patents, DuPont is a large technology licensor 


igest this—23 of the 25 layers in the spacesuits of the 

first men on the moon were made from one 
DuPont material or another. With products and 
technologies spanning areas as diverse as foods and 
fabric, construction and automobiles, and aerospace 
and health, DuPont owns and manages what is, ar 
guably, one of the world’s largest technology banks 
Better still, the company recognises it as such and has 
an active (and aggressive) licensing programme. Which 
is probably why words like Teflon, Keviar, and Lycra (all 
registered) have entered popular vocabulary. 





making a $1.19 per share, which is a whole lot of 
money since we have about a billion shares out, 
while lots of companies were actually losing money. 
We felt really happy about last year. But we want to 
make it $3 a share. We'll get there. 


DuPont is a fairly global organisation—it has a presence in some 
70 countries. Where do you see the growth coming from? Do 
you see it coming more from developing countries such as China 
and India? Or do you see it coming from the US? 

I believe we will see growth coming increasingly 
from developing countries in Eastern Europe, Asia— 


“Transitions are always challenging. You want to 
maintain what you have done for so long, but it is 
also important to move on to new technologies” 
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India will be an important part, so will China. You'll 
also see it (growth coming from) from new market op- 
portunities, new technologies, commercialising new 
products. 24 per cent of our revenues come from 
products launched in the past five years. By 2005, this 
figure will be 33 per cent. So we are not just depen- 
dant on GDP growth (of countries) to grow. We are fo- 
cused on what we need to do (to grow). 


Given that it is imperative for DuPont to keep coming up 
with new products, how do you do it? How do you man- 
age innovation? 

We call it integrated science—getting biology, chemistry, 
physics, engineering to think together to get a product 
out. Other companies focus on only one area. This gives 
us more breadth. We focus on specific needs: if you start 
off with a customer need, the probability of success goes 
up tremendously. We make sure we understand cus- 
tomer needs, playing them back in. 
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What are your immediate plans for India? One, in terms 
of investments, and two, in terms of where you see the 
market opportunities. 

We will be investing in people—more developers, 
more skills, more knowledge. We already do co-op- 
erative research with several institutions in India. We 
plan to increase that over time. We do a lot of engi- 
neering here, for projects inside and outside of India. 
We've been very pleased with (the quality of work) and 
plan to increase this with time. We do some software 
development here—that should go up. 

The key thing that we are focused on is, what are 
the unique needs of our customers. We have a lot of 
different technologies and products, but how do 
we put it in the right size and shape and the right 
package. We are, for instance, using a product 
called Hytrel (a thermoplastic polymer elastomer) in 
collaboration with Indian Railways. 


How do you rate India versus China, purely in terms of 
market potential? 

I can't recall a time when we had a project and we 
said, are we going to do it in India OR in China. 
First off, I don't see the two countries competing. 
The manufacturing infrastructure in China has 
been growing more rapidly than India over the 
past few years. And I think the software, knowledge 
infrastructure in India has been growing faster than 
China. But I see both countries growing. 


How important are your Indian operations to the company 
as a whole? 

Very important. We can sell (here). We can source 
(from here). The Indian operation has been growing 
at 15 per cent a year for the last seven years. They 
organisation claims they are going to grow it 30 per 
cent going forward—that's great growth. We don't 
have many places in the world growing that fast. So, 
I think India is a very important country for us. 


Biological science is a fairly prickly issue. If you look at GM 
(genetically modified) crops, for instance, some countries are 
opposed to them. What's your own view? 

I think it was in 1995 that we understood the impact of 
altering the gene sequence of a plant. For the first 


"We focus on specific needs: 

if you start off with a customer need, 
the probability of success goes 

up tremendously" 
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“Our plan is to increase the India 
investments. We will be primarily investing 
in people—more developers, more skills, 
and more knowledge” 





DuPont 201 


Not too many companies have 200 years of 
heritage behind them. DuPont does. 


1788: Eleuthere Ігепее du Pont 
de Nemours serves as an apprentice 
in Antoine Lavoisier's laboratory at 


Essone, France, and gains expertise 
in manufacturing gunpowder 


1802: du Pont moves to Delaware and begins 
construction of a powder plant, Eleutherian Mills 


1902: DuPont opens Eastern Laboratory, one of 
the US’ first industrial laboratories 


1935: Two DuPont researchers, Gerald Berchet 
and Wallace Carothers discover nylon 


.' 1937-1938: 


DuPont researchers discover 
~ Teflon 


1941-1945: 


DuPont builds and operates the Hanford plutonium 
producing plant and The Oak Ridge pilot plant, 
both part of the Manhattan Project 


1 9 58: DuPont starts international operations 


Li 


1959: DuPont introduces Lycra 


1990: DuPont introduces Suva, 
an environment-friendly refrigerant 


2001 : DuPont's membrane М 


technology accelerates | 
tint 


developement of fuel cells 





time, we understood how life was made. That’s a ma- 
jor breakthrough. But we also think we have to take this 
forward responsibly. One of the ways we do that is by 
having an external advisory board for biotechnology. 
We have members from India, China, Kenya, US, 
France, Mexico and they look at everything we do in 
biotechnology. We think that’s one way (to be re- 
sponsible): be very transparent with people. 

I am very proud of what we are doing in biotech. 
Because you are turning out plants that are more 
productive, use less chemicals—which is better for 
the environment in the long term. It does need to be 
regulated. I believe if we had India adopting more 
such products, Indian agriculture would be more 
productive. 

There’s one product here, BT Cotton. That’s not 
ours, but it is a step in the right direction. We turn out 
products that make a difference to farmers, make 
them more productive. We also turn out products 
that are more nutritious—it is better for your health. 


Last year wasn't a great time to be the head of a large cor- 
poration in America, was it? 

I didn't see it that way. I think if I headed Enron, or 
Worldcom, or Tyco (laughs), it was a pretty bad 
year. But what I found was that companies that 
were doing a good job were distinguished: there 
were a lot of articles about what a great job we were 
doing. So, for companies that were doing good 
work, it (last year) was a time for people to recog- 
nise them. 

There have been some new legislations in the US. 
And we have honoured that. And it has taken 
some more work to put the procedures in place. But 
what really pleased me was that I didn't find any- 
thing I wanted to change. We really have the right 
thing going. 

I know a few companies did some wrong things 
but it is not too bad. If only two or three companies 
did something bad—and I am not proud of that— 
out of many many thousands (of companies), let us 
not blast the entire system. 


That's right, you did get a lot of good press last year. 


A 200th birthday helps. Now we are in our third 
century. No free rides. 
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PERSE CEO OF A a red-eye to Delhi, our man 
| Mumbai-based adv- Ш RELIABILITY: Ontime performance ^ picked up a National Geogra- 

RB  ertising авепсу— is now up 93%; helping regain phic CD collection valued at Rs 

i we're not going to customer and trade confidence 2,000 plus for just Rs 1,000 

А. embarrass him by and last month he won 


dropping names—always insists l SERVICE: Goodies on offer include brownie points at home for 
on flying Air Sahara. Yes, it on-board auctions and prizes, better bringing back an useful hand 
has something to do with the food and three-star airport lounges blender for the kitchen, again at 


10-year-old airline’s impres- gg DEALS: Schemes like Super Sixer, а fraction of what it usually 


sive facelift—limos to pick you Sixer, Steal A Seat have clicked retails for. 

up from the airport, great food with customers It’s not uncommon to see 
on board and excellent in-flight excited bands of passengers 
services—but also something W POSITIONING: Rejigged image to on board Air Sahara flights 
else. For our middle-aged ceo, emerge as а top choice for huddling together to cobble 
who's a closet gambler, the business travellers out bidding strategies for con- 
clincher is the on-board auc- sumer durables, suit lengths 


tions that the airline routinely conducts on all its major апа luggage. And sometimes if you're lucky there's 
routes. “I’m hooked,” he says with a guilty smile, “it's even a grand prize of a luxury car that you could 
such a great way to pass time." Last fortnight on the drive away with on landing. “It’s a win-win situation 
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for everyone,” says the air- 
line’s nattily-dressed CEO Uttam 
Kumar Bose, as the aroma of 
tobacco wafts from a pipe on 
his desk at the Air Sahara head- 
quarters in Delhi’s Barakhamba 
Road. The companies supply- 
ing the items for the auctions 
get fliers visibility, fliers get 
good deals and the airline 
achieves its goal of, what Bose 
likes to call, “flying feelings”. 

But more on that later. First, 
does anyone choose an airline 
just because he can pick up an 


overnight suitcase cheap? Truth is, Air Sahara has come 
to mean a good deal more than just good deals. And the 
proof lies in the numbers. Last year, 1.6 million pas- 
sengers flew Air Sahara—a 40 per cent increase from 
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1.14 million in 2001 

Impressive because the total 
aviation market grew just 3 per 
cent last year, from 12.6 million 
to 13 million. In contrast, 
Sahara's main competitors 

the state-owned Indian Airlines 
and private player, Jet Airways, 
have largely stagnated. Sahara 
may still be a minnow com 
pared with 1A, which had 5.4 
million passengers last year, 
and is still much smaller than 
Jet, which ferried 6 million, 


but in the last 18 months it 


has stealthily crept up from behind to challenge both. 

Now, it wants to intensify the battle in the sky. It 
claims to have a 12 per cent share of the market 
now, compared to 4.25 per cent a year and a half 
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ago. And it has just acquired seven 50-seater CRJ-200 
planes, each on a seven-year lease. Five big planes, 
of the Boeing 700 and 800 type, are en route to its 
hangars and by December this year, Sahara will be 
operating 155 flights in 26 sectors, offering 14,000 seats 
up from its existing 63 flights in 13 sectors, offering 
8,400 seats. Its passenger load factor (average number 
of paid passengers per flight) is 70 per cent-plus com- 
pared to Jet's 65 and 14's 59.2. Given current costs of 
operating flights, anything above 70 per cent is con- 
sidered in the break-even zone. CEO Bose is hoping it'll 
nudge the 75 per cent mark by the end of this year. 


The 9-11 Bonanza 

The terrorist strikes on the World Trade Centre (WTC) 
in New York on September 11, 2001, may have dealt 
the most crippling blow in history to the aviation 
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industry, yet 9-11 is what Air Sahara probably owes its 
recent good fortune to. In a twisted sort of way. In July 
2001, a good eight years after its first flight in 1993, 
Sahara decided that it was time to end its existence as 
an airline that struck most fliers more as an after- 
thought than the carrier of choice. 

Thus far, Sahara had been reluctant to grow big. 
Now, in the aftermath of the wrc attacks, when it saw 
that its competitors—iA and Jet—were curtailing their 
operations, expecting the Indian market to feel the rip- 
ples that were wreaking havoc in the global aviation 
industry, Sahara did the contrarian thing. “It was time 
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to move in for the kill,” chuckles Bose. 

It began with the bells and whistles. Business class 
passengers would get free pick-ups and drops and the 
airport lounges for them were plushed up. But the 
breakthrough came a little later, in February 2002. 
That’s when Air Sahara created a splash by offering to 
refund the full fare if any of its flights were delayed bey- 
ond 55 minutes. It was a smart move. Few technical 
snags, one of the main causes for delays, take longer 
than 55 minutes to be corrected but no other airline had 
thought of offering refunds. 

The buzz had begun. Having improved passenger 
confidence in its performance, Sahara unleashed a 
string of innovative schemes. Some of these amounted 
to attractive discounts, like the Sixer, Super Sixer 
and Steal a Seat. Others, like online auctions, offered 
goodies at throwaway 
prices along with in-fli- 
ght entertainment. 

The results have 
come swiftly. *Post September 11, 
planes were still flying with the 
same direct operating costs and 
less passengers. Sahara's schemes 
have done well to fill up seats," 
says Subhash Goyal, Shairman of 
Stic Travels and head of 
Assocham's expert committee on 
aviation and tourism. A core part 
of the Air Sahara strategy has been 
to target business (not necessarily 
business class) traveller, which com- 
prises 75 per cent of all air pas- 
sengers in the country. Sahara's 
roster of corporate clients now 
stands at a healthy 500, including 
General Electric, Reliance, ICICI, 
ITC, McKinsey, Pricewater- 
houseCoopers and Hindustan 
Lever. It's won credibility too. 
Reliance's Anil Ambani prefers fly- 
ing Air Sahara. So does Infosys' 
Nandan Nilekani. 


The IA-Jet Snag 

One reason why Sahara has been able to succeed is bec- 
ause of what has been ailing its competitors. The 
largest, ІА, which operates 200 flights and still ac- 
counts for 42 per cent of the marketshare, will have 
posted losses three years in a row when it closes its 
books in March-end. Since 1993, it has not been able 
to add a single seat to its capacity. *No airline can grow 
without constant fleet expansion and replenishment,” 
says 14° Chairman & Managing Director Sunil Arora, 





who could be exploring the option of leasing aircraft 
instead of buying. 

But fleet expansion isn't a cure-all for 1А, which flies 
at least 50 of its 83 routes purely because successive 
civil aviation ministers thought a flight connection to 
their constituencies will shine on their report cards 
when they go back for votes. CEO Arora has been 
pleading with the government to discontinue at least 
some of these operations. But not much has hap- 
pened. Neither the Rs 247 crore in losses last year nor 
2001’s Rs 159 crore seems to be a good enough ar- 
gument for the government to act. 

For Jet, the traditional choice of the business 
traveller, the story is different. Despite the repeated 
salvos from Sahara, Jet has been remarkably dor- 
mant, complacent even. Says Stic Travel’s Goyal: 
“One has to be constantly innovative in a competitive 
environment." Jet’s Executive Director S.K. Datta 
simply says *Nothing adverse has happened to us." But 
he's not planning to add to its 40-aircraft fleet. In fact, 
industry insiders say Jet may even decide not to renew 
some of its leases on aircrafts. 


The Real Sweetener 

At the heart of Sahara's strategy—although it has 
improved on-time performance and in-flight serv- 
ices—is the sweet deals it offers passengers. On the 


NARESH GOYAL/ CEO/ JET AIRWAYS 


Despite repeated salvos from Sahara, Jet 
has been remarkably dormant. It may 
even let some of its aircraft leases lapse 


Sixer or Super Sixer deals, passengers can buy multi- 
ple tickets in advance at discounts of up to 50 per cent. 
How long can it sustain schemes, which while wean- 
ing passengers away from rivals also drive down 
yields? After all, Sahara isn’t a no-frills discount airline. 
It offers its passengers both—good deals as well as all 
the frills. “Sahara’s schemes can produce short-term 
gains. In the long term, service quality, efficiency, 
and reliability will be all important,” says S.S. Sidhu, 
President, Foundation for Aviation, a non-govern- 
ment research organisation. Others think Sahara has 
managed to sustain the schemes so far only because of 
its deep pockets, dug deeper by parent Sahara Group’s 
para-banking operations, which reportedly has assets 
in excess of Rs 32,000 crore. Indeed, in late January, 
when BT asked Sahara Group supremo Subrata Roy 
about how much he planned to invest in the airline, pat 
came his reply: “Any amount that will be needed to 
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make Sahara the best airlines in terms of qua- 
lity...money is not a problem for us." 

Brave words. Nevertheless, Bose says the schemes 
don't result in losses. The auction items come at 70-75 
per cent less than the maximum retail price and the tick- 
ets sold in advance at heavy discounts are for seats that 
wouldn't be occupied in the normal course. Buyers of 
bulk coupons, says Bose, end up using some of them on 
short routes, on which the discounts are lighter. On the 
*pay if we delay' front, the airline has paid only 0.03 per 
cent of the total fare income. 

Neither does the increasing costs—fuel costs, which 
account for 30 per cent of total operating costs have 
climbed 48 per cent in 2002—bother Bose. He's ready- 
ing to pull a couple of more rabbits out of the hat. 
Leveraging the flexibility of the newly-acquired small 
planes, Bose will use the CRJ-200s to open up new 
sectors like Gorakhpur and Allahabad. At the same time, 


.some of these will be deployed on routes like Varanasi, 


which never fill up the bigger planes, which can be 
redeployed on prime sectors like the lucrative Delhi- 
Mumbai, on which Sahara has only five flights a day, 
compared to IA’s 12 and Јегѕ 11. The dogfight, clearly 
isn't over. Il 
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OONER OR LATER EVERY MANAGER IS ASKED THE 

question *Where do I go from here?" The 

employee wants to grow. He wants to earn 
more money, to gain more prestige. He is bored, 
underutilised, he deserves more responsibility. 
Whatever his reasons, the employee wants to move 
up and he wants you to help. 

What should you tell him? Should you help him 
get promoted? Should you tell him to talk to human 
resources? Should you say that all you can do is put 
in a good word for him? What is the right answer? 

There is no right answer—any one of these ans- 
wers might be the right one, depending on the sit- 
uation and the individual in question. However, 
there is a right way to approach this question— 
namely, help each person find the right fit. Help each 
person find roles that ask him to do more and more 
of what he is naturally wired to do. Help each per- 
son find a role where his unique combination of 
strengths—his skills, his knowledge and his tal- 
ents—match the distinct demands of the role. 

For one employee, this might mean promotion to 
a supervisor role. For another employee, this might 
mean termination. For another, it might mean enc- 
ouraging him to grow within his current role. For yet 
another, it might mean moving him back into his 
previous role. These are very different answers, 
some of which might be decidedly unpopular with 
the employee. 

Nonetheless, no matter how bitter the pill, great 
managers stick to their goal: Regardless of what 
the employee wants, the manager's responsibility is 
to steer the employee toward roles where the emp- 
loyee has the greatest chance of success and therefore 
holds out the best chance for that employee to con- 
tribute to the company's growth. 

On paper, this sounds straightforward; but, as 
you can imagine, it proves to be a great deal more 
challenging in the real world. Primarily because, 
in the real world, conventional wisdom persuades 
most of us that the right answer to the question 
“Where do I go from here?" is “Up.” 

Careers, conventional wisdom advises, should 
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WORKPLACE SPEAK Ш Marcus Buckingham 


On The Way Up Or Down? 


Great managers help each employee find the role he is naturally wired to do. 


follow a prescribed path: you begin in a lowly ind- 
ividual contributor role. You gain some expertise and 
so are promoted to a slightly more stretching, 
slightly less menial individual contributor role. The, 
just as you have mastered your role as an individual 
contributor, you are promoted to supervise other 
individual contributors. And then, blessed with 
good performance, good fortune and good con- 
tacts, you climb up and up, until you can barely re- 
member what the individual contributors do at all. 

In 1969, in his book, The Peter Principle, 
Laurence Peter warned us that if we followed this 
path without question, we would wind up promot- 
ing each person to his level of incompetence. It 
was true then. And it is true now. But, unfortu- 
nately, in the intervening years, we haven't suc- 
ceeded in changing very much. We still think that the 
most creative way to reward excellence in a role is to 
promote the person out of it. We still tie pay, perks 
and titles to a rung on the ladder: the higher the 
rung, the greater the pay, the better the perks, the 
grander the title. 

Every signal we send tells the employee to look 
onward and upward. *Don't stay in your current role 
for too long," we advise. *It looks bad on the res- 
ume. Keep pressing, pushing, stretching to take 
that next step. It's the only way to get ahead. It's the 
only way to get respect." 

These signals, although well intended, place 
every employee in an extremely precarious posi- 
tion. To earn respect, he knows he must climb. 
And as he takes each step, he sees that the company 
is burning the rungs behind him. He cannot retrace 
his steps, not without being tarred with the failure 
brush. So he continues his blind, breathless climb to 
the top, and, sooner or later, he overreaches. Sooner 
or later, he steps into the wrong role. And there he 
is trapped. Unwilling to go back, unable to climb up, 
he clings onto his rung until, finally, the company 
pushes him off. fl 


Copyright © 2002, The Gallup Organization. This article was written by 
Marcus Buckingham in association with Curt Coffman. 
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Strike it right with 
LIC's Group Gratuity. 


No tension. No administrative burden. 


@ Simple administration; no more worries of planning for gratuity | 
payments @ Attractive returns and tax benefits @ Scientific funding 

of gratuity liability based on actuarial valuation @ Instalment funding 

for past liability; eligible for 100% income tax deduction in the 

year of payment @ Employees insured for death benefit based on 

full anticipated service ® Dual benefit of liquidity with high yield 

@ Attractive interest rates 
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Marriage is bliss? Yeah, sure—so long as you keep your finances in good 
shape. Here’s some sound marital counsel. BY SHILPA NAYAK 


O YOU'RE MADLY TRULY 
deeply in love, and plan to 
get married soon. Congrat- 
ulations! Feel free to dre- 
am, as D-day approaches. 
Feathering your little love-nest, 
cosying up every little couch and 
corner with fluffy cushions, getting 
those awesome wine glasses, stock- 
ing up on scented dinner candles, 
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doing up the baby room with all 
those wonderful rainbows.... 
Knock, knock. We hate to do 
this—dreamus interruptus—but, 
you see, you wouldn’t be reading 
this magazine if ‘money’ was only of 
marginal interest to you, something 
to be classified with abstract art 
rather than your ‘high alert’ list of 
concerns. And if it’s not there on 


your list, put it down—now. You'll 
need money, and lots more than 
you'd think in your current state 
of mind. Beyond that, you'll need to 
work out just how you'll manage 
your money as a couple. 

Be warned: money problems have 
taken many a marriage apart. This is 
not how the movies tell it, but it 
happens. Managing money jointly is 





no easy task, all the more because 
people’s perspectives differ so much. 
Don't fool yourself. 


Views on money: First, get the pri- 
mary ‘thrift equation’ right. Discuss 
your attitude towards 

money with your fi- 

ancé(e). This is a good DOS 
way to avoid unpleas- 
ant surprises at odd 
times. Talk about the 
kind of money you 
grew up with, how 
much money you 
spent in your early 
youth, and how your 
parents constrained 
you (if at all) to a 
budget. Don't be 
afraid to reveal your 
monetary fears, however irrational 
they may seem (a childhood family 
crisis can create a lifelong insecurity). 
Also, realism helps; everyone is vul- 
nerable to job-loss these days. 


Spending: Work towards converg- 
ing your spend-orientation. What if 
a perfectly romantic Rs 1,500 bed- 
room lamp strikes your fiancé(e) 
as a darned waste? “For Smita,” 
says Amit, 29, a software profes- 
sional to be married to this 28-year- 
old college lecturer, “spending a 
thousand bucks impulsively on per- 
fume is a really big deal, while I 
think it's cool." Get a hang of such 
things before taking the plunge, so 
that you know what to expect when 
the credit card bill comes. This may 
seem trivial to you now, but it can 
save a lot of discord later. Even 
long long-distance phone calls to 
mum can create havoc, if notions of 
‘value’ don't match. 


Merging finances: This used to be a 
‘given’ in the old days, but many 
couples nowadays prefer to keep 
separate bank accounts, citing ‘fin- 
ancial independence’ as the reason. 
You'd better be clear about whether or 
not you want to pool salaries and op- 





erate a joint expense account—with 
ATM cards for both. “While I don’t 
mind paying bills or sharing ex- 
penses, І would hate to share my 
ATM card as such,” says Priti, 31, 
an event manager to be married to 
an investment banker, 
“I think it’s personal, 
and I am glad he un- 
derstands.” 

You might, how- 
ever, prefer to merge 
finances as a way to 
show long-term com- 
mitment to the mar- 
riage. Your spouse 
ought to be the one 
person you can trust 
wholly, over a lifetime, 
and if this isn’t a starting 
assumption, you might 
be in for some stormy times. But re- 
member, merging finances not only 
entails combining assets, but adopting 
the liabilities as well. Decide how 
you'll deal with all the retail loans you 
might want to take as a couple. 


Financial responsibility: Again, no 
matter how equal marriages get, 
the unforeseen loss of your spouse’s 
income could be a huge blow. In 
other words, a ‘pure 
life’ insurance policy 
is a must. Yes, for the 
wife too. Assuming 
financial responsibility 
is no longer a male 
domain, remember. 
Sharing the burden as 
equal partners also im- 
plies joint decision- 
making on all pay- 
ments, investments 
and so on. Both of 
you need to be equally 
well-informed. Set a 
joint budget for every month, but 
make space for impulse purchases. 
Inform your spouse well in time if 
finances are going haywire. Fina- 
ncial arguments are precisely the 
sort of unpleasantness that a mar- 
riage can ill afford. Trust is the key 


DON'TS 





to any real relationship. 


The savings strategy: How much 
and how to save are always tricky 
issues. Say, you save 25 per cent 
of your salary, and your spouse is 
fine with 10 per cent or less. What 
should your pooled target be? 
Assuming, of course, that you're 
working on a joint saving plan. 

Next is the actual strategy. Old- 
age planning, remember, is best 
done straight away, and dink-hood 
(double-income, no kid-hood), 
while it lasts, is the best time to 
pile on the investments. Of a joint 
monthly income of, say, Rs 50,000, 
saving Rs 10,000 would be a good 
start. Of this, you could put half 
into low-risk ‘safe’ funds (an FD, 
debt mutual fund or an endowment 
insurance fund), and the other half 
into equity. But then, ensure that 
both of you track your equity port- 
folio daily—reading up everything 
you can on your companies. If 
you're doing well, raise the equity 
ratio while you're still young enough 
to bet big on stocks. 

Alternatively, if you pool your 
cash for living expenses, you might 
want to maintain separate investment 

portfolios, just in case. 


Managing financial 
documents: Work 
this out in advance as 
well. Ask yourself: Do 
you want your spo- 
use to co-own all your 
assets (or some)? For 
which assets should 
your spouse be the 
nominee? What about 
your will? 

It is best to work 
all these details out 
and discuss them with your to-be 
spouse. Maybe you're enjoying 
these moments of dreamy sky-gaz- 
ing. But the rational part of your 
mind still needs to keep whirring. If 
there’s a single-word formula for 
marital success, it’s ‘realism’. @ 
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NOTES FROM THE TROUGH Ш Mahesh Murthy 


The Rainbow Is The Gold 





HERE WAS A DELUGE OF MAIL AFTER THE (I AM 
| told) notorious F--- You Money column. A lot 
of you told me your own stories of FYMity. 

The most touching was one gent who wrote des- 
cribing his not-so-successful travails at entrepre- 
neurship—and how, many years later, he is still far 
behind his пм colleagues who graduated with him. 
You, sir, wondered if you had taken the right decision 
to strike out on your own. After all, your peers 
were earning substantially more at supposedly key 
jobs around the world. You had the courage to re- 
look at your own life and ask that question. 

Now I am no counsellor. There is no guarantee 
that entrepreneurship will succeed and result in a 
pot of gold at the end of that rainbow—just as 
there is none that your job will amount to much, es- 
pecially in these times when no job is ‘safe, in- 
cluding the ones in the public sector. 

But the theme that came through a lot of your 
mail was “what am I going to get for all of the risk 
of splitting off on my own?” Almost universally, a 
lot of the mail seemed to come from people who 
had done their MBAs, and were ‘benchmarking’ 
themselves against others in their batch as an in- 
dicator of where they should be. 

I think one basic disconnect is the МВА itself. In 
most places around the world, it is an education 
desired by people who want to take risks and run 
businesses. Among us Indians though, it seems to be 
the opposite—it's a tool to de-risk, and become bet- 
ter-paid employees—i.e., to become more of a slave 
than a master of business administration. 

Back to the pot of gold that everyone seems to 
want. I used to define success that way too—by the 
amount І earned, and wanted to earn. Those goals 
grew—from six figures in rupees to six figures in 
dollars to...to well, whatever Fortune said peo- 
ple were earning. 

I soon discovered two constraints. One, that it 
was stupid working for 11.5 months to get two 
weeks off. Two, that beyond a point, most of my inc- 
ome got eaten up in taxes—and that I really didn't 
care for a Ferrari or a Lear Jet, and was happy at one 
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Is there really a reward at the end? Should we be more short-sighted? 


*post-tax steady state’ point. I really wanted more 
time for the things I cared about: my family, friends, 
travel, reading, and music. The more | met high-earn- 
ing types, the more it seemed to me that there was 
more peace in my life than in theirs. 

So | structured subsequent raises around more 
time off, rather than more money. As a self-emp- 
loyed guy, I am pushing that further: Can I now 
work four months a year, take eight months off, 
and make the same ‘steady state’ amount? Actually, 
I think I can. 

This also gives me the luxury of picking and 
choosing what Га like to do—so even those few 
months of working are at something I like—as op- 
posed to something that pays me a lot to do crappy 
maintenance work, like many of my friends in 
FMCG companies confess they do. 

I have a very different view of the pot of gold 1 
am supposed to find at the end of that rainbow: I 
really don't think it exists. 

To me, the rainbow itself happens to be the pot 
of gold. The journey itself, with a nod to Jerry 
Garcia, is the destination. 

Га rather be short-sighted, look at my today, 
make sure it's the best I can have, and not make sac- 
rifices for some mythical tomorrow that is supposed 
to be better. I have no idea what tomorrow will be 
like—and I don't think anybody else does either. 

I am also reasonably sure that if a pot of gold acc- 
identally happens somewhere along the way, it really 
isn't going to change that rainbow very much. 

To the gentleman who wasn't sure if he should 
regret starting up as he was earning less: perhaps 
you could look at the life and times you've had as an 
entrepreneur. It's not likely that any of your bench- 
marked colleagues has been through that. 

It may even be that they envy you, as you are 
following your dream. While they may just be 
run-ning in some meaningless race for salaries 
with other benchmarkees. Е 





Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 
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Got a new job but still find yourself ESTIS MIETEN ЗАКЕ EORNM, 
; RRR HES, : Un everyone knows, moved recently from 
juggling it with your earlier responsibili- Philips as Senior Vice President in 
ties? It happens. BY VINOD MAHANTA Mumbai to Electrolux Kelvinator as 
К СЕО in Delhi. But did he? As in, did he really? 

= Judging from the number of Mumbai-Delhi flights 

я he’s taken in recent months, it appears that he’s 

> still shuttling between the two. Is he? Ask him, and 




























he'll admit he had an informal sort of dual charge for 
around two months—in the transition period— 
lasting a few days even after he formally left Philips. 
Sounds strange? Well, welcome to the world of 
assuming ‘responsibility’ as understood in an old-fash- 
ioned way, even if it means blurring the otherwise 
hard-and-fast boundaries of corporate competition. 
To Karwal, it’s a plain and simple matter of com- 
mitment to task completion at the old job. And of 
personal effort. *One has to burn the midnight 
oil," he says, almost nonchalantly. 
But don't assume even for a minute that Karwal 
is an exception. The phenomenon is more 
common than you'd think, especially at the 
apex of the corporate pyramid. 


Split Roles... 
Juggling two jobs is tough. Juggling two 
top jobs is super-tough. Ask ex-Hutch head 
honcho Sudarshan Banerjee, who joined 
the Dalmiya group's rural-marketing retail 
startup recently, and spent two months jug- 
gling two jobs. While still at Hutch, during his 
two-month notice period, he was busy talking to re- 
tail consultants and commissioning research studies 
to get a grip on the retail venture's competitors, 

so that he could analyse their strategies well 
before getting into his new saddle. 

Banerjee even went about the recruitment 
process, hiring nine function heads (with much 
cross-functional exposure) so that the new com- 


P 
3 
f 
f 
ү 
; 





TYE ERE заа emn) 





pany's team would be ready to roll by the time he 
got there. This, of course, meant granting them a 
fair degree of operational leeway (in his day-to-day 
absence). Co-ordination would have required his 
presence, but he was confident that they'd get on 
quite well without him. And so too for the Hutch 
team. “I never keep people in silos," explains 
Banerjee, “they have to have experience of other 
functions also, so it helps them in taking decisions 
(in my absence) that I would have taken." 

Hutch, you see, was still Banerjee's moral respon- 
sibility, till a new CEO could take charge. So, in effect, 
he found himself alternating his time between the two 
roles. “But when you are experienced,” he says, “you 
are in auto mode—you tend to compartmentalise the 
two responsibilities.” 

As far as time and documents 
go, compartmentalisation is not 
terribly difficult. While still at 
Philips, for example, Karwal 
had his office desk strewn with 
Philips documents, even as the 
inner recesses of his desk were 
packed with confidential 
Electrolux folders on finances, 
people, processes, products, 
marketshares, virtually every- 
thing imaginable. 

To hit the deck running, 
Karwal wanted to be clear about 
his strategy as Electrolux India’s 
CEO (his first ever assignment as 
top boss). His last working day at 
Philips was January 24, but he 
was still to be spotted in office on 
the 25th, priming a caretaker 
management team and helping it tie up “loose ends” of 
Philips’ World Cup strategy. That this strategy should 
meet its objectives was an onus he felt morally, per- 
sonally and professionally obliged to bear. 

Meanwhile, Electrolux’s outgoing CEO, Ram 
Ramasundar, has done something similar. He is also 
equally clear about the principles underlying his ac- 
tions. “It is one’s fiduciary responsibility to give 100 
per cent while you're on the job,” he states. No two 
ways about that. So, what did he do during his own 
transition months? He devoted his three-month notice 
period's days to keeping things in fine order at 
Electrolux, and evenings to analysing the BPO business, 
so that he could take charge as COO of Satyam's BPO 
operations, Nipuna, the very next day after leaving 
Electrolux on December 31. He pored over NASSCOM 
reports, called friends and colleagues, and surfed the 
web intensively, preparing for his new job. 
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...AND DON'TS 





That’s homework, period. A must-do. Something 
that also involves getting the new team in sync with 
one's plans. Almost all the transitional CEOs, for instance, 
were in touch with their new colleagues while they were 
with the old company. Karwal spent three-to-four 
hours with each of his senior colleagues at Electrolux. 

Ramasundar, on the other hand, flew to 
Hyderabad to hold a session with his new colleagues. 
It's part of the process. “You have to give the new col- 
leagues a value proposition," says Banerjee, *you 
have to make them part of the shared vision." 


...But Split Minds? 

Juggling time and dockets is fine, but what about 
the mind? Wouldn't a strict compartmentalisation 
drive any sane person schizophrenic? And can one re- 
ally be passionately loyal to two 
companies together? 

Perhaps juggling is a bad anal- 
ogy when it comes to that. The 
mental experience is more like 
being in two boats at the same 
time. *You may have the best 
resolve," observes Karwal, *but 
the mental conflict is still there." 
It is all the more excruciating 
when colleagues and others try to 
pry information and exploit the 
peculiar circumstance. 

The best way out, according 
to Banerjee, a veteran of many 
shifts (Kodak, Amway and 
Hutch), is to be in ‘auto mode’ 
even on the bigger issues. “You 
are like a caretaker prime min- 
ister,” laughs Ramasunder. Just 
detached enough to avoid any traps, and involved 
enough to have the two boats’ control panels em- 
bedded nicely in one’s mind. “In an overlap situation, 
the important and urgent decisions can be taken by the 
shared team, but critical decisions will be taken by the 
caretaker CEO,” says Rahul Taneja, Vice President, 
Consindia, a head-hunting firm. Passionate steering can 
come after the transition is complete. 

In the interim, though, dual loyalty works if and only 
if one does equal justice to both the roles (and the two 
companies appreciate this fine sense of fairness). 

As for loyalty, well... at such ‘visionary’ levels 
(ahem!), it’s not just about loyalty to this firm or the 
other, but perhaps a higher sense of professional 
purpose. A unifying sense of far-sighted ambition, for 
example. One can have a foot each in two boats 
and still cruise along fine, so long as the mind’s 
gaze remains focused оп the destination. @ 


Be selfish. Breathe. 
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Flat Fast 


Furious 


It employs just 40 people, is growing much faster 
than the industry, and will rack up Rs 25 crore in 
revenues this year. So how does the Indian subsidiary of 
German transmission products giant do it? BYT.R. VIVEK 








T'S NINE “О” CLOCK ON А SMALL DOES IT 


recent Saturday morning, 

and slightly built Jeetendra DESPITE А MODEST HEADCOUNT.. | ...REVENUES ARE CLIPPING... 

R. Parekh has just driven his 

boss to work in a silver grey 
Hyundai Accent. But Parekh isn't 
about to settle down for a boring, 
waiting-in-the-shade day ahead. 
Instead, the 26-year-old quickly ex- 
changes his white-shirt-and-navy- 
blue-trousers uniform for electric 
blue overalls and heads straight to 
the heart of the 13,000-sq-metre 
facility, where the transmission 
products company has its shopfloor. 






32 





2 ale Р ану CV, 
Here, Parekh, a native of Vadodara, 2000-01 2001-02 2002-03 2000-01 2001-02 2002-03 
will spend the next seven hours Figures in Rs crore “Expected 
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SEW Eurodrive's A-team: (L to R) Subhasis Marik, Executive (Technical Support), P.K.C. Bose, Managing Director, 
V. P. Raval, Assistant Manager (Plant) and Shrihari Vyas, Sales Engineer 
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spray painting the assembled motors 
and gear boxes, and later in the day 
will pack them in deal-wood boxes 
and load them into a delivery truck. 
At a pinch, the bubbly Parekh 
will also take on the technician's 
job, which involves testing the 
finished products. 

What's going on here? Where's 
the union? How come Parekh flits 
from one role to another without 
whining about it? More impor- 
tantly, just how does a man who 
hasn't even finished high school, 
multitask and make a respectable 
Rs 6,000 a month? It's because at 
SEW Eurodrive India, the Indian 
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subsidiary of a German engineering company head- 
quartered in Bruchsal, hierarchies and designations 
just don’t matter. Instead, the company uses a 
unique set of HR rules to recruit, empower and 
reward its employees. 

Ergo, SEW runs a very tight ship 


and discuss technical details of sEW's products with cus- 
tomers. SEW's motors and drives cost 100-200 per 
cent more than its competitors like Greaves and ABB in 
India, yet the company has managed to ink deals with 
several major industrial houses like Reliance Industries 

and the Tata group. In the food and 


with just 40 employees on its rolls With a lean team beverages industry, where its mod- 
of whom only 17 are employed ө , ular gearboxes and motors are used 
at their South Asian regional head- a tight handle in bottling plants, SEW has cornered 
quarter-cum-assembling unit at on costs and a a 60 per cent marketshare. 

r 


Por Ramangamdi, 40 kilometres 
from Vadodara in Gujarat. And 
with those forty pairs of hands, 
the company will have a turnover 
of close to Rs 25 crore—that’s Rs 


smattering of 
innovations, SEW 
started to rake in 


When the German parent was 
scouting for an assembly location in 
South Asia, it was not in favour of 
India. But Bose fought for it, con- 
vinced that manufacturing in the 


72 lakh in sales per employee and - country would make sense. With a 
a good 40 per cent growth from profits from lean team, a tight handle on costs, and 
the Rs 15 crore it managed in year one a smattering of innovative ideas, Bose 


2000-01 with 32 employees. And 

by 2005, it wants to achieve Rs 50 crore in revenues 
with just 50 employees. Says sSEW's dimunitive 
Managing Director, P. K. Chandra Bose: “As a rel- 
ative late entrant into India, we knew that we had to 
operate very differently to survive." 


Success On A Shoestring 

For SEW, which started its operations in India in 1998 
with just a sales office in Delhi and a plant in Vadodara 
a year later, multifunctional roles for the employees was 
the first step. Today, most of the 40 people working in 
the organisation are well equipped to attend sales calls 


PASSING THE LEGACY ON 


E e PHILOSOPHY OF FLAT HIERARCHIES AND SHORT DECISION-MAKING PATHS FLOWS DOWN FROM THE 
parent company in Germany. sew Eurodrive GmbH & Co. was founded in 1931 by 


opened shop. By the end of the first 
year, he had Bruchsal's attention. Not only did the 
Vadodara unit rake in profits in year one, but it also es- 
tablished itself as an export hub to neighbouring markets. 
So how did Bose do it? For starters, he hand- 
picked every employee. He looked not for hi-flying 
executives, but those who seemed to fit the 
organisational mindset that Bose wanted to create. 
Executives who did not have any formal education 
in management, were trained in the SEW-way of 
doing things. High empowerment was accompa- 
nied with high accountability, and Bose, in turn, 
promised to take exceptional care of his people. 


Christian Pahr, and post World War II, his son-in-law Ernst Blickle took over the reins when 
the manufacturing business in the country was collapsing due to shortage of raw materials. 
SEW began its international expansion in 1960, and today it is a € 1.2-billion company with 
operations in more than 132 countries and nearly 8,500 employees. It is a market 
leader in electro-mechanical power transmission equipment with a worldwide market share 
of nearly 30 per cent. In 2001 Europe's premier iNsEAD Business School rated the company 
as the best in its sector. Internationally too, the attrition rate at sew is minuscule, despite its 
bigger competitors like ABB and Siemens being traditionally strong in Germany and western 
Europe. The company invests nearly €75 million every year on employee training and wel- 
fare initiatives. It believes that employees are its first customers and that they have to be kept 
happy and motivated to serve the external buyers. And the India Managing Director, P K 
Chandra Bose's job is to ensure that he replicates the teutonic management philosophy in 
India. "We never believe in our position. It's only the dispostion that matters," says Bose. 
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Та doing so, he was 
only carrying out a direc- 
tive from the German 
chairman. Bose recounts 
an incident in 1995 when 
he had gone for the final 
interview with SEW hon- 
chos in Germany. On a 
blustery evening in 

` Frankfurt, just a day be- 
fore the all-important 
meeting, Bose slipped on 
a snow-covered sidewalk 
and broke his ankle. He 
not only missed the in- 
terview, but spent the 
next 30 days in a hospital. 
SEW bore all the medical 
expenses, even though 
Bose was not an employee at that time. "When I was se- 
lected,” recalls Bose, “the Chairman asked me pass on 
this ethic of employee care to my colleagues.” 

Not surprisingly, then, all vacancies are first ad- 
vertised internally. Only when no suitable candidate is 
found from within, will sew hire from outside. Once on 
board, the executives enjoy a high degree of freedom 
and transparency. Financial and business details are 
open to everyone, and not just because it is often the 
employees who set the productivity and sales targets (so 
far, they haven't missed any big targets). Every employee 
is a profit centre, and has powers disproportionate 
to his or her title. The result: few leave the company. 
In the last three years, just four em- 
ployees have left the organisation, 
and for personal reasons such as 
emigration to the US or relocation 
to another city. Not one joined the 
competition, boasts Bose. 


All Sales Offices + 
Area countries 


Be Your Own Boss | 

A happy employee is her own boss. 
Take Shobha Nair, for example. 
The 32-year-old secretary to the 
managing director could pass off 
as the lady next door. Apart from 
her secretarial functions, Nair plays 
an important part in sales and customer service as 
well. In November last year, when Bose was away to Sri 
Lanka on a holiday, there was an order for which the 
parts had to be sourced from Germany. Under normal 
circumstances, it is Bose who communicates with the 
headquarters in Germany to procure the parts. This 
time though, without bothering too much about hier- 
archies, Nair called up the headquarters herself and the 
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FLABLESS 


How the company is structured 





Finance & Accounts Dept., Resources & 
Relations Dept. Commercial Dept 


Every employee 
is a profi 
centre, and has 
powers dispropor- 
tionate to his title. 
The result: very 
few leave the 
company 











order had been. proce- 
ssed before Bose came 
back from his vacation. 
“It costs more money 
and time to contact the 
bosses and ask for direc- 
tions," says Nair with 
impeccable logic. 

It's the same story on 
the shopfloor, where just 
four technicians manage 
the entire show. There 
are no orders or instruc- 
tions that they have to 
take at the start of the 
day's work. There are 
colour-coded order 
forms kept pinned on 
two boards inside the 
workshop. The colour of the forms indicate the 
priority of the order. Orders printed on red paper 
mean that the client has had a breakdown and the 
motors are to be replaced immediately. When such. 
a case comes up—usually four-to-five times a 
month-—all other orders are put aside and the prod- 
uct is delivered within a matter of hours, Green 
indicates that the order is urgent and has to be | 
processed within a week and white signifies that it 
can be processed at normal pace. 

The ERP system at SEW makes sure that the order 


Production 
Materials & 
Logistics 
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‘processing time is cut down further. The sales ad- 


ministration engineer at the plant co-ordinates with the 
all the sales offices around the coun- 
try and feeds the orders into the 
system. The system then breaks the 
product down to its parts and even 
lists out the racks where they are - 
stored in. From there on, the task: 
for the mechanics is fairly simple. : 
"Today, the efficiency levels at our 
plant are comparable to SEW units 
across the globe," claims P. 
Majumdar, the head of sales. 
During the last fiscal year, SEW 
produced 3,000 units, and by the 


5,000 in the remaining three months with no signif- 
icant addition to the existing manpower. In January 
2003, the company produced a record 707 units—200. 
more than the previous month. For Bose and his 
modest team, mission 50:50 is just a matter of time. 
But he's already thinking of another assembling plant 
in the next few years, and maybe 100:100. 


end of December 2002, it man- К | 
aged to equal that figure and hopes to take it up to 
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OF HI-TECH 
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КАЈАТ BARAN 


Should Buzz Watches use technology to connect with the consumer? C. Srinivasan 
of Titan, H.S. Purewal of PA Times and G. Kannan of Swatch offer their views. 


Г WAS 10 PAST 10, TIME FOR THE GRAND TOAST OF THE 

party. "Here's to Buzz," said Rishi Prasad, an 

Associate Director, raising his glass, *a brand 
that will more than keep ticking under our new 
boss, Jai Swaroop. Welcome to Buzz." 

At a South Delhi pub, this was Swaroop's first get- 
together with Buzz's top staff since taking charge as 
Managing Director of the American quartz watch- 
maker's Indian subsidiary. The cries for a 'speech' 
went around. After some hesitation, Swaroop spoke. 
"Our passage to India has been a tale of flip-flops," he 
said. *We are neither a prestige brand, despite our for- 
eign heritage, nor what we tried to be—a mass-market 
brand. And we have failed to emerge from the shadow 
of our domestic partner, which remains the market 
leader. We made the Buzz watches, they worked on the 
Buzz brand image, and look what happened. Let's 
face it, the alliance was a disaster for Buzz." 

Glasses were thrust up to signal solidarity. But 
Swaroop had more to say: *Now that it's over, we need 
to soul-search. We must rethink everything, starting 


with why our brand is positioned in the Indian con- 
sumer's mind as a ‘durable’ watch when it's obvious that 
the market displays only two motivations, fashion and 
affordability, and these are also the two attributes that 
determine the segmentation pattern." 

That was five years ago, when Swaroop took charge 
of a unit that had been doing business in India for 10 
years (and with losses piling up and a turnover of 
barely Rs 100 crore to show for it). With a domestic 
plant capacity of 2 million units, the idea was to start 
modestly, establish the brand's durability credentials un- 
der the extreme local conditions of dust and weather- 
ing, keep costs tight, and then scale up to become the 
largest volume player. But its ally—and fort-holder 
for marketing—continued to outsell Buzz. To do any 
better, the relationship had to be severed. 

Distribution, marketing and servicing systems had 
to be built from scratch, and there was a year of lying 
low, as Buzz restructured its operations as a solo 
venture. By 1999, the all-new Buzz was ready to 
storm the market with a major relaunch. 


Durability was cast aside, but not for either fashion 
or affordability. These two big segments not only had 
strongly dug-in incumbents, they were ill-suited to 
Buzz’s competitive strengths. Moreover, as Swaroop 
worded it, “Market dynamics favour innovation instead 
of me-tooism.” The Indian market was getting fatigued, 
with so little innovation coming from the familiar 
players. The Indian organised market, at 22 million 
units, was struggling to grow. At the top-end, chic 
foreign brands were set to enter with tags above Rs 
10,000 per watch, and at the low-end, cheap faceless 
unorganised sector and grey channel watches were 
flooding in to address price-sensitive demand. 

Gaining leadership, Swaroop reasoned, was best 
done by resetting the market’s rules by reshaping 
consumer perceptions and creating a hot new ‘growth’ 
segment. And so ‘tech’ became the new 
mantra—and positioning peg. 

Armed with that logic, Buzz hit the 
market as an all-new ‘hi-tech’ brand. 
Not a watch that lasts and lasts till eter- 
nity, nor something that tells the time 
cheaply, nor even a fashion accessory 
for power dressers, but a techno-savvy 
watch that wows you with its info-age 
features and space age designs. 

Buzz kicked off its new campaign 
by showcasing a vast range of technologically new-fan- 
gled products. There were a dozen watches cata- 
logued in its print ads, with ‘technology’ announced 
as the new brand mission. Among the many hi-tech 
wonders was a DataLoad model, which could trans- 
port digital files from computer to computer. 

But sales weren’t quite booming the way Buzz had 
hoped. Five years into his job, Swaroop wanted another 
rethink. “I wouldn't say we're back to square one,” said 
Rahul Anand, who had replaced Prasad as marketing 
chief a couple of years ago, “because our surveys show 
that Buzz is well associated with technology, but I’m still 
haunted by the numbers. In a market of 35 million 
watches, the high-growth segments continue to be the 
Swiss imports and the faceless time-tellers." 

“Has technology failed to deliver?” interjected Swa- 
roop, “That’s the question we must have the nerve to ask.” 
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“Well,” said Anand, “we'd earlier thought we 
needed a stronger emotional bait to go with the hi-tech 
designs, so we got endorsements from cricket her- 
oes... but people don't see the connection." 

That is when Joy Chitre, Anand's deputy, came up 
with his suggestion. “Why don't we take a cue from 
youth brands like Guest and Spirit, and go cool?" 

"Let's not bring the pure-fashion European brands 
into the picture,” replied Swaroop. “We need to keep our 
product propositions aligned with our core R&D com- 
petence—digital age technology. That's our cost advan- 
tage as well, betting on the silicon miniaturisation curve. 
With digital economics, we break ahead." 

"Besides," the managing director added, “aban- 
doning the hi-tech message will leave our brand with- 
out a defining character. My point is, the hi-tech part 
is the given, it's the other variables we 
should work on. We've not been able to 
get across to the consumer." 

Chitre nodded, and then tried 
again, “Maybe we can use a spacesuit 
fashion troupe with weightless chore- 
ography, or something." 

Swaroop narrowed his eyes in mock 
irritation, “You sound like an adman." 
There was a round of laughter. 

Anand spoke next. *Maybe we flum- 
moxed the market with our hi-tech catalogue. In 
evolved markets, marketers focus on one single model, 
give it a distinct personality and target a well-deter- 
mined pyschographic profile. This becomes the stan- 
dard bearer, even as other models sell the volumes." 

Swaroop nodded, “I see your point. That's also 
why software powerhouse Micron's vision of con- 
vergence excites me so much." 

“Oh!” exclaimed Anand, “you mean the com- 
puter-cum-cellphone-cum-wristwatch?” 

“Yes, the alliance is.still being worked out in 
America," said Swaroop, “but once it's done, the 
wristwatch might become a time-receiving device 
rather than a time-keeping device. It will be network- 
enabled. That's convergence. And we gain from 
Micron's *one touch' campaign as well." 

Should Buzz bank on ‘convergence’? W 
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the crossroads it finds itself at, the real ques- 
tions confronting Buzz are: Which are the con- 
sumer segments that have significant potential for 
growth? How should Buzz be positioned to excite 
these consumers? Is convergence the answer? 
Technology is a plank used by brands in other 
product categories such as mobile phones and entertain- 
ment where the consumer demands new features and 
functions as well as enhanced performance. Looking at. 
different consumer segments in India, technology holds 
the greatest appeal for 15-30 year olds for whom being 
the first with the latest in gizmos is really ‘cool’. 
Buzz, with its global research and development 
capabilities, certainly appears to have the resources to 
support such a positioning and seems to be on track tow- 
peal ards attaining that objective. 
Buzz's idea of However, for this strategy 
having one set of to result in significant volumes, 


Г CONVERGENCE THE WAY FORWARD FOR BUZZ? АТ 


products to cater t0 products and communication 
the brand-conscious have to cut across consumers 
consumer and and not excite just a select few. 
another to garner On this front, Buzz has not 
the volumes is an been able to make its watches 
aptone” popular enough to be able to 


garner volumes. The new 
marketing chief Anand’s suggestion on focusing 
communication on one set of products that sell the 
brand and the remaining larger set that sell vol- 
umes is apt. Buzz needs to target a wider set of 
consumers and launch a suitable range of products 
that have an edge over its former ally. 

On another front, Buzz does not seem to have 
been able to suitably ‘layer’ the brand to stand for 
more than just technology. The suggestion made by 
Anand’s deputy here is valid, since to compete in the 
youth space, you need to be seen as ‘cool’ and 
‘happening’. So portraying technology as an en- 
abler of the modern image (and including aspira- 
tional ‘user imagery’) needs to be considered to 
enhance the brand’s mass appeal. 

With the benefit of hindsight, the decision to 
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suddenly change Buzz’s positioning from a mass-mar- 
ket durable brand to a technologically-differentiated, 
urbane brand appears to be a fundamental mistake 
on part of the watchmaker. 

Building a brand in India is a long and arduous task 
and requires a lot of time and money. It is also not 
easy to change consumer perceptions in the Indian 
market about a product without making significant in- 
vestments. As the brand was already endowed with 
mass-market appeal, Buzz would have achieved better 
results if it had been pragmatic enough to continue 
with the same brand positioning, while making mar- 
ginal changes such as adding specific technology col- 
lections aimed at the yuppie segment. 

Convergence does hold out the promise of smart 
devices that provide personalised information and 
functions that go beyond the conventional uses. It is 
now widely accepted that watches of the future will go 
beyond merely telling the time and display person- 
alised information from the Web such as messages, cal- 
endar updates, customised news, weather, financial 
and sports information. The cost of such products is 
also likely to place them out of the reach of most cus- 
tomers, at least in the near future. 

Buzz needs to decide whether it wants to be 
profitable by growing volumes or through carving 
out profitable niches. The former would be more 
prudent, given Buzz’s current business model and the 
market realities. 

Further, banking on ‘convergence’ will restrict 
Buzz’s reach and make it relevant only to tech buffs who 
are willing to pay higher prices. This approach will also 
pit Buzz’s offerings against other products like personal 
digital assistants (PDAs) and 3G mobile phones. 
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makes sense only so far it is restricted to mar- 
ket positioning and consumer perception. This 
approach, however, breaks down when it comes 
to ensuring profitability. There is the market reality 
to consider. The Indian market is not large enough 
at the upper end to give decent volumes to a 
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bt case solution 


watchmaker offering such expensive, high-tech 
products. Even if ‘digital economics’ works out to 
give Buzz’s brands some sort of cost advantage, the 
difference to the company’s bottomline would be felt 
only after a long period of time. 

The other fact that stands out is that the brand’s 
linkage with a ‘hi-tech’ image is very strong in the 
mind of the consumer. As the discussion of the 
senior management team made evident, a good 
deal of the company’s resources have been spent to 
establish this position of leadership, and it would be 
foolish to walk away from it. 

So it is a good idea to be associated with Micron 
and jointly develop ‘convergence’ products. 
However, Buzz must en- 


sure that these products “Buzz should focus 
are affordable enough for ОП offering affordable 
it to be able to attain the technology-centric 
volumes needed to turn products that are 

in a healthy profit. A strat- both durable and 

egy that is not only cen- cool to attract the 
tred around technology | consumers and keep 
but volumes as well seems them hooked" 


best suited. то Buzz. | 
Utilising its plant capacity to the fullest will ро a long 
way in helping the company achieve this. 

The company needs to bear in mind the phase of the 
learning curve that its targeted consumer segment is at. 
The typical young, urban consumer wants to be fash- 
ionable and live life for the moment. Consumers in this 
category also have a strong yearning to make a state- 
ment amongst their peers, particularly when it comes 
to watches, which are a highly visible part of their 
get-up. Competing for attention in this product space 
are also the cheap, but fashionable grey market watches. 

To attract and keep such consumers hooked, Buzz 
should offer affordable ‘tech-centric’ products that 
are durable and cool. 
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the Indian market, Buzz made the mistake of trying 

to straddle all the price segments, including the 
lower price-range, and ran into stiff competition from 
the more established Indian players. The watchmaker's 
initial attempts to piggyback on a domestic player to 
acquire the distribution reach that it desired only 
served to complicate matters further. It did not suffi- 
ciently differentiate its brand from the umbrella brand, 
eventually resulting in its local alliance coming apart. 


Г TTS QUEST TO EMERGE AS A VOLUMES PLAYER IN 
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Buzz now needs to undertake a serious brand re-po- 
sitioning exercise. To begin with, it needs to rethink its 
volume-player strategy. A watch is primarily a fashion 
product. The buyer perceives it as a symbol of his or her 
persona. It is, in fact, as much an extension of a buyer’s 
personality as his clothing, hairstyle or other accessories. 
Simply or solely playing the volumes game in this 
product category wouldn’t pay for a company like 
Buzz. It dilutes the appeal of the product. 

To enhance the fashion appeal of its products, 
Buzz should gradually phase out its low-end products 
and focus only on the medium and high-end. 

This would require two major steps. One, the 
company would need to narrow down the price 
band within which its products will be available. 
Two, it would need to adopt a more focused distri- 
bution approach by reducing the number of points of 
sale (POS) and. the total number of cities the brand is 
present in. It is not feasible for a brand like Buzz to be 
present in the small towns. It should, instead, focus 
on the fashion-conscious consumer by limiting its 
presence only to the metros and larger towns. 

When you concentrate on the fashion aspect, the 
game changes completely. By streamlining distribution, 
the costs involved in lo- | 


gistics and communica- “Buzz should rethink 
tion would automatically its volumes strategy - 
come down, allowing and confine its 

Buzz to concentrate its products only to the 
resources on its major medium and high-end 
markets and to reap categories to enhance 
greater returns for its таг- the fashion appeal of 
keting money. Narrowing the brand" 


the price band would also 
help enhance the company’s image as a niche player 
in the medium and high-end watch market. 

To establish a bond with the consumer, the com- 
pany needs to adopt a unique positioning platform, on 
which it should then build its entire communication-— 
be it advertising, in-store promotion or customer rela- 
tions. Convergence, in my opinion, is a very narrow plat- 
form. Technology can be a salient feature, but not the 
main theme for the brand's promotional campaign. 

The main theme needs to be one that portrays the 
brand's core values and one that remains relevant to the 
brand's existence throughout its life. The salient feature 
of its products could be technology, but the main 
theme of the brand should remain the same. 

Buzz should go in for a brand-positioning based on 
youth, style and fashion. No watch company can ign- 
ore this. Buzz should leverage its American lineage 
and establish itself as an innovative and flamboyant 
brand. This will help it acquire a positioning distinct 
from those of other watch brands. Bl 
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F SEPTEMBER 11 HADN'T HAPPENED, 

Rudy Giuliani would’ve passed into 

political oblivion like all mayors— 
even of New York city—do. No doubt, 
the tough-talking Giuliani drove crimi- 
nals off the streets, moved large numbers 
off the welfare rolls, and rejuvenated 
the Big Apple. But a lot of people hated 
him. His strong-arm tactics with crimi- 
nals, his apparent discrimination against 
the city’s Hispanic and African-American 
populations, his ugly fights with political 
opponents, his intolerance of media 
criticism, and finally his affair with sales- 
woman Judith Nathan (leading to his 
divorce from Donna Hanover), were 
enough put-offs for New Yorkers. 

jut then, as Giuliani neared the end 


of his second term, two things hap- 
pened. One, he was diagnosed with 
prostate cancer, which prompted him to 
abandon plans of running for the Senate 
against Hillary Clinton. Two, the Twin 
Towers fell. 

Suddenly, Giuliani was thrust to the 
centrestage of a global drama. A big- 
town mayor overnight became the face 
of American heroism. The rabid, ruthless 
Giuliani gave way to a caring, courag- 
eous messiah who, in the face of unpre- 
cedented crisis, reassured and calmed 
his people. Time magazine named him 
2001's Person of the Year; corpora- 
tions, counties and even countries wooed 
him with fat deals to deliver talks on 
leadership (this writer attended one in 


Las Vegas last year), and Giuliani the 
global leader was born. One who would not 
only play host to the likes of Tony Blair, 
Vladimir Putin, and Jacques Chirac (as 
they toured Ground Zero), but also earn 
their admiration. Chirac, for instance, 
described him as *Rudy The Rock". 

It's fair to say that you wouldn't be 
reading this book had it not been for 
September 11. Giuliani recognises as 
much, which is why he opens his book 
with an account of that fateful day. The 
rest of the book draws upon his experi- 
ence as a powerful attorney. The chapters 
are interesting, him being such an extra- 
ordinary man, but his leadership lessons in 
themselves are nothing exceptional. 
"Surround yourself with great people; 
underpromise, overdeliver"... are trui- 
sms that could come from anybody. But it 
is possible that the title ‘Leadership’ is 
really a convenient marketing label, anda | 
compromise for Giuliani's refusal to deal 
with some controversial aspects of his 
life. For example, his father was a one- | 
time convict who once worked for a loan | 
shark. Or his acrimonious row with wife 
Donna, or the insouciance with which 
he appeared in public with his mistress. 

That said, what's laudable and wor- 
thy of emulation is how Giuliani, de- 
spite his controversial mayorship, put | 
everything aside and gave hope and di- | 
rection to his people in a time of crisis. | 
Isn't that what makes a leader? 

R. SRIDHARAN 


| 
| 
| 
| 
| 
| 
| 





The Foreign Office 


By Anthony Seldon, 
Harper-Collins 

PP: 240 

Price: Rs 1,935.45 


ceeded. A year later, a rattled 
Britain set up the Foreign Office in 
London to micro-manage its other colonies. In 1857, 
an Indian rebellion failed. A year later, an equally rat- 
tled Britain set up the India Office (it also snatched 
power away from the East India Company, and started 
listening to Indian intellectuals on the rebellion’s causes). 





Г 1781, AN AMERICAN REBELLION | 
against Imperial Britain suc- 











This coffee table picture book, on the majestic 
monument that houses the Foreign Office (and its 
India Office wing), would be a delight to anyone inte- 
rested in either imperial architecture or Imperialism 
per se. It starts with an eye-catching. 1939 map of The 
Empire, depicting what vou'd now call the ‘cricket 
footprint’, except Egypt, Iraq and Palestine (which, 
hewn from the Ottoman Empire, were British *man- 
dates’ rather than colonies). 

The book's narrative rushes through a sketchy ver- 
sion of the Empire's rise and fall—Viceroy Mayo's as- 
sassination, the Great Game in Afghanistan, Gandhi's 
awesome influence et al—and ends with a final 
straw-clutch for greatness, giving the Office a mod- 
ern role in envisioning the world order. W 
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COUNSELLING 


Help, Tarun! 


1 ат 44 years old, a senior vice president at a small tech- 
nology company and | thought | had a good thing going. | 
was doing well—the past two years were especially 
good—and had the ceo's ear. However, our company recently 
hired a new cro, and | just can't seem to get along with him. 
Being above me in the organisational hierarchy, it is easy for 
him to pass off my ideas as his own, something that he does 
regularly. The ceo, impressed by his hire's performance, has 
suddenly started giving me the cold shoulder. Indeed, at last 
month's review he actually pulled me up for poor perform- 
ance. | am at my wit's end. What should | do? 

Are you in trouble! The СЕО and cro, both, don't par- 
ticularly like you. Maybe the latter views you as his pri- 
mary competitor within the organisation. Talk to him; 
get him to be an ally rather than an adversary. The eas- 
iest way to do this is to seek his opinion on key issues. 
After bis comfort level increases, offer your own sug- 
gestions. This may also be a good time to review your 
performance—does tbe CEO bave reason to be unbappy 
with your work? Work barder, noticeably so and if, de- 
spite everything, there's no change in the CEO's per- 
ception or the CFO's bostility circulate your resume. 


| have every reason to be happy, but am not so. At 30, | have 
made it as a project manager at one of India's best known 
software companies. That's right, | now head the very team 
of which | used to be a part. However, | can't but help feel- 
ing that some of my former team members are not too 
happy at having to now report to ‘one of the boys’. | can sense 
a change in the way some team members behave with me. 
Worse, the team's output has plummeted. Please help. 
Whatever you do, don't bring this up with your boss, 
not just yet. That would be tantamount to admitting 
your failure as a team leader. Bring up the issue with 
your team, one member at a time. Don’t do it in your 
office where the seating arrangement probably keeps 
reminding them of who the boss is. Meet with the 
team at a coffee shop or a pub. Try and make them re- 
alise that the team’s performance matters more than 
who made project manager and who didn't. Give this 
approach some time. If it fails, talk to your boss. The 
problem could well be with your team, not you. 





| strongly believe | am a victim of sexual discrimination. | 
am 35, a mother of two, and a senior analyst at an equity 
research firm, a post | have held down four years. The head 
of research at our firm quit recently. As the senior-most con- 
tender for the post, | considered myself a shoo-in. | was 
shocked when the job went to a junior colleague. One of my 
friends, who is a senior manager at the firm, told me that 
although | was the best person for the job, the senior 
management believed a married woman, a mother to 
boot, wouldn't be able to handle the stress that came 
with the job. Can | take the firm to court? 

I take it your friend in high places was involved in the 
selection process. If not, speak to someone who was to 
get the facts straight. If you are still convinced that 
you have been discriminated against you could do one 
of two things. You could quit and sign on with a firm 
with more a progressive mind-set. Or you could seek le- 
gal redress and file a suit against your employer. You 
would be completely within your rights to pursue the sec- 
ond course of action but doing so could affect your im- 
mediate career prospects. Most employers are para- 
noid about litigious employees. The legal process could 
drag on, and that could cause you mental and financial 
distress. Think long and hard about it, but if you still feel 
strongly about it, go abead and sue the company. 


Mine is a problem of plenty. | am a sales manager at a 
fast moving consumer products company that is still 
recovering from three rounds of lay-offs. Predictably, my 
work load has increased, my superiors have reposed 
their faith in me, and | am actually handling the complete 
launch of a new product—unheard of for a 29-year old 
manager. However, the 24X7 work schedule that this en- 
tails is taking its toll on me. Should | quit? 


Consider yourself fortunate: you still have a job, your 
superiors are happy with you, and you have been 
handed a rare opportunity to prove yourself on a 
platter. Make the most of this. Maybe when things 
look up, you could request some assistance. The 
company should, if all goes well, be able to afford 
that by then. Meanwhile, don’t whinge. Wl 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—110055. 
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Under intense pressure to make its managers more accountable, India Inc Sanjay Kapoor, 
wakes up to the merits of external benchmarking as an HR tool. 


your peers in your company, you were guaranteed a pro- 
motion. If you didn't, you would still be promoted, perhaps 
a little later than your best performing colleague. Not so anymore. 

What, in HR jargon, is called internal benchmarking (re- 
warding the most successful employee with a promotion first) is 
increasingly giving way to external benchmarking in corporate 
India. Simply put, external benchmarking means that when 
companies look to fill vacancies in senior positions, they not only 
consider the best talent from within the company but also search 
outside the company. Indian companies are no longer content to 
confine themselves to in-house talent when it comes to something 
as important as their organisational and financial performance. 
With the pressure of global competition becoming intense, com- 
panies want the best talent available in the market. 

Amrop International was recently mandated by a large 
MNC to manage a head-hunt for the position of its country head. 
We shortlisted four candidates for the job—two from within the 
company and two outsiders. Each of them was put through the 
same recruitment procedure to ensure objectivity in the selec- 
tion process. At first, the internal candidates found the proce- 
dure a little awkward since they weren't accustomed to com- 
peting with external candidates for their promotions. 

Companies are becoming more cautious about the quality 
of candidates they recruit at senior levels and are willing to in- 
vest additional time, effort and resources to ensure that they 
find the best person for the job. 


DESIGNING EXPAT-PAY PACKETS 


Ne TOO LONG AGO, IF YOU HAD THE BEST RESULTS AMONG 





How Indian companies pay employees on overseas assignments. 


Partner Amrop Intl. 


A BALANCING ACT 





























Secondly, the employee should 
not be encouraged to look for 
additional income to meet exp- 
enses abroad at the expense of 












their employees to overseas 
assignments on a regular basis to 
set up businesses, win major acc- 
ounts, manage overseas opera- 
tions or sales, provide services or 
direct key projects. In cases where 
overseas assignments exceed six 
months, companies usually offer 
the employee an expatriate rem- 
uneration package. 
The objective of defining such 
a package is to ensure that the 
















ANY ORGANISATIONS ASSIGN financial conditions during expa- 


triation are fair and consistent and 
that the compensation package 
helps in employee retention. The 
most common method of calcu- 
lating expatriation packages is the 
balance sheet approach. This app- 
roach is based on three basic und- 
erlying principles. Firstly, the em- 
ployee’s base country income 
should be comparable to that of 
the expected income in the host 
country for a similar position. 


the employer. Finally, the emp- 
loyees posted abroad are generally 
the best and the organisation 
would like to retain their services 
after the end of their assignment. 
Unlike remuneration policy 
for national employees, the app- 
lication of the remuneration pol- 
icy for expatriates is largely infl- 
uenced by the circumstances of 
the specific overseas assignment 

and the employee. @ 
Source: Mercer 
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Exciting Opportunities in EDUCATION & TRAINING 


TIME is the pioneer in education & training industry. Founded in 1992, by a group of HM/XLRI graduates, today TIME has 65 
offices in 46 towns/cities - training about 25,000 students every year. With an expected brand turnover this year of about Rs.15 
crores, TIME is the No.1 player in the country in entrance exam related education and training and growing by about 50% every 
year. About 20 graduates from IIMS/XLRI form a part of the core team of TIME. 


Weare now looking for like-minded professionals interested in making a career in this highly competitive but extremely rewarding 


environment for the following positions: 


Course Director 


This position is for our flagship CAT course. The candidate should be a post-graduate from a Top-10 institute with a minimum of 
3 years work experience in marketing/sales/service. Prior experience in training/education will be an added advantage. 
Salary : Rs. 6 lakhs per annum + Bonus Location : Hyderabad 


Business Development Manager 


To head marketing operations in Mumbai and Delhi. The candidates should be post-graduates from any leading management institute 
with 2 years experience in sales/marketing. Should be go-getters capable of forging and leading effective marketing outfits. 
Salary : Rs. 3 lakhs per annum + Bonus Locations : Delhi & Mumbai 


Please send in your biodata before 15* March to : 


i 95B, Siddamsetty Complex, Park Lane, 
@ 7 Ё na E Secunderabad - 500 003. Tel: 040 - 27819116/27898194/27898195 
E-mail: info@time4education.com 





You never know what 
business can turn out to be. 
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Satluj Jal Vidyut Nigam Limite 
(А Joint Venture of Сомї. of India & Govt. of H.P.) 


Formerly -Nathpa 


‘Emerging rapidly on the.National 

| Corporation Limited’) is currently ei 
| 1500 MW at an estimated cos 
SJVNL is onthe look out fordynarr 


| GENERAL MANAGER (PROJECTS) 


JOB RESPONSIBILITIES : General Manager (Projects) will 
have total responsibility for implementation of the Company's 
Projects within pre-determined schedule with respect to time, 
cost & quality. 


| THE PERSON : Should be a Graduate in CIVIL/ MECHANICAL/ 
ELECTRICAL Engineering from a recognized University / Institute 
in india. 


JOB PROFILE : The incumbent shall have 23 years of extensive 
experience out of which 03 years as Deputy General Manager / 
Additional General Manager or its equivalent at next below level 
Pay Scale or 02 years experience as Chief Engineer in a large 
capacity Power Project preferably Hydro. 


Proven experience in investigation, planning, design, 
engineering, construction and management of project is 
essential. Substantial experience in civil construction of Dam & 
underground works, such as, tunnels, underground power houses 
& erection and commissioning of hydro power stations etc. will be 
anadded advantage. 


GENERAL MANAGER (ELECTRICAL) 


JOB RESPONSIBILITIES : General Manager (Electrical) will be 
Incharge of Operation and Maintenance of Power House and also 
will look after the balance erection and commissioning work in 
progress, through a dedicated team to support the Operation & 
Maintenance, to be completed timely, besides taking up schedule 
for maintenance of Turbines, Generators, MIV, BFV and other 
Electro-mechanical equipments installed. He also has to ensure 
timely completion of the balance erection works as per the 
schedule and ensure quality. 


THE PERSON : Should be a Graduate in ELECTRICAL 
ENGINEERING from a recognized University / Institute in India. 


JOB PROFILE : The incumbent shall have 23 years of extensive 
experience out of which 03 years as Deputy General Manager / 
Additional General Manager or equivalent at next below level Pay 
Scale or two years experience as Chief Engineer in the relevant 
area in a large capacity Power Project, preferably in Hydro Power 
Plant/ Project with experience in Erection, Testing Commissioning 
and Maintenance of Modern Mega power plants. Experience in 
EHV switchyard Auxiliaries, Planning and Design will be an added 
advantage 
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Jhakri Power Corporation Ltd. 





L 
lity for appointment to the following positi | 
GENERAL MANAGER (CONTRACTS) | 
JOB RESPONSIBILITIES : General Manager (Contracts) will 1 
head the Contracts Department. with main responsibility of | 
procurement of Equipments, Materials & Systems, Civil Works, f. 

and such other services as Erection & Consultancy, andto ensure: | 
that the procurement meets Project Schedule and quality | 


requirements as per Company's Policies & Government Rules & | 
Regulations. io 


THE PERSON : Should be a Graduate in CIVIL ENGINEERING | 
froma recognized University / Institute in India. d 


JOB PROFILE : The incumbent shall have 23 years of extensive | 
experience out of which 03 years as Deputy General Manager / 
Additional General Manager or equivalent at next below level Pay. | 
Scale or two years experience as Chief Engineer in the relevant |. 
area in large Industrial Establishment preferably in Hydro Power x 
Plant / Project. The incumbent shall have the exposure & | 
experience of awarding of major Civil, Electro-mechanical, and. | 
other contracts and conversant with procedures of procurement | 
of Materials, Equipment Systems, etc. He should be thorough with J- 
International Contracts, Contract Procedures and shall have | 
thorough knowledge of Customs, Excise and other related Laws, | 
Rules & Regulations. HE 






































JOB RESPONSIBILITIES General Manager (Human | 
Resources) will head the Personnel, Administrative and Human | 
Resource functions of the Corporation and will be responsible for | 
formulation and implementation of personnel and administrative | 
policies. | 


THE PERSON : Should be a GRADUATE WITH A POST- | 
GRADUATE DEGREE or equivalent two years full time or three. | 
years part time DIPLOMA IN PERSONNEL MANAGEMENT & 1. 
INDUSTRIAL RELATIONS OR MBA (PERSONNEL) from a | 
recognized University / Institute in India. | 


JOB PROFILE : The incumbent shall have 23 years of extensive | 
experience out of which 03 years as Deputy General Manager / | 
Additional General Manager or equivalent in the next below level. | 
Pay Scale in various aspects fo Human Resources Management | 
including Industrial Relations, HRD and Administrative functions | 
in a large Industrial Organization. The incumbent should be well | 
conversant with formulation and implementation of personnel f 
policies relating to manpower planning, recruitment and selection, 
wage and salary administration etc. Ability to plan and organize | 
these functions in new construction project is desirable, | 
Knowledge of Computer Application in personnel functions would | 
be a definite advantage. | 
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xr PACKAGE: 


GENERAL : 1) Candidates employed in Govt. Quasi-Govt., or Public Sector Undertakings should send their application through 1 
proper channel or may produce “No Objection Certificate" at the time of interview. 2) Reservation of post for SC/ST/OBC and | 
relaxation in Age / Experience exists as per Government directives. 3) Management reserves the right to raise / relax the job | 
specification, overall experience, age & level of post or any other terms and conditions at its discretion іп deserving cases. 4) | 
Candidates called for interview will be reimbursed single (To & Fro) First Class train fare by the shortest route. i 


HOW TO APPLY : Candidates below the age of 55 years and desirous to be considered for the post should send their Curriculum | 
Vitae in the prescribed format by Post / Courier with a recent passport size photograph and Demand Draft worth Rs. 100/- (SC/ST | 
exempted) in favour of ‘SJVNL’ payable at Shimla by 24.03.2003 to Manager (Personnel - Rectt.), SATLUJ JAL VIDYUT NIGAM.) 
LIMITED, Himfed Building, New Shimla, SHIMLA - 171 009 (H.P.) INDIA. The application format can be downloaded from our | 
website www.njpcindia.com. j 
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Be at the happening place. 


A movement called Unitech. Of the 
highest quality standards. Proven 
engineering expertise. Sheer 
experience... That's fast changing the 
cityscape, and its very essence. 


After creating landmarks in Real Estate 
and Construction, it has diversified 
into the high-excitement areas of 
Entertainment, Hospitality and 
Education. 


Things are really happening at Unitech. 
3 million sq. ft. of commercial space. 
1500 acres of residential area. Mega 
Amusement Parks. High-fashion 
Shopping Malls. Hotels... 

We are looking for dynamic, success- 
driven professionals: 

VP - Corporate Sales: MBA from 
a reputed business school with 
15 years' hard core sales experience in 
the service or finance industry. 
Business Development Manager: 
BE / MBA with 8 to 10 years' 


hard-core experience in sales. 


Sales Manager: Experience of 7-8 
years, preferably in financial services 
or hospitality. 

Senior Sales Executive: Graduate 
with sales experience in financial 
services or the hospitality sector. 


Corporate Communications 
Manager: 4-6 years with an 
advertising agency, experience in 
handling national brands. He/she 
will be responsible for all advertising 
and PR activities for the Unitech 
Group. 


Media Executive: Post Graduate in 
Mass Communication with at least 
1-2 years' experience іп an Ad 
agency or any other reputed company. 
Should be creative and self-driven. 


Senior Architect / Architect: 


BE (Arch), with 8-10 years' experience 
for Senior Architect, and 5 years' 
experience for Architects, in a reputed 


company. Should be well-versed 
with the latest architectural software. 
He/she should be imaginative and 
will be required to take complete 
responsibility of a project as part of 
a team of professionals/ consultants. 
Legal Executive: Law Graduate 
from a reputed University with 5-6 
years' experience in documentation in 
a commercial organisation, preferably 
real estate. Should be well-versed 
іп drafting of Conveyance Deeds, 
Sale & Purchase Agreements, Leasing 
of commercial properties, MOUS, 
Construction Agreements etc. 


So, take your career places - at the 
most happening place of all - Unitech. 


Send your bio-data along with a 
passport size photograph within 
7 days, superscribing the envelope with 
the post applied for, to the address 
below. 


"m s The HR Department, Unitech Limited, Unitech House, SouthCity-l, NH-8, 


LIMITED 


Gurgaon-122001. Fax :95124-2383332. E-mail: hr(Qunitechgroup.com 


* Homes * Corporate Complexes * Amusement Parks * Shopping Malls * Hotels * IT Parks 
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| ONLY YOUNG TIGERS IN FINANCE + HR NEED READ THIS| 


































Chief Financial Officer 
Chief of Human Relations 
Location : Bangalore 


| Specialised in manufacture of Capital Goods, we require young and dynamic personnel in 
| HR & Finance at senior position. In line with our Vision of ushering dynamic transformation |. 
. || within, the company has set ambitious growth targets. We aim to gain a larger share of the | 
eT world market and implement modern managerial techniques, global benchmarking and | 
| aggressively apply TOM and Business Excellence processes. To achieve these Goals. we 


need dynamic young achievers with drive to excel, a creative bent of mind to initiate change 


| - ||. processes. and be self-motivators. 


Chief Financial Officer 


Must be a qualified Chartered Accountant and a Company Secretary. Adept in handling a | 
„ whole range of accounting practices. Well versed with modern finance functions like Forex 


Management, Treasury, Taxation, Financial Engineering, MIS, Profit Management, Cost 
Reduction, Strategic Business Units (SBUs) concepts and e-commerce. Challenge is not 


only in keeping good Books of Accounts but interpret them, set up systems, be active participant | 
| in Goal achievements and organize + operate the Accounts Department not only as a Service | 


< || Function but also as a Profit Center. 





Chief of Human Resource Management 





A 'Change Manager responsible for effecting continuous changes in the working environment. | 
Should possess a knack for understanding and pre-empting the needs of highly qualified and | 
experienced Technical and Managerial personnel. Responsible for not only fostering healthy | 

relations and personnel functions, but ensuring overall health, development and transformation | i 
of the organisation. Should be well versed in Modern Human Relation Techniques and should | | 

|! possess experience in successfully implementing new concepts of HR & TQM, enhancing | 
: | Managerial skills, performance management, career path + succession planning, Leadership | 
~ [| development etc. B.Tech. with added Professional qualification would be preferred. 


For both the above positions, candidates should be between 35-40 years having an overall 
experience of 10-15 years. Preference will be given to candidates having at least 10 years 


| experience in the engineering industry with high computer literacy. 





|| Remuneration will be on par with the best in the industry for candidates who are energetic, | 
| enthusiastic, self-motivated team players with outstanding leadership and quality orientation. | 


| Interested candidates should send their resume to Mr. S. R. Sheth within 10 days to: | 
| Fax: (022) 2209 1810. E-mail: ssheth@bom5.vsni.net.in or pssheth@vsni.net 
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We invite leaders 
of the academic world. 


To groom the future leaders 
of the corporate world. 





At Amity Business School, it has always been our 
endeavour to add value to the knowledge earning process. So 
that our students can emerge as the true corporate leaders of 
tomorrow. And you, as a valued member of the faculty, will 
become an integral part of our endeavour. 


We require distinguished academicians with distinct 
professional records to join as PROFESSORS, ASSOCIATE 
PROFESSORS and ASST. PROFESSORS. 


You should have taught at premier educational institutions, 
preferably with relevant industry experience. You should have 
a proven track record of nurturing students' abilities so that 
they achieve. great heights and success in their careers. 
Excellent teaching skills with a high sensitivity to students' 
needs are essential. 


The qualifications and experience should be as per AICTE/ 
UGC/University norms. The remuneration will the best 
in the field. i 


Interested candidates should send their resume within 
15 days to - The President, Ritnand Balved Education 
Foundation, superscribing the envelope with the position : 


applied for. 


AMT Y 


An Institution of Ritnand Balved Education Foundation - 


THE NO.1 PVT. B-SCHOOLIN INDIA 











15-acre campus | World-class infrastructure | First wireless campus in India | Conducive environment for research & consultancy | Academic 
Advisory Board headed by Prof. Abad Ahmed, Former Pro-Vice Chancellor, Delhi Univ. | Mentor group concept [Experiential 
learning | International partnerships with University of Cambridge and other reputed institutions | Extensive Industry-Institution- 
Interface | Organised or has been the Academic Partner for over 50 Management Events in the last one year | Helped bring in global ‘gurus’ 
and international business leaders including Mr. Tom Peters, Global Management Guru, Sir John Frazer Robinson, International Direct 
Marketing Guru, Or. Robert Kaplan, Prof. Harvard Business School... | Member of the Amity Universe -11 Campuses, 42 PG & 16 UG Programmes, 
20,000 Students, 1st Private University of India А : : 


Ritnand Balved Education Foundation, E-27 Defence Colony, New Delhi - 110 024. Email : faculty@amity.edu 
; Website : www.amity.edu 
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you are playing it smart, if memory serves me right). 
What I have a problem with is the rituals involved in either 
ordering wine, or drinking it. I can’t tell a Shiraz from a 
Merlot, leave alone knowing what each goes with. While 
travelling abroad, I’ve survived by simply picking any 
red wine if I’m eating white meat and any white one if 
I'm eating red meat. This has attracted piercing looks 
from waiters with attitudes and probably contributed 
some to the Occident's view of India as a whisky (bad 
whisky) drinking country, but I have survived. 


La Culture du Vin 

I wouldn't have met Madame Danièle Raulet-Reynaud 
if one of my editors had not insisted I do. “Get some 
culture," he said. So, there I was sitting across the table— 
one laden with wine and cheese—from Raulet-Reynaud 


You must be able to see 
Smell the wine...then sip it, and 
the rind for the real flavour of the cheese 


doing precisely that. The noisy vendors of coloured sug- 
ared water won't like it but the French gastronomic exp- 
ert prefaced her conversation with the fact that she 
had banned colas in her immediate family, even among 
children. Let them drink wine, I could hear her saying, 
in the tradition of the most-quoted Frenchwoman in 


bear and 
es, taste 


history. “The moderate sipping of wine is preferable to 
the colas that children lap up," says Raulet-Reynaud. My 
dear Madame, where were you when I was ten? 

This is the first time the sommelier (yes, she's that, 
and one of the best in all France) is conducting a work- 
shop on the appreciation of French wine and cheese in 
India, a week-long affair sponsored by France's food and 
beverage marketing board. Thanks to rising incomes, 
an increase in the number of Indians travelling abroad, 
easy availability of imported wines, and a desire to be 
part of the smart set, a growing number of Indians (fine, 
I confess, me included) would like to drink wine the 
right way. This segment throngs Raulet-Reynaud's 
sessions for tips on wine protocol. And on pronunci- 
ation. Boe-jo-lay, Bor-doe, Sha-blee, Long-dock-ru-see- 
yon....“No cut glasses." “You must be able to see, hear 


CHEESE FACTS 


A primer on the eight families of cheese 
(and what to drink with them). 


€ Fresh cheese: This is soft, creamy, and comes with a subtle flavour. 
Goes best with light fruity wines 

€ Soft cheese with edible white rind: Ripened for between four and six 
weeks in special cellars, this variety has a soft edible rind known as bloom. Goes 
well with rounded red wines 

@ Soft cheese with washed edible rind: The shiny rind on this cheese varies | 
in colour. It could be yellow, orange, even red. This is best eaten at the end of ` 
a spicy meal and is best complemented by full-bodied reds 

@ Goat cheese: As the name suggests, this cheese is made from goat's milk and 
dusted with ash, herbs or seasonings. The flavour: goaty. Goes well with Cótes 
du Rhóne, Chinon or Bourgeil i 
€ Blue cheese: Made in the mountain regions of France this cheese has fine 
blue veins. Among the most expensive cheese (it could cost over Rs 3,500 а. 
kilogramme), this goes best with Graves, Saint-Emilion and Cótes du Rhóne | 
© Semi-hard cheese: This cheese has a hard crust, and a mild flavour. Wine 
recommendation: Beaujolais | 
@ Hard cheese: Just the kind you see in Tom & Jeny cartoons. Large, golden, with holes. 
Eat it with a crisp white or a dry red wine. The price could go up to Rs 8,000 per kg. 
© Processed cheese: The result of blending hard cheese with milk, butter or 
cream, flavouring it mildly, and, sometimes, packaging it. Usually accompanied 
by light reds and whites 





TIS ALL IN THE GRAPES, HONEY! 


Grape varieties and their aromas and tastes: 


Whites 
8 Chardonnay: F 
| acco, lime 
@ Riesling: Floral, fra 
@ Colombard: Herbaceous, grass 
@ Verdelho: Spicy 
© Sauvignon Blanc: 
peas, capsicum 
© Semillon: Flint 
© Chenin Blanc: Herb 
© Gewurztraminer: | 
Reds 
е Ріпої ме. Str 
1, Diack 


L Merlot: Herbaceous 


ех ка дагер: Tomate 


O Shiraz: He 
stewed piun 


@ Grenache: Spice 





(that’s what the lady says), and smell the wine...then sip 
it.” I tried it—no Bloomfield, but there was suggestion 
of Vangelis to my Merlot. 

Then there’s the thing about matching food and 
wine. Mild wines go best with mild foods and strong 
wines with strong foods, says Madame simply. “This 
will ensure that the wine enhances the taste of the food.” 
If you are going to serve kebabs and curry, Raulet- 
Reynaud recommends a Tavel Rosé (Rs 3,000 a bottle). 

For those of us who have stuck around till the end, 
the lady has a bonus—a session on cheese. Soft cheese, 
hard cheese. Golden cheese. Orange cheese. Blue 
cheese. She introduces us to more cheese than Га 
care to know. “The 400 varieties of cheese made in 
France means you could have a different cheese every 
day of the year," she chuckles. And then, directed at me, 
"Don't forget to eat the rind—that's where the flavour 
is concentrated." This, when I am choking over some 
fungus-like goat cheese. “You'll either love goat cheese 
or hate it,” she says. “There is no middle path." She's 
right on that one—I hate it. I'll stick to the wine. 
Cheese, especially the strong smelly stuff with streaks 
of blue, is an acquired taste. Bon appétit. tm 





TREADMILL 


How Much Is Too Much? 


AST FORTNIGHT I'D TALKED ABOUT "а 
how you shouldn't lose more , zz ту 


than two pounds a week. That's eme) 


less than a kilogramme. Everybody | ==. : 
knows someone who's adopted a UA z 
crash diet (read starved) to lose Ё: `` # І: 
much more than that. Problem is that’s not good for 
you. Because starving or drastically reducing the 
calories you consume is highly risky and can result 
in all manner of health problem. So how much 
should you consume if you plan to regulate your 
weight? Here’s a simple calculator. Your body 
needs to store 3,500 calories more than it uses over 
a period of time in order for you to gain a pound or 
450 gms. Similarly, if you expend 3,500 calories 
more than you consume, you will lose 450 gms. 
Now take a quick look at the table below, which 
gives the calories per pound (or 450 gms) that you 
need to maintain your current body weight. 
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My friend Shubho is 170 pounds and exercises 
in moderation (brisk walks three-days a week). To see 
how many calories he needs every day to keep 
weighing 170 pounds or 77 kgs, simply multiply his 
weight in pounds by 12 (that's the cal/Ib for a mod- 
erate activity level). In this case you get 2,040. 
That's the number of calories Shubho will have to 
consume to stay at his portly 77 kg! 

But weight control isn't just about numbers. 
Quality matters too. Like restricting fat intake to less 
than a third of your daily calorie intake and eating 
several small meals—to help speed up your meta- 
bolism—instead of a few big ones. Plus, it's very 
important—and what's the point of Muscles Mani 
writing this column if it isn't—that you exercise at 
least three days a week. 

Cut to food again. Keeping fat from your diet is 
a cool thing to do but do you know what stuff 
you should be adding to it? In the next instal- 
ment, I'm going to talk about the Food Guide 
Pyramid and how you should choose your daily diet 
from it. Till then, watch your weight! 

MUSCLES MANI 


SELECTION 


With incessant travel, a personal jet is a necessity for 
India’s business tycoons. Here’s what the super-rich fly. 


RELIANCE INDUSTRIES: At $25 million (Rs 120 crore), the Gulfstream G-Iv, 


known as the Junior Jumbo, is a cut above the rest. So it’s no surprise that India’s 
biggest industrial house, Reliance, owns one. With a maximum flying range of 8,000 
kilometres, a top speed of 850 kmph and a capacity of 12 passengers, it is a preferred 
corporate aircraft the world over. And now, to add to that, they have ordered a 


Global Express. 


Falcon 2000: Versatile 





TISCO & TAJ AIR: With four 


planes and a helicopter to 
boot, the Tata Group has the 
biggest corporate air fleet in 
the country. The Falcon 2000, 
which costs $18 million (Rs 
86 crore), is the most expen- 
sive in the Tata hangar. The 
versatile eight-seater jet has a 


range of 4,500 kilometres. The other planes in its 
fleet include the Falcon 200 and Citation 5-1. 
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UB GROUP: Vijay Mallya’s 


luxury pad in the sky is a cus- 
tomised Boeing 727 equipped 
with a bedroom, bath, lounge 
and dining room. It also has 
satellite phones and a DVD sys- 
tem for on-board entertain- 
ment. After all, Mallya is air- 
borne for almost 600 hours a 
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year. UB also owns a couple of other smaller planes like 
the Gulfstream G-il B and a Hawker HS-125-700. 
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THE NALDEHRA 
GOLF COURSE 
HIMACHAL PRADESH 


qus MAY NOT BE ANY GOLF 
course in India that matches 
the picturesque ones in Hapuna 
in Hawaii or Naples Beach in 
Florida. After all, the country is 
just starting to discover the 
game. But courses like Royal 
Springs in Kashmir's Zabarvan 
Valley or the one in Naldehra in 
Himachal Pradesh can surprise 
you, not just with their scenic 
beauty, but also their rich his- 
tory. Built on a cliff and sur- 
rounded by lush cedar and deo- 
dar trees, Naldehra—it was de- 
veloped by Lord Curzon—is 
among the oldest golf courses in 
the country. Located just 22 
kilometres from Shimla, the 
course boasts a unique magic. 
Curzon often visited the spot 
with his family and so enam- 
oured was he by the beauty of 
the place that he chose Naldehra 
as the middle name for his 
daughter Alexandra. He even 
shifted his office from the 
Viceregal lodge in Shimla to a 
makeshift camp on the course. 
The nine-hole-3,900 yard 
Naldehra course is a testing one 
with a turf that offers springy 
bounce both up and down the hill. 
Rashtrapati Bhavan must have 
come close to being built here. 
Contact: Himachal Tourism 
Phone: 0177-252704 

Fax: 252206 
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Shudh Food Court: A vegetarian paradise at affordable prices 





AS A VEGETARIAN WHO SPENT NEARLY A DECADE IN CHENNAI, LIFE WAS EASY, BUT 
there was hardly any room for culinary adventure. Eating out meant masala 
dosas at the ubiquitous “pure” vegetarian Udipis or that staid torchbearer of the 
genre—Saravana Bhavan. Some years ago the hotel came up with something called 
the kheema idli, which was essentially bits of idlis fried in a fiery gravy of 
tomato, non-veg style. But the innovation stopped there. Some 2,500 kilometres 
away in Delhi, my withering will to remain a gastronomic celibate got a shot in 
the arm with the opening of vegetarian food court Shudh at Karol Bagh. The 
Court, run by real estate and jewellery group Sugal & Damani, has five mini- 
restaurants serving Italian, Lebanese, Oriental, Indian and “healthy” junk food. 
On my first visit, 1 decided straightaway to hit the Lebanese and Italian cor- 
ner named Hearthstone. I started off with panzarotti, a samosa-like snack with 
cheese fillings. After five of those, it was time for something more substan- 
tial in the form of garlic bread and ratatouille, which is diced red and yellow 
capsicum cooked in puree made from smoked tomatoes. To differentiate it- 
self from the other eateries, Shudh has kept out the de rigueur pizzas, veg 
manchurian and chole bhature from its menu. To round it off with a dessert, 
I went in for the more regular and rather heavy banana split. At Rs 175, the 
meal was an indulgence alright. But then, can the Udipis match the thrill? 


Є had atters AS NEW MEMBER IN THE INDIAN 
y cricket team acquires a pair of these 

even before he gets a run or a wicket 

against his name. Virender Sehwag, for example, has a weakness for Oakleys 
along with the one for balls pitched wide of the off stump. These ultracool sunglasses 
are protected by some 600 legal patents and 800 trademarks. Oakley x Metal is 
the only 3p sculpted, hypoallergenic all-metal frame on earth. Its phenomenal 
strength-to-weight ratio maximises comfort and durability. Then, you have some 
450 different combinations of lens 
colours and frames with different 
lenses for different light condi- 
tions. And, by the way, it also gives 
you a 100 per cent UV protection. 





Oakley sunglasses: 
Ultracool 








SULAJJA MOTWANI: Bigger bike for the buck 


Antique Interest 


ID YOU KNOW THAT INDIA WAS THE BIGGEST MARKET FOR 
Cartier in the 1930s? Harry Fane, the 49-year-old 
Briton and a specialist Cartier dealer, was here in India to 
talk more about the company’s Indian connections and to 
pursue his passion of tracing Cartier antiques once owned 
by: the royal families. “It tickles me no end to see an old mas- 


terpiece again,” says Fane. 
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HARRY FANE: " 
Gartier crazy 





The Eagle 


Has Landed 


HEN WE ASKED SULAJJA FIRODIA MOTWANI, 

Joint Managing Director, Kinetic Motors, 
the meaning of her company’s latest two-wheeler 
offering ‘Aquila’, she said ‘eagle’. According to 
the Webster’s Dictionary, the term Aquila is derived 
from the Latin word aquilae. We hope the nomen- 
clature of the company’s newest launch matches its 
performance. For, the Hyosung Aquila is India’s 
first-ever 250-cc cruiser; at Rs 1.45 lakh it is also 
the most expensive bike going around. Motwani, 
a Masters in Business Administration from Carnegie 
Mellon and a former badminton champ, reasons 
that even at the seemingly exorbitant pricetag, 
Aguila is actually a good deal for the customer. It’s 
a limited edition bike and there are only a 100 up 
for sale. “Since we’re importing completely 
knocked down units from Korea, we have to pay 
only 35 per cent duty as opposed to 60 per cent if 
someone wants to import a cruiser,” she says. For 
someone who came to mobikes late, the 31-year- 
old Motwani, certainly has an eagle-eye for win- 
ning propositions. 


SHOME BASI 





RAVI NATH: Breaking in to the big league 


Legal Bugle 


Fo: RAVI NATH, A BEETHOVEN DEVOTEE, THIS BIT OF 
news would surely have sounded sweeter than 
a symphony. The 56-year-old Delhi-based cor- 
porate lawyer becomes the first Indian to head the 
influential Inter-Pacific Bar Association, which 
comprises 2,000 lawyers from 62 nations and ad- 
vises globocorps on legal matters. The legal eagle's 
flying higher than ever. Ps: we promise, no more al- 
lusions to eagles. 


Now It’s Water 


FTER A FIVE-YEAR-LONG RELENTLESS 

campaign to get Delhi to go the CNG- 
way, the Delhi-based Nco Centre For 
Science and Environment (cse) is now 
making bottled water biggies Coca-Cola, 
Pepsico and Bisleri, run for cover. csE's 
42-year-old Director Sunita Narain blew 
the whistle when a study carried out 
on the quality of drinking water found 
"unacceptably" high levels of pesticide 
contamination even in bottled water. The 
reaction from the bottlers, and babus of 
Bureau of Indian Standards ranged from 
the confused to the ridiculous. "Even the 
MNCS aren't ready to do business in an 


open and aware society," she contends. 
What next? "Packaged juice, maybe." ae 0 à nge 


N VALENTINE'S DAY THIS YEAR, SAMSUNG INDIA HAD A CHANGE 
Ош heart. It replaced the Managing Director S.S. Lee with 
Chang Hyun Yoon, an electronics engineer who has been with 
the chaebol for 26 long years. The 50-year-old Yoon has the ex- 
perience of managing Samsung’s subsidiaries in the UK and 
Malaysia as well as marketing the company’s home appliances 
globally from its Seoul headquarters. For the avid golfer, the brief 
from Seoul is simple: consolidate the lead in the rr segment and 
get to the pole position in all white good categories. Yoon's per- 
sonal target is to make Samsung India a $1-billion company by 
2004. LG and others better watch out. 


SHOME BASU 





CHANG HYUN YOON: Stiff targets, stiffer competition 





Starry Eyed 


L ONLY DELHI HAD ANY INSTITUTE OF REPUTE THAT OFFERED 
advanced courses in microbiology some 15 years back, life for Anita 
Nayyar would have been a lot different. The 40-year-old, soft-spo- 
ken Nayyar who is a microbiology graduate and a MSc. in medical 
technology (she would have gone in for a doctorate in microbiology 
had Delhi had the means), takes over as the Executive Director 
(North) at Publicis’ media planning arm Starcom India in March. Her 
appointment comes after Andrey Purushottam quit the company, and 
the operations were split into South and West (headed by Ravi 
Kiran), and North. Although Nayyar would like to spend more 
time with her two daughters and listen to her favourite ghazals, she 
knows that her new assignment is sure to stretch her 12-hours-a-day 
schedule further. “Delhi is a very promising market where Starcom's 
business grew from Rs 5 crore to nearly Rs 60 crore in little more than 
a year," she says excitedly. Research has always been Starcom's 
strength, and now a bit of clinical precision would do no harm. E 
COMPILED BY T.R. VIVEK WITH REPORTS FROM MOINAK MITRA 
AND ABHA BAKAYA 
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Presenting the soft option. 


Invitingly smooth Compact Plus™ knits. 
To bring you the finest knits in the world a carefully chosen blend of cotton is subjected 
to some very special treatment. Lustrous Giza and extra long staple 2 ply yarn are put through our 


in-house Ring Spun Compacting process. And then gassed and mercerized for o finish, 


few knits can aspire to. Go ahead, discover the ultimate pleasures of going soft. 





ColerPlus 


COMPACT PLUS 100% COTTON KNITS 
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AMITY 


LEADERSHIP 
m= CORNER ш 


If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 


AMITY [1 
BUSINESS SCHOOL RES 


p: 


THE NO.1 PVT. B-SCHOOL IN INDIA 


Website : www.amity.edu 





bt 





Lead From The Front 


H.S. SINGHANIA, President, J.K. Group of Companies 


HE SUCCESS OF ANY ORGANISATION HINGES 
on teamwork. A leader should have the 
ability to weld together different people 

with diverse skills into a cohesive team, sharing 
a common vision. Choosing the right people 
for the right jobs, recognising each individ- 
ual's unique strengths and uncovering the po- 
tential of his team members is the leader's key 
responsibility. He should have faith in the cap- 
abilities of his people and trust them to put in 
their best efforts in pursuit of their goals. He 
has to mentor, coach and nurture his people to 
enable them to overcome their limitations. 

A leader should practise what he preaches 
and lead by setting an example himself. He 
must be committed to his vision and be con 
sistent in his management approach. He must 
make it a point to lead from the front and be in 
the trenches with his people. At the same time, 


he should know when to stand back and let his 
team implement his vision. 

The character of the leader, his values and 
principles set the tone for the organisation's cul- 
ture. His humility, respect, integrity, open- 
ness, fairness and respect for his colleagues 
get reflected in the character of the organisation 
he leads. It is critical for a leader to maintain a 
high degree of self-discipline and consistency in 
meeting his targets. Only then would he be able 
to inspire his team to perform optimally. 

The litmus test of a leader is his ability to 
manage crisis situations. In difficult times, he 
has to be realistic, level-headed, bold and cour- 
igeous. He needs to constantly motivate his 
team members and nor let their enthusiasm 
dampen. He should have a clear focus and 
not shirk from taking tough decisions where 
called for, even if they prove unpopular. @ 


TATA Teleservices Limited Runs 


Oracle E-Business Suite 


TATATELESERVICES 


Successful businesses in India plus 
thousands of others worldwide run 
Oracle E-Business Suite. 











oracie.com 


Copyright © 2002, Oracle. Alt rights reserved. Oracle is a registered trademark of Oracle Corporation and/or its affiliates. Other names тау be trademarks of their respective owners 
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IN 2003? 


the official trouser has finally met its 


match... 


Match this flat-front, trouser with any of 
these vibrant shirts in refined, PIMA 
twill, And you're all paired up and raring to go 
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hatever it takes to keep your business running 





it like a pit-stop delay in Formula-1 could cost the driver the Grand Prix, stoppages in business could mean heavy | 
ir company. You need an insurance partner who can send a Surveyor team to your site within 24 hours. Disburse an interin 
(ment within 5 days of your claim. And bring you back on track. 7o make sure nothing comes in the way of your bu 


t even your insurance company. 


@ iCICICLombard 


GENERAL INSURANCE 


Business Uninterrupted 


Business Needs | Project Insurance | Liability Products | Personal Needs | Trave 


Lombard General insurance Company Ltd. insurance is the subject matter of the solicitatn Visit us at : www.i lomba m 





4hourpersonalised service, please call; Ahmedabad-6479111,Bangalore-5325454, Chandigarh- 747484, Chennai 24354350, Coimbatore 2382777, Delhi- 24308000, Hy 
ita - 22539999, Lucknow - 2294577, Mumbai - 28307777, Pune - 6103333 For all other cities please call; Andhra Pradesh - 9848162111, Chattisgarh - 9827037 
1taka- 9845189877, Kerala-9846125555, MadhyaPradesh-9827037706, Maharashtra 9823093333, Punjab- 9814061815, Rajasthan- 9828024222, Tamil Nadu - 9843 1 


darabad -23128000, Indore- 2408777, Jaipur-2249924, Koc 184500 
Goa - 9823093333, Gujerat - 9898278000, Нагу 


30382, UP East 9839120100, Utteranche 1939120 
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From The Editor 


NDIA INC.'S CONSISTENTLY GOOD FINANCIAL RESULTS, A 

Budget that was greeted by all-round cheers, a generally 

buoyant level of business confidence...all of this and 
more, yet nothing seems to shake up the Indian stock- 
market. The Sensex has been moving in a narrow range 
with 3,100 as its axis, retail investors have stayed away and 
although Fits have been net buyers through the past three 
or four months, rallies have been few and far between. 
Does this mean we're not going to see a bullish market in 
2003? More importantly, just what is it that ails the 
Indian stockmarket? What will it take to turn it on? 
And when could that happen? When Associate Editor 
Brian Carvalho hit Dalal Street with these questions, he got 
some interesting answers. Like how many traders, though 
wary of an US-Iraq war, were actually hoping that it 
happens soon—at least that would put an end to the 
current uncertainty. The other strand that Carvalho's 
story captures is the market's somewhat contrarian reaction 
to the Budget. While industry associations and other 
representatives of industry went ecstatic on February 
28, stopping short of giving Finance Minister Jaswant 
Singh a standing ovation, the stock- 
market's reaction has probably been 
less myopic and more long-term. 
The market seemed to have looked 
at the big picture and not got over- 
excited by the instant gratifications 
that the Budget proffered. So, des- 
pite the removal of dividend tax 
and tax on long-term capital gains, 
the market was concerned about 
the government's own housekeeping tasks—the chal- 
lenge of coping with a ballooning fiscal deficit and the 
lack of more aggressive tax reforms. Our cover story, as 
you will find, tries to look at trends that could emerge on 
Dalal Street in the coming months. Don't expect a run- 
away boom; but don't rule out the return of buoyancy eit- 
her. If only Bush would get on with it! 

From Dalal Street, segue into Nashik's Napa Valley. 
Yes, we've coined that and think it's an apt one. Vintners 
and grape farmers are sprouting by the dozen in the 
Nashik Valley, whose soil and climate attributes make it 
the ideal place to grow wine-making grapes. Special 
Correspondent Abir Pal went to India's wine country to 
find out how wine-making and grape-growing is making 
Nashik an El Dorado for wannabe vintners. Plus: an 
analysis of the interest rate scenario—what could hap- 
pen if interest rates turn northwards, a monthly report 
on performance of mutual funds and a report on the 
high-profile India Today Conclave 2003. 
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A Silver Jubilee of hard work, spirit of excellence and world-class quality. . 


SUNDARAM BRAKE LININGS ACCELERATES 
TOWARDS THE NEXT ROUND OF EXCELLENCE 


T V Sundaram lyengar, the Founder of the TVS Group, always 
valued customer satisfaction through quality of service — 
long before they became buzzwords in the corporate world. 
Sundaram Brake Linings, a part of the TVS Group, has inherited 
that legacy of constant commitment and continuous 
improvement — in full measure. 

Sundaram Brake Linings has reached the milestone of its 
Silver Jubilee with relentless technological innovations, 
customer-centric service initiatives, and timely strategic 
moves — all instrumental in accelerating the continuous growth 
of the company. 


GLOBAL QUALITY ENDORSEMENTS 


Sundaram Brake Linings has won many awards including the 
laurel of Deming Application Prize, besides being the first Indian 
company to introduce eco-friendly asbestos-free friction material. 
Sundaram Brake Linings exports to over 55 competitive and 
quality-conscious markets worldwide, accounting for 50% of its 
turnover — genuine proof of the company's quality standards. 


PROUD MOMENTS TO CHERISH 


On its Silver Jubilee, Sundaram Brake Linings proudly 
acknowledges the exemplary contribution of its employees, 
customers and business associates. Crossing many milestones 
in its journey towards Total Customer Satisfaction by offering 
friction materials of world-class quality. 
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Padi, Chennai 600 050, INDIA 
Tel: 91-44-26258111 Fax: 91-44-26257572 E-Mail: sbi@giasmd01.vsni.net.in 


Website: www.tvsbrakelinings.com 
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16 Tax Trouble 
FM’s move to tax 10 more service categories 
promises to open a new can of worms. 


18 A Marriage In Heaven? 
Speculation is rife on Dalal Street about a possible 
Digital Globalsoft-HP merger. 


18 Crossing The Lines 
Just why are BSNL subscribers junking their 
fixed lines in hordes? 


18 The Rules Of The Game D 
A 64-page code of conduct for Dalal Street has P 


many of its denizens rattled. 


20 Telcos Unite! 
ICICI Bank's K.V. Kamath exhorts telcos 
to consolidate. 


22 Face-To-Face COVER STORY 


Aviva’s Charles Andersen on his plans to tap the 


rural Indian insurance market. 38 Sensex 4,000 
22 The Chaebol Challenge From its current depths, Sensex at 4,000 
Samsung readies to give Titan a run for its money looks like an impossible target. But guess 
in the Rs 1,500-crore watch market. what? A quick, decisive war in the Gulf 
23 Stumble could actually catapult it close to that mark. 





A 124-minute Indian English movie strikes a 
chord with the techie-on-the-street. 


23 Try Smoking This O 
IH eina d нога РРА segment with а FEATU R ES 


new brand of smokes. 
52 Interest Signals 


Did you know that interest rates in 
India are almost at a 30-year low? 
And this may be the bottom. Or 
28 Obituary maybe not. If you've got a call to 
K.M. Mammen Mappillai, legendary founder of make, here’s the lowdown. 
MRF, passes away at 80. 


28 Thanda Matlab...? 


Pepsi and Coke go tearing each other's hair again. 


Cover by Kapil 


26 Executive Decision 
Bajaj Auto's Rajiv Bajaj decides he wants a slice 
of the lucrative exec-bikes pie. 





58 So Far So Good 

CellOne, state-run BSNL’s 
30 Gone Missing aggressively ambitious mobile 
Wheat worth Rs 3,200 crore is missing from FCI’s : 
godown in Punjab. The scam season has 


begun already. 


34 Bull's Eye 
India's strong comeback in the Cricket World 
Cup may give marketers the last laugh yet. 


phone service, has already 
roped in 1.5 million subscribers. 
That's huge. But then, 

getting the next 1.5 million 

isn't going to be quite so easy, 


BSNL's P. Singh 





and here’s why. 
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J è 
Finance Minister Jaswant Singh 


84 India’s Wine Capital 


Marketing: !! 


92 60 Minutes: James M. Cracchiolo 


Max On Track 

Analjit Singh’s big-dream healthcare 
project, involving three tiers of clinics 
and hospitals in a hub-and-spoke 
arrangement, nearly came apart. But 
thanks to fresh loans from ADB and 
IFC, it’s back on track. 





It's a simple question with complex 
answers. Will the India of tomorrow be 
a global pygmy or giant? Read what some 
of the world's most eminent thinkers 
and opinion-makers had to say at an 
exclusive gathering of decision-makers. 
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IT Conclave: A 


76 Interview: Jaswant Singh 
Finance Minister Jaswant Singh 
doesn't like to bask in the glory of the 
tributes paid to his Budget. Instead, 
he'd rather talk about implementation. 
Here he is, advising us to “stand up and 
seize the opportunity". 
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While you were studying those maps of 
France, our own Nashik, in Maharashtra, 
has quietly emerged as India’s wine 
capital. It takes years and years to get it 
right, and Nashik’s lead looks nice 

and sustainable. 


88 Marketing Goes Pop 
Is the medium the message? Sure is, going by 
the way Indian marketing is adapting itself to 
the country's mass culture—from K-soap- 
inspired ad campaigns to a certain fizzy drink 
that's fast turning into *Coka-toa' in the 
Indian hinterland. Marshall McLuhan, 
pat yourself on the back. 





Meet James M. Cracchiolo, Group President f 
(GFS), American Express. In an exclusive v 

interview with BT, he explains India's role in | 
the company’s global plans, not just as a market, j A 
but as a vital process centre. Are payment i 
products ripe for e-revolutionising? Read on. 


PERSONAL FINANCE 
104 Beyond Budget Expectations 


Mutual funds are typically driven by budgetary 
expectations in February. Not this time round. 


Amex's J.M. Cracchiolo 
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Web Exclusives 


Q&A: Zoltan J. Acs 


A professor of entrepreneurship and innovation at the 
University of Baltimore, USA, Zoltan J. Acs has also 
served as Chief Economic Advisor to the US Small 
. Business Administration. On a visit to India, Acs 
spoke to BT about the opportunities and challenges for 
SMES in the post-WTO world order. 










Telecom Brand Games 


Been watching the CDMA-versus-GsM battle from the 
edge of your seat, have you? Good, battles for the 
el technology standard are always exciting. But what 

about the brand battle? Is the market really as com- 
moditised as it appears? Here's a brand-versus-brand 
look at the business. 


Cup of Whoahs 


So, now that we've reached the grand finale of the 
great game to glue eyeballs, and Sachin Tendulkar is 
crowned the Big Winner, let's take a good hard-nosed 
business look at the real winners. A good hard look, 
that is, at what the Cup's biggest stakeholders—the 
advertisers—achieved over the season. 











Now, get a hot new management tip for the day every day, and participate in opinion 
polls through SMS on your mobile phone 24 hours a day. 





TO RECEIVE BT'S TIP OF THE DAY 
1. Goto "Write messages 2. Type "BTTIP" on the 3. Send the message to ME E Lco 
on your mobile pri i message screen. the number "2424". 
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А пса eg BT-ON-THE-MOVE QUESTION 


1. Go to "Write messages 2. Type "BTPOLL Y" for Yes. Type "BTPOLL N" for No. 3. Send the message to 
AA Jo IMEGIA Dona. the number "2424". 


*Send BTPOLL F after March 30, 2003, for the final poll results. Readers can also participate in the poll at www.business-today.com 
NOTE: Not available with all cellular operators. Regular SMS charges apply. Powered by ActiveMedia Technology, UK. www.activemediatech.com 
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A Populist Weave 

Apropos your cover story Mister 
Feelgood (BT, March 16, 2003), 
the maiden budget of FM Jaswant 
Singh seems to have been designed 
keeping the forthcoming elections 
in mind and is a political gim- 
mick. It does not reduce the coun- 
try's dependence on imported 
petroleum, generate employment, 
and take environment-friendly 
measures. It worsens the balloon- 
ing fiscal deficit. 

There is no provision for the time- 
bound introduction of non-conven- 
tional energy to replace conventio- 
nal energy. If 10 per cent of our total 
energy required is met from solar 
energy, we could slash our oil im- 
port bill by over Rs 5,000 crore. 

It was expected that the budget 
would propose measures to raise 
agricultural productivity and gene- 
rate rural employment. The actual 
package was, however, disappointing. 

The budget on the whole rev- 
eals a lack of vision on the part of 
our FM. At the least, his is not a 
vision of a self-reliant India. 

K.M. MATHUR, through e-mail 


Half Done 
Your edit An Unfinished Agenda 
(BT, March 16, 2003) rightly points 
out that the Union Budget 2003 is 
a feel-good one that has been care- 
fully woven to satisfy all. With a 
ballooning fiscal deficit and con- 
sequential increase in inflation, the 
future is definitely not as rosy as the 
one FM Jaswant Singh is trying to 
paint. The forthcoming elections 
clearly overshadowed the budget 
with most of Kelkar's recommen- 
dations getting the short shrift. At 
the end of the day, the FM's please- 
all exercise will fail to appease most 
of the people it is aimed at. 

J.M. MANCHANDA, through e-mail 


Vern Wagon 

This is with reference to Vern Ver- 
sion (BT, March 16, 2003). Indian 
language computing has been a quiet 
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BUDGET SPECIAL 
Жы 


Something tor industry. a 00051 to the Salaried 
Class, and 3 Stimulus to investment 
makes 
everyone happy with hts inaugural budget 





movement. But it has been gaining 
momentum ever since content provi- 
ders got on to the vern bandwagon. 
Now, software giants like Microsoft 
and H-P are planning to come up 
with Hindi versions of their products. 
All this can actually revolutionise 
the effort to take computing tech- 
nology to rural India. But there are 
still many hurdles to clear before 
the masses take to vernacular com- 
puting in a big way. Not the least is 
the lack of a common standard for 
application development. Before 
we start celebrating prematurely, 
we should get some of the founda- 
tion work done failing which even 
simple tasks on computers such as 
cut-and-paste, which we take for 
granted, would not be possible. 

M. KARIM, through e-mail 


Taxing Matters 

Kudos to BT for Taxing Matters 
(March 2, 2003)—a crisp summary 
of the BITE (Board of India Today 
Economists) conference. With the 
middle-class to woo before the 
forthcoming elections, it is obvious 


HOW TO CONTACT BUSI NASE TODA 
Write To: - OH Ma: 





that the government is against the 
implementation of Kelkar Commit- 
tee report in totality. Piecemeal im- 
plementation in any case does not 
make sense. Cost of compliance 
with law in India is higher than 
that of non-compliance. One should 
try and make compliance simpler so 
that people feel encouraged and 
not cheated. Firstly, one cannot 
levy VAT (value-added tax) at 12 or 
above and court compliance. At 12 
per cent VAT, Indian goods will find 
it extremely tough to compete in the 
global market. Secondly, each tax 
law defines terms like manufactur- 
ing, point of sale, intermediary prod- 
uct among others, in a different 
manner. It is important to make 
these definitions uniform across the 
Central and state governments. This 
would minimise misinterpretation by 
the implementing agencies. 

YERRAM RAJU, through e-mail 


Best Practices 
This refers to People Seldom Change 
(BT, March 2, 2003). The parable 
of the scorpion and frog, where the 
scorpion asks for the frog's help to 
cross the pond but ends up twitch- 
ing its tail and stinging the frog is 
partially incorrect as the scorpion 
actually kills the frog after reaching 
the bank. The point, however, that 
Buckingham wants to make—that 
great managers intuitively know it is 
difficult to change the innate nature 
of individuals—is partially true. In 
fact, it is this unchanging aspect of 
human character that most great 
leaders exploit to get the amazing 
results. So while the conclusion 
holds true in a corporate envi- 
ronment, it may not be completely 
true in other situations. 

K.V. RAO, through e-mail 





We are extremely proud to inform you that Speed, our new generation petrol, has been conferred with the 
ICICI Bank — Overdrive This recognition, just within a few months of 
the launch, is a testimonial of Speed delivering on its brand promise of hi-performance, better 

and lower emission levels. We would like to sincerely thank you for your valued patronage and 
again reassure you of our committed endeavour to provide you enhanced value and total sati: 
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Power gives the Baleno wings. Its 94 bhp engine, the highest top speed in its class and flat 
deadlines. You can even set your own estimated time of arrival. So take it for a drive. And do 


16 valve 94 bhp Smart-i Engine | 175 kmph top speed | 0-60 in 4.92 seconds* | Driver's seat height adjuster | 13 advanced noise reduction technologies | An AC r 


Source : *Autoca jia, **Overdrive. The above specifications are for the Baleno Sedan only. Acc 5 shown are not part of standard equipment 


Visit us at : MARUTIUDYOG.COM. Call your nearest Baleno dealer or 1600 11 1515* for a test drive 
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List Of Companies (2001-2002 income) - 


A 
Apollo Hosp. (Rs 394.41 crore) 66 
(www.apollohospitals.com) 


B 


(www.bajajauto.com)- 

Balaji Telefilms (Rs 110.3 crore) 90 
(www.balaji telefilms.com) 

Bharti Tele (Rs 4,362 crore) 60 
(www. bhartiteleventures.com) 
BSES (Rs 2775.35 crore) 
(www.bses.com) 

BSNL (Rs 11,699 crore) 58 
(www.bsnl.co.in) 


c 
Coca-Cola India (N.A.) 90 
^ (wWw.coca-cola,com) 


E 
Escorts (Rs 1,305.75.crore) 66 
(www.escorts.com) 


Ho 
HDFC (Rs 2,700 crore) 54 
(www. hafeindia. com) 


115 


Bajaj Auto (Rs 4,362.72 crore) . 16 


Hero Motors (Rs 4, 518 crore) 16 
(www.herogroup.com) 


HLL (Rs 12,144 crore) 88 
(www. hilicom) 
HMT (Rs 393. 4 crore) . 16 
(ими. ті. сот) SM 

Hewlett-Packard (N.A.) o5 0046 


(www.hpindia.com) 


l 

ICICI Bank (Rs 2,741.26 crore) 16 
www. icici.com 

Infosys (Rs 2,670 crore) 
(www.infy.com) 

ITC (Rs 9,967 crore) 16 
(www.itcportal.com) 


137 


L 


` 1G Electronics (Rs 1,759 crore) 113 


(www.lgezbuy.org) 


M 
Max India (Rs 180.7 crore) 64 
(www.maxindia.com) 


МОР N.A.) 

i "r ndplontine. com) 
P&G india (fs 472.5 core) us BB 
Wine pg.com vu P NE 
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RIL( (Rs 57, 862 66 crore) 58 | 


(www; ril. an 

т. 

Titan Ind. (Rs 735. 94 сов) 2216 
(www. tata.co шап) 

TVS Motor (Rs 1,950 crore) 
(www. tvs, COM) 


2 
Тее Telefilms (Rs 4/0 crore) 16 
(www. zeetelevision.com) 
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: List Of Advertisers 
A К 
Allianz Bajaj бол Advtg) 24,32 
Amity Bus School (Direct)62, 63, 140 


s 


B 
Bank of Baroda (Percept Advtg) 101 
Bata (HTA) | 51 
BPCL (Saatchi & Saatchi) | 9 
с | | 
CNBC (Direct) 126 
ColorPlus (Fortune Comm) 138, 139 
D 
* "Dept. of Tourism 2g 
ae (Excellent ‘2’ Publicities) 97 
ES Development еа Вапк (HTA) 99 
-Fenner India (Lintas) = 25 
Franchising Guru (Direct) 29 
G » 
Golf Digest 108, 109 
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Hewlett-Packard (Publicis Comm) 45 
J | a 
IBM (O&M) z 7 
ICICI Lombard (Lintas) ^... 1 


ICFAI (Sobha Advi) 73, 79, 81, 83. 


Indian Terrain (Maximize) .. In Fr Cov 
ITC (Lintas) -= Out Back Cov 
LIC (Radeus Advig) 57. 
М. m ; 

Maruti Udyog (Lintas) 10, 11 
N 

Nokia (Bates Clarion) poss pe 
Nortel Networks (Direct) 21 
NPC (Blue Bird Advtg) 55 
0 


Oracle Software (Grey Worldwide) 


in Back Cov 


“Smart Inc. (N.A) = 


‘Sundaram Brake (Aspirati 


P 
Pathways World Sch. (ENZ Comm) 33 


Ricoh India (HTA) ge 
SAS India (EuroRSCG) 18 
| Shanti Gears (Sasi Advig) SONS 


Sony India (361 Comm) + ue cut 







UTI Mutual Fund (FCB-Ulka) . 103. 


XerxModicorp(HTA) 43 
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No Cause For Panic 


with the Arab and middle-eastern oil producers put- 

ting an embargo on crude oil sales, it wreaked 
havoc on oil prices, which almost overnight increased 
four-fold—from $3 to $12 (Rs 144 to Rs 576) a bar- 
rel—leading to a major recession in 1973-74. Years 
later in 1991, when Iraq overran Kuwait and the US 
stepped in, it resulted in the second oil crisis, when oil 
prices again shot up. Cut to 2003. The US is on the 
verge of waging a war against Iraq and the mood in the 
Middle East is nervous. Should we then be apprehen- 
sive about oil prices and what their movement may 
mean for the global economy? 

Probably not. True, the Gulf 
still accounts for around 40 per 
cent of the world’s output of 
crude oil and there are fears that 
a war, coming at a time when 
the Venezuelan national oil com- 
pany, PDVSA, is grappling with a 
major strike, may force oil prices 
to touch $40 (Rs 1,920) a barrel 
or more (up from the current 
level of around $38. 

Yet, no one seems to be los- 
ing sleep over it. Why? Because 
oil as a political weapon has lost 
its menacing edge. Unlike in the 
earlier years, in the event of a 
war, it is only Iraq, which pro- 
duces merely 2 per cent of the 
global demand, and not the 
other member countries of the 
Organisation of Petroleum 
Exporting Countries (OPEC) that 
may put an embargo on oil sales. Their economies are 
too dependent on oil sales to push them into such a 
decision. In fact, countries like Saudi Arabia have 
already publicly announced that they will make up for 
any shortfall, arising from an embargo. Fears about ano- 
ther oil crisis would have escalated had some other oil 
producers in the region joined Iraq’s cause, as they did 
in 1991. After all, the region produces as much as 25 
million barrels (of the world’s consumption of 78 
million barrels) a day. But with none of these countries 
inclined to rally behind Iraq, the clout of the oil pro- 
ducers is a benign rather than a threatening one. 

Another reason why world markets have discounted 


Г 1972, WHEN THE FIRST MAJOR OIL CRISIS ERUPTED 
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the effect of a war with Iraq on oil prices is because the 
dependence on oil as a driver of global economic 
growth is far less today than it was in the 1970s bec- 
ause the developed world depends more on the servi- 
ces sector to spur growth rather than on the manu- 
facturing sector. Also, the past crises have made most 
countries wiser: they maintain strategic oil reserves that 
they can draw from in case of emergencies. 

There is a third reason for the absence of panic. 
Even if war was to spread from Iraq to other countries 
in the region, today, unlike in the 1970s, there are 
other oil producers to fall back upon. Russia, for ins- 
tance, already produces more 
than 7.6 million barrels of crude 
oil a day and hopes to increase 
that steadily to 8.2 million by 
end-2003. And even though 
crude output from the North 
Sea is declining, it is still quite 
substantial enough to meet 
immediate needs. Plus, there are 
other oil producing nations from 
other regions making their con- 
tributions—Canada, China and 
Mexico, to name some. 

Even for economies that are 
largely dependent on oil imp- 
orts like India, there are spot 
markets where they can buy 
crude off the shelf. Malaysia is 
one such market. No wonder 
then that India’s petroleum min- 
ister Ram Naik last fortnight alla- 
yed fears of an impending oil 
crisis in the event of an US attack 
on Iraq. Not only can India draw on its strategic petro- 
leum stocks (equivalent to two months’ consumption) 
but it has also made contingent arrangements to buy oil 
from countries that are not in the war zone. 

But price, not availability, may be what matters for 
developing countries like India, which imports 74 per 
cent of its oil requirements. Last year, the bill for India’s 
oil imports was $12.7 billion (Rs 61,000 crore). And 
a $1 (Rs 48) increase in oil price can raise India’s oil bill 
by $1.7 million (or Rs 8.16 crore) a day. Yet there is some 
salvation in the fact that India’s foreign exchange reser- 
ves are bulging at $75 billion (Rs 360,000 crore), a 
potential buffer against sharp increases in oil prices. BJ 
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Sir, Are You 
Being Taxed? 


Finance Minister Jaswant Singh's decision to slap tax on 10 more service 
categories has their providers bickering over the fine print of his proposal. 


AISING THE EXPECTED 
Rs 8,000 crore from the 
services sector in 2003-04 


will likely prove near-impos- 
sible. Why? Because the 
definitions of the new 
categories to be taxed 

are so broad and am- 
biguous that most experts 

think the government will 
likely spend the coming fiscal 
fighting court cases rather than 
counting money. 

Take, for instance, the first new 
item on the snip-list, the rather 
vague-sounding “business auxil- 
iary services". While the Finance 
Bill 2003 does spell out what such 
services include (promotion or 
marketing or sale of goods pro- 
duced or provided by or belong- 
ing to the client; any incidental or 
auxiliary support service such as 
billing, collection or recovery of cheques, accounts 
and remittances), it leaves out IT services. 

That silence has led to a whole lot of confusion. For 
one, there's no clarity on what are the categories that 
fall under rr services. Therefore, BPO companies, which 
fall under the head of rr-enabled services, want to 
know if they will be taxed. Nasscom, the industry's apex 
body, is hoping that they won't be and points to the 
statements made by the Finance Minister and the 
Chairman of the Board of Excise and Customs to that 
effect. But tax experts like S. Madhavan, Partner, 
PricewaterhouseCoopers, aren't so sure. “The provisions 


M AM 
ANM Wu 


16 BUSINESS TODAY MARCH 30 2003 


RAJAT BARAN 





proposed in the Budget do not provide for exemptions 
to IT-enabled services. Therefore, technically, they are 
taxable." 

Compounding the problem is the fact that since 
most call centres were being paid in foreign exchange, 
they were anyway outside the purview of service tax. 
Now with the exemptions gone, call centre services ren- 
dered in India would have to pay tax, whether or not 
the payments for such services are received in foreign 
exchange, argue experts. Again, even if call centres were 
to be brought under the broad purview of “ТТ services", 
a whole lot of questions pop up. “What happens to a 


call centre that does part of the work through rr and 
partly through labour, providing help desk-support serv- 
ices over phone with regard to any equipment or services. 
Will they still be outside the tax net?" asks Roshan 
Shah, Partner, RSM & Co. 

Similarly, a host of other issues will still need to be 
clarified. For instance, what happens to medical tran- 
scription companies, which are currently outside the 
service tax net, if they decide to analyse the data provided 
to them rather than merely format and transcribe the 
data, since testing and analysis services have now been 
brought under the service tax net? In any case, the BPO 
industry is pleading exemption for the sake of global com- 
petitiveness (See Putting The Hurt). 

These issues, however, pale in comparison to the 
challenges the governments (Centre and state) will face 
in divvying up income from the 61 new items. As things 
stand, service tax is imposed and collected by the Centre. 
But a government-appointed committee is currently ex- 
amining ways in which the states can extract their pound 
of flesh. The problem, however, will be in taxing multi- 
locational companies. For how does one tax, say, a 
Delhi-based consulting firm if it travels to a client's site 


While the Finance Bill 2003 spells 
out what business auxiliary services 
include, it leaves out IT services 


in Madhya Pradesh? Notes Rajeev Dimri, National 
Leader for Indirect Taxes, Ernst & Young: “There is a 
lack of clarity on a whole range of issues." 

One, however, cannot fault the government for want- 
ing to tax services. With projected revenues of Rs 2,36,936 
crore in 2002-03, services represent the fastest growing part 
of the economy. rr and rr-enabled services alone are ex- 
pected to touch $57 billion (Rs 2,72,175 crore) by 2008 
(a Nasscom-McKinsey estimate). Then, there are other 
emerging services such as entertainment centres and 
builders (still not included in the tax net) that could further 
expand the non-industry, non-agriculture pie. Says Dimri 
of E&Y: “I am all in favour of extending the service tax net 
in the most comprehensive manner. After all, in developed 
countries goods and services are taxed equally." 

The Finance Ministry is yet to issue notifications 
clearing the confusion, but sources in the ministry say they 
should be put out by the end of March or early April. But 
what's likely is that the government may go back to 
the drawing board and take a fresh look at all the serv- 
ices it wants to tax and figure out a foolproof way of do- 
ing so. In case it doesn't, the only service providers 
happy with the mess will be the lawyers. 

ASHISH GUPTA 





Putting The Hurt 


Not surprisingly, affected services say 
the new tax will hurt them. 


BPO 

India's new hope, BPO 
businesses say the 8 
per cent tax will make 
them unattractive 
compared to rivals in 
Ireland and the Philip- 
pines, since price is 
one of their biggest 
advantages. 


Coaching Institutes 

Here again, the argument is compelling: Since 
most of these institutes teach computer skills 
or mathematics or science subjects, they say 
students will be impacted. 





Service Stations 

They say the government will end up encour- 
aging hole-in-the-wall repair shops. But that 
may not be totally true, since the tax will be 
loaded on to the customer's bill. 


Internet Cafés 

A growing digital divide. How's that for a bo- 
gey? Pretty good. Fewer internet cafés would 
mean fewer people on the internet. 
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BUZZ 


Merger In The Air 


Dalal Street is speculating a Digital Globalsoft-HP merger. 


О PUNTERS ON DALAL STREET, IT’S NO 
longer a question of whether Hewlett- 
Packard will merge its software and IT 
services company subsidiary with itself. 
The only question, according to them, is 
when. It's hard to disagree with the Street. 
After all, нр holds the majority stake in the 
company led by Som Mittal. A good 85 per 
cent of Digital's revenues comes from 
services provided to HP, and—let's face 
it—Digital is also generating oodles of 
money (its EPS jumped 70 paise to Rs 8.22 
in the quarter-ended December 31, 2002). 
The company itself is mum on the rum- 
ours, although BT learns that a commit- 
tee comprising its independent directors is 
working on stuff like valuations and 

merger modalities. 
NARENDRA NATHAN 
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Digital Globalsoft's Som 
Mittal: Speculations galore 





WHIPLASH 


Junking It 


Hordes of BSNL subscribers are giving up on fixed lines. 
HANGING UP 


It's happening all over. 


VER THE LAST TWO YEARS, 

29 lakh consumers have 
surrendered their BSNL fixed 
phones. In 2001-02, the num- 
ber was 13.5 lakh and in the 
current year (up to January 
end) 15.4 lakh connections 
have been cancelled. Although 
BSNL is putting on a brave face 
citing the fact that net subscri- 
ber additions are positive— 
53 lakh in 2001-02 and 30 
lakh this year—the revenue 
impact is causing many a brow 
in top management to crease. After all, telephones accounted 
for 93 per cent of the company's income of Rs 24,300 crore last 
year. A small consolation: its mobile subscriptions are booming. 
VANDANA GOMBAR 
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G.N. Bajpai: New rules to xm 
ETHICS 


Behave, Gentlemen 


SEBI has proposed a 64-page 
code of conduct for the Street. 


F G.N. BAJPAI HAS HIS WAY, DALAL STREET 
will soon have to put on its best 
behaviour—and keep it. The Chairman 
of SEBI has rattled Dalal Street denizens 
by proposing a 64-page manual on 
how they should behave. Inspired by 
the Securities and Exchange 
Commission's crackdown on Wall 
Street, the guidelines pertain to 12 cat- 
egories of market participants: Fils, 
merchant bankers, portfolio managers, 
debenture trustees, bankers to an issue, 
stock exchanges, stock brokers, de- 
istrars to an issue, share transfer 
agents, and research analysts. 
What do the guidelines say? Here's 
a sample: Disclosure of compensation 
to research analysts has been made 
mandatory; Merchant bankers and 
brokers have to disclose their holdings 
in the company on which research re- 
port is put out; and Fils are not to 
trade in securities they do not hold. 
Not everybody is happy with 
Bajpai's work. Says Prithvi Haldea, 
сео, Prime Database: “It is great to 
have a code of conduct, but a better 
alternative would be disclosure of 
daily trades by all the market partici- 
pants." If the proposals end up having 
the desired effect, then Bajpai may just 
succeed in bringing the small investor 
back to Dalal Street. 
ROSHNI JAYAKAR 
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to serving you with the world’s finest 
digital copiers and multifunction printers. 


‘he world is going digital. And to move ahead, you need someone you can trust. 

licoh pioneered the digital revolution in the office. 

Ve're the leading supplier of digital copiers to many of the world's most competitive markets. 
Jut what keeps our customers coming back, time and again, 

3 our uncompromising dedication to individual needs. Let's talk. 


ICOH INDIA LIMITED e-mail: ridhomkt@veni.com 
hmedabad: 6575663/64 Bangalore: 2256181, 2254386 
handigarh; 743054, 742723 Chennai: 8232457/58 

eth; 26104685, 26179108 Hyderabad: 3305958/70 
hipur: 2709756, 2707028 Kolkata: 4852056-58 

ucknow: 239176/89 Mumbai: 26465570-74, 22881953-55 
une: 6133740, 6136492 

ww.ricohindia.com 
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New Champ 


Consolidation’s 


ICICI Bank’s K.V. Kamath wants telcos to unite. 


E MAY BE REFORMS’ POSTER INDUSTRY, BUT 
telecom is far from the perfect model 
for lenders. Its tariffs are the lowest in the 
world, markets are growing but not fast 
enough compared to some other countries, 
and there are more players than there’s room 
for. At least that’s what big sector lenders 
such as ICICI Bank seem to think. Its CEO 
K.V. Kamath's has been the leading voice— 





ICICI's Kamath: 
Worried lender 


from the lenders’ quarter, that is—exhort- 

ing consolidation in the industry. Not only are smaller players such 
as Escotel and Hexacom under immense pressure, but the bigger play- 
ers are also hard-pressed to turn in profits. At last count, there was 
some Rs 5,000 crore of bad loans in the telecom industry. Therefore, 
lenders such as ICICI simply cannot afford the smaller telcos to fail. 


VANDANA KANDPAL 


Charles Andersen: 
Covering rural India 


SUVEEN K. SINHA 


FACE-TO-FACE 


“We Can Tap Rural India’ 


harles Andersen, MD 


(Financial Services-Asia), 
Aviva, thinks it’s possible to push 
insurance to villages. He recently 
explained how to BT’s Roshni 
Jayakar. Excerpts: 


Is rural India on Aviva’s radar? 

We have recently launched a rural 
product Gram Suraksha that will 
offer life insurance cover and 


money back at a low premium of 


Rs 500. In Hyderabad, through 
micro institutions we bave sold 


2,500 policies for groups of 


women involved in self-help or- 
ganisations. Using bancassurance 
and micro-outfits we can get into 
new markets, including rural. 
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All Clear 
Attorney General gives a clean 
chit to the Centaur resale. 


PPOSITION PARTIES CRIED FOUL AND 

disinvestment came to a mo- 
mentary halt after it emerged that 
Batra Hospitality, which had bought 
state-owned Centaur Hotel in Mumbai 
for Rs 83 crore, had sold the property 
to Sahara for Rs 115 crore. The gov- 
ernment has been cheated of Rs 30 
crore, cried its critics. Ban disinvest- 
ment, cried some indignant others. 
But now the Attomey General of India, 
Soli Sorabjee, has given a clean chit to - 
the sale, saying that no rules have 
been flouted. May be it’s time the 
government—and its opponents—un- 
derstood something. Once you sell 
something, it’s sold. Period. 


? 


Will the recent bancassurance deal 
with Canara Bank help? 

It is a good opportunity to push 
the distribution deeper into India. 
Canara Bank has 2,200 branches. 
Through its management process 
and the training that we can give 
to the management and staff, 
we can create a sales operation 
for us in each of the branch. 


Will that be your preferred strategy? 
We are a multiple distribution 
company globally. We think it is 
dangerous to be focused on one 
particular channel. In India, half 
of the income will come from bane- 
assurance relationships and half 
through traditional sales force. 
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Б in 45 cities 

lied to Nortel 

Мерђогу into her 

online customer management System. Now 
representatives are out or a sales call, 


т Call centers respond to customers seamlessly with 


voice and data features that keep business buzzing 


in VoIP by Gartner Group Instant access to customer information is triggered when 
Contact Centers US 2001 (Total Agents & Systems ) - InfoTech, Gartner Dataquest a call comes in, and then shows up as a screen pop to also 
VolP US All categories Q4 ‘O1 (Total Systems Shipped) - InfoTech identify the caller's location. And with scalable, 
VolP IP- Enabled US 2001 (Total Lines Shipped) - InfoTech broadband access from her service provider, Elisabeth's 
VolP Converged US 2001 (Total Lines Shipped) - InfoTech network can cost-effectively evolve into IP technology 
Voice/Data Converged North America 2002 - Gartner Magic Quadrant and grow as her company grows. And it's 


just one more way Nortel Networks is making the 
Internet what you need it to be. To learn more, visit 


nortelnetworks.com/voip. 


Nortel Networks, the Nortel Networks logo and the Globemark ate trademark 
©2002 Nortel Networks АЙ rights reserved 





NORTEL 
NETWORKS 


nortelnetworks.com 


Metro & Enterprise Networks | Optical Long Haul Networks | Wireless Networks 


To learn more today, contact Lalitha Ramani at lalitha@nortelnetworks.com 
Tel:91-80-5592088 Fax: 91-80-5587024 
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More Of The Chaebol 


Samsung is gearing up to enter the watches market. 


Competitors beware. 


Е"; CAME THE REFRIGERATORS 
and cTVs, then the mobile 
phones, and now watches. Having 
tasted success in India, the Korean 
chaebol Samsung is getting ready 
for a foray into the Rs 1,500-crore 
watches market. Says Deepak 
Malhotra, CMD of Samsung Watches 
India: “The Samsung name has a 
good brand equity in the Indian 
market and we want to exploit it.” 

Beginning this April, the com- 
pany plans to introduce 50 different 
models in the analog quartz watch 
segment, 35 of which have been 
developed for India. Priced at bet- 
ween Rs 2,400 and Rs 6,500, the 
watches will take the market leader 
Titan Industries head on. In the 


HEIR-SAY 


first year, Malhotra hopes to rake in 
$8 million (Rs 38.40 crore) in rev- 
enue. Its planned spend in year one: 
$1 million, or Rs 4.80 crore. 
Bhaskar Bhat, Managing 
Director of Titan, says he isn’t too 
worried. “We have taken them on 
in the Middle East and to some ext- 
ent in Europe. Though we respect 
our competitors we do not feel that 
they can make an major impact on 
the Indian market.” Bhat adds that 
he is not only confident of hold- 
ing on to the marketshare, but also 
of increasing it. And neither is the 
other big rival, HMT, breaking into 
sweat. “Given the price points at 
which they are entering, it will be 
difficult for them to make a dent,” 


Could This Be It? 


Noel Tata’s expanded role gets rumour mills grinding in corporate India. 


fe WAS A TWO-LINE NOTICE TO 
the Bombay Stock Exchange, 
but some Tata group watchers 
are reading its future in it. On 
January 27, 2003, Group 
Chairman Ratan Tata’s (RNT) 
half-brother, Noel Tata, was ap- 
pointed as an additional director 
on the board of group company 
Voltas. Until then, the younger 
Tata’s role was limited to over- 
seeing its retail venture, Trent. 
With Chairman Tata due to re- 
tire in another five years, succession 
is the biggest issue facing the group. 
In the past, RNT has gone on record 
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Noel Tata: Will he, won't he? 


to say that he would like the next 
chairman to be relatively young. 
On that count, the 45-year-old 
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Deepak Malhotra: Brand power 


says an HMT official. 

Malhotra, however, is confi- 
dent that the strategies that ena- 
bled Samsung to gain share in the 
consumer durables markets will 
work in this industry too. Let the 
battle begin. 

VENKATESHA BABU 


Noel Tata fits the bill perfectly. 
Sceptics dimiss the hoopla. 
Just the same, the move is rem- 
iniscent of the way RNT was 
plucked out of relative obscu- 
rity to succeed J.R.D Tata. RNT 
started at Nelco and later at 
Tata Industries led the foray 
into new businesses such as tele- 
com. Noel Tata began as GM in 
charge of Tata International, 
moved to Lakmé where his 
mother Simone Tata was the 
Chairman, and then on to retail at 
Trent. Is history repeating itself? 
ROSHNI JAYAKAR 






Belawadi's Stumble: A sure-footed creation 


REALITY BYTES 


Run Through The Jungle 


A pic about tech layoffs and difficult parents has 
all the makings of an unlikely blockbuster. 


(телене, COMMERCIAL THRILLERS—YOU'LL REALISE 
why we’ve resorted to two qualifying adjectives in a mo- 
ment—don't get any much more contemporary or commercial 
than Stumble. The 124-minute Inglish (that's Indian English, 
duh!) feature written and directed by Prakash Belawadi has it all: 
a father who makes a packet from his voluntary retirement 
scheme only to lose it in the markets, a techie-son who loses his 
job in the US, a techie-daughter who does hers in India, a 
crooked entrepreneur and stockmarket shenanigans. The 
Bangalore audience is lapping it all up: Stumble, made at a cost 
of Rs 74 lakh has managed a decent showing at the box-O, “de- 
spite the World Cup,” claims Belawadi. And the motion pic that 
goes national in April has struck a chord with the techie-on-the- 
street. "When I was laid off from Wipro, much like the son (in 
Stumble), | couldn't face my family," says V. Prashant, a code- 
jock at the city's Base Systems. Now, Belawadi, wants to take 
Stumble to the US. Which clearly goes to show that upturn or 
down, it is the people who chronicle it who gain the most. 
VENKATESHA BABU 
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Costly Smoke дт 


ITC targets the super-premium segment with a 
new brand of smokes. 


1 A CIGARETTE. IT’S CALLED WILLS INSIGNIA (THAT SHOULD 
tell you who owns it—iTC, of course). It is 93 mm long , 
exactly the same as a Cartier or a JPS. It is ITC's first attempt 
at a new product since the disaster that was Hero—an ex- 
perimental low-priced smoke that was expected to take on 
beedis. And it retails at Rs 100 for a pack of 20. The luxury 
segment was the last great frontier for rrc. “Our master 
blenders have put together a truly international quality 
luxury product," gushes S.M. Ahmad, Executive Vice 
President, ІТС. It's still a smoke. 

DEBOJYOTI CHATTERJEE 


QUALITY CALLS 


Outside Coverage Area 


A survey reveals a chasm between 
quality of mobile telephony services 
in the metros and the other circles. 
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C T ЕЕ: 


ALICE, YOU NEED TO 
USE YOUR VACATION 
TIME BEFORE THE 
END OF THE YEAR. 


I'M SURE THAT A 
HIGHLY TRAINED 
ENGINEER LIKE 

YOU CAN FIND A 


NO. I CAN'T COUNT 
IT AS VACATION 
UNLESS YOU'RE NOT 
IN THE BUILDING. 


NO... YOU'RE NOT 
ALLOWED TO ACCESS 
OUR NETWORK 
REMOTELY. 


DILBERT 


€ t 


* 


I DON'T HAVE 
TIME. I NEED 
TO FINISH MY 
PROJECT 


UELL...I COULD 
SAY I'M ON VACA- 
TION AND COME 

TO WORK AS USUAL. 


OKAY. . .I COULD 
TAKE HOME MY 
COMPUTER AND 


PEs 





Cracking The 
Alphabet Ceiling 


The Zee Telefilms scrip 
redefines the word volatility. 


Heading South 


105 


Figures are adjusted daily share prices in Rs 


Zee's Chandra: Down and down 


Te CHANNEL HAS NO PRESENCE IN THE 
top 50 programmes on satellite tel- 
evision (according to TAM ratings for 
week-ending March 1, 2003). And the 
scrip of the company that owns the 
channel is headed South. The first week 
of March saw the Zee Telefilm's scrip 
touch Rs 72, a 52-week low. No one is 
quite sure why. One theory ascribes the 
fall to the slump in ratings. Another 
puts it down to imminent competition 
in cable, a Zee mainstay. A Zee 
spokesperson claims: “Zee’s beta (a 
quantitative measure of a scrip's volatil- 
ity) has always been higher. So when the 
markets pick up, we expect it to rise 
faster." Only, the markets don't look 
like doing that anytime soon. “Now 
that Zee has breached its 52-week low it 
is quite possible that it might test its 
two-to-three-year lows," says Rohit 
Srivastava, a market strategist at bro- 
kerage SskI Sharekhan. That won't make 
Zee Chairman Subhash Chandra happy. 

ABIR PAL 
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LIFE INSURANCE 





Haske Jeeyo Yaar 


with Allianz Bajaj Life Insurance 


Insurance is the subject matter of the solicitation. Allianz Bajaj Life Insurance Co. Ltd. AB.C2.005 

















Fit and forget. 










In the Power Transmission Industry, Fenner has always led the market. 





Eight out of ten vehicles in India have either a Fenner belt or a Pioneer oil seal. 


| 


Fenner has many firsts to its credit. Like HSS technology for elongation free belts, 
Raw edge cogged belts, Timing belts, PTFE oil seals, the revolutionary 
Taper lock? pulleys and couplings for easy fitment and removal etc. to name a few. 
ISO 9001, QS 9000 and API accreditations stand testimony to Fenner's 
commitment to quality. But the accreditation that Fenner cherishes most is the 


stamp of approval of millions of Indians. 
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Belts Oil Seals Pulleys and Couplings 


Fenner (India) Limited, (An associate company of the J.K. Organisation) Khivraj Complex П, 480, Аппа Salai, Nandanam, 
Chennai - 600 035, Tel: 2431 2450-58, Fax: 2434 9016, 2432 0193, E-mail: fenncorp@vsnl.com Website: www.fennerindia.com 
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BIKER BOYZ 


Horses For Execs 


Bajaj targets a Hero Honda bastion but both companies are losing share to TVS Motor. 


SHARE STATUS Tq SWEET SPOT OF THE 39,00,000-UNITS-A-YEAR, RS 15,000- 
Apr.'02- Apr. '01- crore Indian motorcycle market is executive bikes, those 
Jan.'03 Јап. 02 priced between Rs 35,000 and Rs 45,000. Hero Honda's 






Splendor, accounting for around 56 per cent of all exec 
bikes sold, dominates the segment that, in turn, accounts for 
54 per cent of the motorcycle market. Now Rajiv Bajaj, 
President, Bajaj Auto, wants a piece of the action. The result: 
the Caliber 115, a new offering. “This is another attempt to 
make a dent in Splendor sales," says Atul Sobti, the Senior 
Vice President in charge of Hero Honda's sales and market- 
ing. “But Splendor will continue to grow." Actually, the two 
companies would do well to look beyond each other. In the 
first nine months of 2002-03, Bajaj's motorcycle sales grew by 
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Hero Honda Splendor Rs , 

oid “ р meg 25 per cent, Hero Honda’s by 22 per cent, and the market by 
ae 38 per cent. And both companies have already announced they 

TVS Victor Rs 41,866 аге on track to miss their sales targets for the year. It is smaller 


companies, notably Tvs Motor, that have benefited the most. 
SWATI PRASAD 


Rajiv Bajaj: Gunning for 
the Spendor 


INTERVIEW 


"Real Options Will Be The 
Decision-Making Tool In The Future" 


26 





Thomas E. Copeland, Managing reportedly said that he didn't have 

Director (Corporate Finance), any strategy at all. His strategy 

Monitor Company, an authority was to enter the fray and respond 

on valuation and risk management, quickly to information. z 

was in India recently to conduct a E 

seminar for CFOs. BT's Roshni What will be the hot topics in z 

Jayakar talked to bim on the lat- — finance in the coming years? © 

est in corporate finance. Excerpts: We are extending the real options x 
concept to the information econ- E 

Tell us a little bit about your con- omy. Another is flexibility. Most Thomas E. Copeland: Future options 

cept of real options. CFOs responsible for choosing 


A real option is the right, but not 
the obligation, to take action in 
the future when you get infor- 


debt or equity mix will tell you 
that flexibility is important. 


available to investors in compa- 
nies, I am fairly negative about 
regulations concerning a com- 


mation. It is built around flexi- Аге you in favour of more regulation — pany's decision-making. That re- 
bility rather than fixed plans. For of financial markets? stricts a company's ability to re- 


example, Napoleon Bonaparte 
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I am in favour of more information 


allocate resources. 


Compact 
Impact 


Nokia 6100. the small 
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OBITUARY 


The Muscleman 


K.M. Mammen Mappillai, founder MRF, 


died on March 2, aged 80. 


NLIKE THE BRAND HE BUILT, 

K.K. Mammem Mappillai en- 
joyed anonymity. Although he 
was a member of several industry 
associations, Mammen Mappillai 
rarely made public appearances 
and almost never spoke to the 
media, preferring to keep a quiet 
focus on building the fortunes of 
his tyre company from his cor- 
ner office in the Charles Correa- 
designed headquarters on 
Chennai’s Greams Road. 

But Mammen Mappillai’s low- 
key public life was not due to a 
dislike of company. (In fact, his 
close friends know of him as a 
cheerful person, who would 
spice-up board lunches with in- 
teresting anecdotes.) It was simply 
because he believed, and rightly so, 
that his first duty was to his work 
and as long as he did that prop- 
erly, there was little to gain from 
pressing flesh with the rich and 
powerful. It’s a philosophy that 
stood him well. The business em- 
pire that he leaves behind includes 
the market leader MRF Tyres, with 
Rs 2,240 crore in revenues; a toy 


FIZZ 


manufacturing joint venture with 
Hasbro; an automotive paints 
business, and an industrial rub- 
ber products unit. 


A Long Trek 
Mammen Mappillai was born on 
November 28, 1922, to K.C. 
Mammen, as the youngest in a 
family of eight children. His father 
wanted him to become a com- 
mercial artist, but Mammen 
Mappillai had other ideas. He 
started off in 1946 making bal- 
loons from his home in T. Nagar 
(Chennai), quickly expanded busi- 
ness and six years later was man- 
ufacturing retreading compounds, 
The first tyres he made were for 
bullock carts. In 1961, he tied up 
with Mansfield Tire and Rubber 
Co of the US and barely three 
years later was exporting. Around 
the same time, the MRF Muscle- 
man logo was introduced. Thro- 
ugh the 70s and 80s, Mammen 
Mappillai built MRF into a pre- 
mier tyre company, fighting his 
rivals on quality and not price. In 
1979, MRF crossed the Rs 100-crore 


Never Say Die 


Pepsi and Coke go tearing each other’s hair again. 


OW DO YOU KNOW IF IT’S 

business as usual in the cola 
world? If Coca-Cola and Pepsi are 
busy berating each other and 
spending lots of ad money in the 
process. So, what’s surprising about 
Pepsi’s Mountain Dew launch is 
not that Coke has gone ahead and 


28 BUSINESS TODAY MARCH 30 2003 


done a spoof using its own clear 
lime brand, Sprite. This is: Pepsi has 
countered the spoof with, well, its 
own spoof. “Gyan Deeya, Ad Bhee 
Chalaya, Per Kuch Hoowa Nahin,” 
says Pepsi’s Mountain Dew about a 
brand called Frite. Grow up, guys. 

SHAILESH DOBHAL 





Mammen Mappillai: 
The passing of a legend 


turnover mark. 

In the mid-90s, he came close 
to losing his hard-built company, 
when Michelin made an attempt 
to take over MRF. The attack was 
thwarted, but it made Mammen 
Mappillai much more possessive of 
his closely-held company. 

The MRF that his son К.М. 
“Vinoo” Mammen takes charge 
of now is both promising and vul- 
nerable. The entry of global car 
majors and tyre manufacturers 
means that MRF must invest more 
in R&D. But profit margins in the 
business are low, and funding 
growth might mean raising either 
debt or equity. In either case, it 
will test the conservative philoso- 
phy Mammen Mappillai lived by. 

NITYA VARADARAJAN 





The Mountain Dew ad: Soft target 


INDIA'S #1 FRANCHISE CONSULTANCY COMPANY 


FranchiseGuru" 


Ask your own franchise coach... 


Corporate Office: 

D-14, Pamposh Enclave, Greater Kailash 
Part 1, New Delhi 48 India 

Tel: 91 11 26437087, 26236783, 

Fax: 91 11 26437088, 
Website: www franchiseguru.com 


Vi 


Why ао 60000 
Entrepreneurs 


to us 


Because, we offer a complete one-stop solution to companies as well as business buyers. With over 1,800 franchisors seeking the right franchisees and over 
60,000 entrepreneurs seeking the right franchise, registered with us, the company offers the perfect mix through our own publication, The Franchising World, 
India's first business opportunity magazine, and our consultancy division, FranchiseGuru, India's first franchise consultancy and business brokerage 
company. Today, we have 16 well-equipped offices strategically placed across country and two overseas plus a team of 110 dedicated professionals. So, if you 
are a company or an investor considering franchise solution, Call us now! 


Analysing: Analysis of business on the basis of operational and financial viability plus market potential of the brand name. 

Designing: Designing franchise model, systems and offering documents including training, accounting and marketing to assist in nationwide expansion 
Recruitment: The strength of the Group viz., publication, web site, events, are utilized to recruit franchisees. This includes advertisements and franchise 
promotions and also market research before expanding into new regions. 


Information: You walk into a FranchiseGuru office and we offer you a free opportunity catalogue. We advise you to study these opportunities. 
Evaluate: Once you are familiar with various franchise options, we help you to select the right franchise. 
Negotiate: Finally, we help you negotiate with the company and provide regular assistance in legal and financial matters 


We are also looking for FRANCHISEGURU FRANCHISEES. To become our franchisee and discuss coach opportunity in unrepresented areas, 
contact our C.E.O., Mr. Gaurav Marya, at mgaurav@franchiseindia.com or call our Head Office. 


For further information contact: 
Head Office: D-14, Pamposh Enclave, Greater Kailash -1, New Delhi-110 048 INDIA 


Tel.: 91 11 26437087, 26236783 Fax: 91 11 26437088 E-mail: delhi@franchiseindia,com Fran C hi S e Gu ru” 


Our FranchiseGuru near you: Bangalore: Amit Nahar - 0 98440-23410 Ask your own franchise coach... 
Bhubhaneshwar: Saroj Mohanty - 0 94370-29786 Chandigarh: Sachin Marya - 0 98144-05454 


Chennai: Bhagat Singh - 0 98410-26853 Delhi: Parnay Narang 0 98108-62577 

Ludhiana: Chanpreet Singh - 0 98140-03319 Hyderabad: Krishna Mohan - 040 - 56600423 : 

Jalandhar: Sudhir Sumra - 0 98140-07448 Kolkatta: Kaushik Dhanuka - 033-2485501, 2436923 | www.franchise guru.com | 
Mumbai: Mahendra - 0 98200-86635 Pune: Deepak Kulaskar - 0 98231-84149 

Ranchi: Vivek Khemka - 0 98351-53070 Vishakapatnam: Siddharth Busi - 0 98480-92710 
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VIVAN MEHRA 


CORNY 


Who Moved My Wheat? 


Accounting lapse or downright theft, some five million 


tonnes of wheat are missing. 





Truckloads of wheat: Another scam? 


2 e. SHEER PHYSICAL IMPOSSIBILITY 
of it all is striking: it would 
have taken a million truckloads to 
transport the five million tonnes of 
wheat that have strangely gone miss- 
ing from Food Corporation of 
India's godown and channel in 
Punjab. Food Minister Sharad Yadav 


DUMP 


Busman s Grouse 


Makers of commercial vehicles believe a 5 per cent 
reduction in tariffs could open the door to cheap 


imports of used trucks. 


OT EVERYONE IS HAPPY WITH JASWANT SINGH'S FIRST BUDGET. 
The makers of commercial vehicles believe his decision to 
prune import tariff on second-hand commercial vehicles from 30 
per cent to 25 per cent could result in a surge of such imports 


has expectedly ordered a probe and 
a report by the end of March. 
Ministry officials attribute the prob- 
lem to an accounting error but that 
hasn't stopped Yadav from asking 
ЕСГ Senior Regional Manager (In 
Charge), V.K. Singh, to go on leave 
pending the investigation that will 
look at issues such as bulk sales and 
movement of wheat from the FCI 
godown to ports. It is unlikely the 
Rs 3,200 crore worth of grain will 
ever be found, provided it existed in 
the first place. The Fcr's books have 
already been corrected to reflect 
the missing five million. It isn't an- 
other Enron, but this sure is a large 
accounting error. 

ASHISH GUPTA 


from developed nations. One might think a 5 per cent cut can't 


be all that threatening but as R. Seshasayee, President, Society of 
Indian Automobile Manufacturers, and Managing Director, 
*you never know at what level (of tariff) 
used ыы will start being dumped into the country. 
Manufacturers fear that this could hurt the industry’s fortunes that 
have been on the ascendant in 2002-03 and point to the high im- 
port tariff on used cars (105 per cent) as justification enough for 
a rollback. For the record, China doesn’t figure in the list of coun- 
tries that could dump their used vehicles in India—Chinese 
trucks cost a lot and their emission levels are way too high. 
SWATI PRASAD — ват 


Ashok Leyland, puts it, 





DASH BOARD 


HEARD OF THE NEW JERSEY 
Bill—the legislation that 
sought to proscribe the 
outsourcing of govern- 
ment contracts to foreign 
countries, especially those 
like India? India’s asso- 
ciation of software companies, 
Nasscom lobbied state senators, threat- 
ened to take the issue to WTO and 
finally scored a victory of sorts when the 
bill was put on hold in early March. 
Surely, that should suffice to ensure a 
A+ for Nasscom chief Kiran Karnik. 


V dac 8 


FIRST, THE CONFEDERATION OF 

Indian Industry, Cll, the voice 

of India Inc., makes a habit of 

clashing with Gujarat Chief 

Minister Narendra Modi over 

the post-Godhra riots that swept 

through the state. Then, after the 

CM turns aggressive, cii Director 
General Tarun Das 
sends him a contrite 
all's-forgotten-let's-be 
friends missive . Maybe 
it’s a continuation of 
the Rollback Raj. 








Dumping Dread: For now, all these trucks 
are Indian 


THE CV BOOM 


APRIL 02- 
JAN 03 


APRIL 01- 
JAN 02 


Light emere 
Vehicles 


Total Commercial 
Vehicles _ 


‚6, ol 44, ns: 36.8 
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Shanthi Gears LIMITED 304-A, Shanthi Gears Road, Singanallur, Coimbatore - 641 005, Tamilnadu, India. 


Phone : 91 - 422 - 2273722 to 34 Telefax : 91 - 422 - 2273884 / 85 E-mail : info@shanthigears.com Internet : www.shanthigears.com 


GEARS, GFAR ROXFS, GFARFD MOTORS AND GFAR ASSFMBIIFS » STANDARD & CUSTOM ВШ T „ FOR ANY INDUSTRY 


sasiads.com 
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CROTOONS by Saurabh Singh 






K.M. Birla of the A.V. Birla group snapped Up 
a Chinese carbon black company... 















... Subir Raha of ONGC became the Chairman of ...Anees Noorani of Zodiac 
MRPL following a change in its ownership... acquired one of the largest 
Fs У a ae an Ew es suit manufacturing 

ре A. М facilities іп the country... 


| MET. ..and Nestlé India's Carlo Donati 

55 got a five-year extension, even as 
А WESTLEVILLE the company reported a hand- 
some jump in net profits. 
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Haske Jeeyo Yaar Alianz(l) 
with Allianz Bajaj Life Insurance © hajaj 


Insurance is the subject matter of the solicitation. Allianz Bajaj Life Insurance Co. Ltd. AB.C2.005 LIFE INSURANCE 


PATHWAYS WORLD SCHOOL 


invites the parent in you to explore 
the International launch pad for your child’s global career 


An application-based international education reduces the stress of 
your child’s learning process 


Flexible international curricula give your child the best of both the 
worlds: International exposure with Indian ethos 


Certification from the International Baccalaureate Organisation 
(Geneva & Cardiff) and Cambridge IGCSE (England) serves as your 
child's gateway to the world's premier universities 


A talented team of teachers from across the world facilitates 
cross-cultural learning for your child 


Student-centred methodology empowers your child to blossom 
as a personality 


First school in India that offers world-class facilities in a wireless networked 
campus, to create an ideal environment for learning, evolving 
and growing 


Aravali Retreat, Off Gurgaon-Sohna Road, Gurgaon-122 102, Haryana (NCR Delhi), India. 
Tel: +91-124-2318881-2 Fax: +91-124-2318883. E-mail: enquiries&pathways.ac.in or call 
Director of Admissions Neerja: «91-98107-67770, Admissions Assistant Pooja: +91-98100-03370. 
Corporate Office: 

2, Sainik Farms, New Delhi-110 062, India. Tel: +91-11-26850592-3 Fax: +91-11-26850591. 


ADMISSIONS OPEN 


(Nursery to Grade ХІ) Co-ed Day/Residential School 
Apply online at www.pathways.ac.in 


-— 


PATHWAYS 


W QR LD S.C HOOI 
Learn e Work e Play e Think e LIVE 


World-class campus 


ENZCOM.com 
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Q&A 


“India Should 
Market Itself” 


E IS ONE OF THE 
FL powerful 
Indians on Wall Street. 
Arshad Zakaria, 40, 
Executive Vice President 
of Merrill Lynch and 
President of the firm's 
Global Markets and 
Investment Banking 
group was in India re- 
cently. Zakaria, who says 
he is "more optimistic 
about the Indian market 
than I have been in a 
long time", met with 
Arshad Zakaria: It's a BT's Roshni Jayakar. 
difficult market Excerpts: 
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In terms of private equity flows, how do you see the 
emerging markets? 

It is difficult to predict flows on a short-term basis. 
But if you look at the trends in the last few years, 
emerging markets have been cyclical in terms of 
private equity flows. Going ahead, you are unlikely 
to see the return of those high returns in the US and 
the Europe. But countries like India are going to be- 
come more attractive than they were in the period of 
1999-2000, when the US market was growing fast. 
Technology is an interesting sector. Outsourcing 
and BPO are showing spectacular growth. 


Any particular observations on India? 

I spent a lot of time visiting Indian corporates 
and my view is there is more buoyancy in corpo- 
rates. Good companies are showing topline 
growth. In India, technology and services-related 
companies offer significant opportunities. 


What should India do to take advantage of the global 
opportunity? 

Structurally, global investors are now going to be 
looking all over the world for investment oppor- 
tunities. It's a period of opportunity for India to 
market itself—in terms of liberalisation and in- 
frastructure—and put its best foot forward. 


34 BUSINESS TODAY MARCH 30 200 





IDBI Bank's Chadha: Mum's the word - 


GRAPEVINE 


The End-Game 
Begins 


IDBI's reverse merger into IDBI 


Bank may finally happen. 


OU WON'T FIND IDBI BANK CEO GUNIT CHADHA, 

a former Citibank fast-tracker, comment- 
ing on the reverse merger of IDBI into IDBI 
Bank. That, he says, is up to the financial in- 
stitution that controls 57 per cent of the 
bank's equity, and the government. What 
he will comment on is the rumour that he is 
quitting the bank. “I am very much here," he 
says. "My contract expires in August 2003." 
The man who has quit is Chairman M.S. 
Verma. An executive at ipai claims it was 
Verma who repeatedly scotched the reverse. 
merger. Now, with him gone, it looks like IDBI 
Chairman P.P. Vora will become the bank's 
chairman and spearhead efforts towards the 
union. Indeed, the merger is as good as done 
in the minds of 1рв! execs. Some of them 
are going through a training programme on 
banking at the National Institute of Bank 
Management, Pune. And the Parliamentary - 
Standing Committee on Finance doesn't seem. 
to have any objection to the merger. Still, if 
the merger goes through it will take some do- 
ing for the new ips! Bank to become as effi- 
cient as the old—something for which - 
Chadha, who inherited a mess of a bank, can 
take credit. He's silent on that front too, 

ROSHNI JAYAKAR AND SHILPA NAYAK 
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"I am ready for the world" 





"The unique global perspective of the course content, the incessant grind through 
real life situations and the stimulating learning environment at TASMAC mean, at the 
end of it all you are raring to go... like me !" - Chirag Gujarati (MBA 2003 Class) 


TASMAC Backed by achievements that are your insurance 
Truly a New Generation against mediocrity... 
management institute offering The first and the only institution 
globally relevant management Dic бесе ey теор d 
особ Wie hished accredited and recognised by 
T. cos Hole dry British Accreditation Council (BAC) 


With a modern paradigm of an Samm india's first 
instant adaptability to change, f) management institute 








making the education always with ISO 9001 : 2000 
contemporary, always relevant. —— Certification. 


TASMAC has been validated by University of Wales, UK to offer its 
| degree programmes at the state-of-the-art campus in Pune 


| МВА ото > BA (HONS) ктт SYSTEMS 


Whether you are seeking global careers or exceptional young talent 
with global perspectives, look no further than... 


TIAISMAIC] 


| TRAINING & ADVANCED STUDIES 
IN MANAGEMENT AND COMMUNICATIONS LTD. 


| CORPORATE OFFICE & CAMPUS 
| Tasmac House, Plot No. 14, Industrial Area, Vimannagar, Pune 411 014 (India) Tel.: 0091 (0)20 6632456 / 6632893 / 4003871 / 4003872 
| Fax.: 0091 (0)20 4001431 E-Mail : wales@tasmac.ac.in Website : www.tasmac.ac.in/wales 


| INFORMATION CENTRES - Mumbai : Tel.: 0091 (0)22 24923656/24936430. Hyderabad : Tel.: 0091 (0)40 55662724 / 55662725 
Bangalore : Tel.: 0091 (0)80 6606942/43, Kolkata : Tel.: 0091 (0)33 24649610 / 24643988. 
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PINAKI PAUL 
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Food World: South of the border 


UPSTART 


Fresh's The Word 


RPG Retail has fresh plans for the market. 


NE WOULD HAVE EXPECTED FOOD WORLD, RPG 

Enterprises' successful retail foray of seven 
years—there are some 88 Food World outlets 
across 11 centres—to think of moving to the 
northern and western markets. That, says RPG re- 
tail CEO Raghu Pillai, will have to wait till 2005, 
by which time the chain would have grown to 
125 stores. Instead, the company plans to take its 
hypermarket chain, Giant national (at a cost of Rs 
175 crore over the next five years), and launch 
Fresh World, a predominantly-perishable-pro- 
duce chain. The next few years will see the com- 
pany putting down 50 such stores, each at a cost 
of Rs 10-12 lakh. And yes, the effort will be 


restricted to the south. 


BANG-FOR-BUCK 


NITYA VARADARAJAN 


PROTECTION 


Our Valuable Employees 





Wipro, ee 
insurance policies to thelr epe. 


ROUP INSURANCE 
isn't an alien con- 
cept in India. For in- 
stance, Bangalore- 
based beer major UB 


has taken life cover of — . 





roria каке TE 
et 


Rs 16.5 crore for — 


around 550 employ- 


ees, an average of А53 — | 


lakh an employee. 


That number is “= 
Figures in Rs lakh 


chump change when 
compared to the Rs. 





876 crore for which Wipro has insured its 15,930 
employees with Tata Ai, the Rs 1,400 crore for 
which Infy has insured its 14,000 employees with 
uc , and the Rs 975 crore for which нсі has in- 
sured its 6,500 employees with National Insurance 
Company. That's only apt for an industry that 
swears its fixed assets leave for home every evening. 





Extrah! Innings 


A survey shows marketers may have been right to advertise 
heavily during Cricket World Cup telecasts. 


So says Cross-Tab, an online research agency that carried out this survey post 


the India-Zimbabwe and India-Pakistan matches. 


Quantum Of Match Seen 
17% More than 4 hrs 

6% 2-4 hrs 
1% 1-2 hrs 


Watched almost 
the entire match 


18% 








Channel On Which Match 
Seen 
Primarily on Sony/ Set Max 11% 


Completely on DD 7% 
Primarily on DD 4% 






„ Completely on Sony/ 
Set Max 11% 
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India-Pakistan Match Seen 
On March 1, 2003 


No 2% 
Yes 98% 





VENKATESHA BABU 





Ad Recall (unaided) 

Rank — Brand Spots TOM ^  Unaided 
1 Pepsi 7 32 707 
2 Reliance 10 111 517 


2 Coca Cola 3 65 429 
3 Mountain Dew 8 37 426 
4 Hero Honda* NA. 43 37.5 
5 Sprite 6 11-9 
6 Samsung* МА. 17 29 
*No specific ad was mentioned. The generic 


brand was mentioned and the brand has 
multiple executions ^ Top of Mind 
N.A.: Not available 





PEO ST 


Take one 
for fast relief 


from carrying bulky floppies and other 
storage devices while travelling. 










Actual size. Wt. 20gms 





‘hen on the move, carrying important data on floppies of small capacities can be quite painful. Sooner or MIICR O) 
ter the symptoms of a cumbersome backup are bound to show. But thankfully the remedy is at hand. The Sony VAULT 
ficro Vault digital storage media. Plug it in any USB port and save up to 256 MB of data. It’s really small, 

invenient yet powerful. Just pop it in your pocket or string it around your neck and travel tension-free. PLUG & PLAY 
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High capacity. Can store PPT, MPEG, MP3 or PDF files. 
Available in 32, 64, 128 and 256 MB. 


Data can be secured and password protected. 





High speed data transfer at speeds up to 480Mbps 













MRP : Rs. 2,995 (32MB), Rs. 3,995 (64MB), Rs. 6,750 (128MB), Rs. 11,995 (256MB). Please read the instructions on the pack to know the exact compatibility and other important details about your Micro V 
TRIZINZINIR DENN: 26959990. CHANDIGARH: 653245, 653255. MUMBAI: 26313333, 56919999. PUNE: 5530553, KOLKOTA: 2462901-05. CHENNAI: 28292571-72. HYDERABAD: 23415099, 23400313. BANGALORE 
1983-85. COCHIN: 2350943-45, 2353484 DELHI : Greater Kailash Part. 26441124-26 Rajouri Garden: 25924759, 25924740 OLF 5333, 8945444 CHANDIGARH 










[ 
or 8-С: 898832, 547907. AMRITSAR: Mall Road: 2225191, 2548191. JALLANDAR: GT 5095301-2. LUCKNOW: Hazrat 2209482, 2283552. AHMEDABAD: Navrang 5408128, 6469506 MUMBAI: Marine Drive: 2876241, 2878243. PUNE: Aundh: 5893949, 5893897 
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Maybe not. But a quick, decisive war in the Gulf 
could put it within sniffing distance. py BRIAN CARVALHO 


3 306 SLEEPY SENSEX: Even the please-all 


Dec 6, 2002 budget failed to cheer up Dalal Street. 
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ITESH MEHTA HAS HIS 
office on Dalal Street, 
bang opposite the Bom- 
bay Stock Exchange. It’s 
a Friday afternoon, and 
the Director of broking 
firm K.G. Vora Securities is absorbed in frenetic 
activity—of an unusual kind. Unusual for a 
stockbroker. Unusual, coming just days after 
Union Budget 2003. One part of the soft- 
board in Mehta’s office predictably has a list of 
shares with the best buy rates alongside— 
Infosys at around Rs 4,000, Telco at Rs 147 
and Pantaloon at Rs 46, amongst others. But 
it’s the other side of the board that’s setting 
Mehta and his broker-colleagues aflame. It’s a 
list of the intra-office betting rates for the ICC 
Cricket World Cup. India is scheduled to play 
Kenya later in the day, and all kinds of bets are 
being placed: There’s a wager on Sachin scor- 
ing more than Sehwag; and another on India 
reaching Kenya’s total inside of 40 overs. The 
best buys’ list can wait. “Business is down,” 
shrugs Mehta, adding in jest that he might 
just have to put up the shutters in six months 
if the current situation persists till then. 
Mehta may be half-serious, but he isn’t being 
totally flippant either. Last fortnight, as 
marketmen took stock of Jaswant Singh’s 
budgetary proposals post February 28, there 
wasn’t much reason to cheer. For the week 
ended March 7, the BsE Sensex ended each 
trading day in the red, finishing the week 
with a 130.60 point fall, and a loss in market 
capitalisation of some Rs 25,000 crore. At 
the time of writing, the market was 
perilously close to the 3,100 levels. 











BUT 
DON'T EXPECT TOO MUCH 


E PRIVATISATION IS ONE 
SURE-FIRE TRIGGER... 
...Dut with elections round the 
corner, don’t expect the 
government to make too much 
noise about disinvestment 





E EXCEPTIONALLY GOOD 
FINANCIAL PERFORMANCE FOR 
2002-03 CAN FUEL A RALLY... 
...but market has already 

factored in an estimated 20 per 
cent growth in earnings 


ETHE BOND MARKETS ARE 
LOOKING OVERHEATED... 
...but a shift towards equity 
won't happen suddenly 


@ AGRICULTURAL RECOVERY 
MAY PROVIDE A FILLIP TO 
ECONOMIC GROWTH... 

...but the lag effect of last year's 
drought will be felt in 2003-04 





@ FII MONEY IS COMING IN 
(THOUGH NOT POURING IN)... 
...but there’s little domestic 
follow-up from institutions, 
mutual funds, and retail investors 
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IT’S A MIXED BAG 


Market sources reveal 
that a clutch of six to 
seven brokers who had 
built up huge positions 
in the futures and opt- 
ions market pre-budget 
in the hope of a post- 
budget rally were trap- 
ped courtesy the freefall. 
And at least one of them 
was considering surren- 
dering his broking card 
on the National Stock 
Exchange (NSE) to bail 
himself out. 

Meantime, the fore- 
ign institutional investors 
(Fils) who have been net 
buyers in the Indian mar- 
kets for some time were 
in for a rude shock when 
a SEBI proposal debarring 
Fils from participating in trading via Participatory Notes 
(P-notes) made its rounds. Typically, short-term inves- 
tors like hedge funds prefer the P-note route, and if this 
proposal goes through, it could impact ЕП flows. 
Although SEBI clarified that the issue was open for de- 
bate and no decision would be taken immediately, 
the proposal appears to have spooked the Fis, who have 
turned net sellers in the first few days of March. 

Of course, the main reason for the bearish sentiment 
on Dalal Street last fortnight was the cloud of uncer- 
tainty hovering over global markets courtesy the US 
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Fil money has been steadily flowing in. 












Figures are net purchase of equity in Rs crore 





President's war designs 
on Iraq. Along with the 
prospects of war, fears 
of a terrorist backlash on 
the US and North Korea 
flexing its nuclear muscle 
also spooked stocks. The 
FM had done his bit for 
the market in the bud- 
get—he's done away 
with long-term capital 
gains tax and dividend 
tax, and reduced corpo- 
rate surcharge, for in- 
stance—but clearly that 
wasn't enough to blow 
away the cloud of appre- 
hension. There was too 
much bad news all aro- 
und, with Unit Trust of 
India's (UTI's) huge 
redemption pressures 
only succeeding in making the picture gloomier 
than ever. “There is an extreme pessimistic sentiment 
in the market and is mostly due to the external en- 
vironment," says Abhay Aima, Country Head 
(Equities & Private Banking Group), HDFC Bank. 

Indeed, the threat of a US-Iraq war—which has 
been in the air since late last year—has taken its toll of 
global markets. Oil prices have soared, a lot of money 
has been sunk into gold, foreign inflows into emerging 
markets have dried up, and investors are adopting a 
wait-and-watch policy. In the first week of March, Fils 
had turned net sellers, and the Sensex at the time of 
writing was likely to touch the 2,900 bottom that 
the technical gurus have charted out. There’s only 
one thing now that can stem the rot: A war, finally. 
Make that a short war, which will at a stroke put an 
end to the uncertainty that’s paralysed markets. “A 
quick and clean war—of up to 10-15 days—will be 
good for the market,” avers Shailendra Bhandari, 
Managing Director, Prudential ICICI Asset Management 
Company. He adds that the chances of the conflict last- 
ing longer than the Gulf war of the early nineties are 
remote, since that war had gone on for just six weeks. 
Adds Ridham Desai, Executive Director and Head 
(Equity Research), |M Morgan Stanley Securities: 
“The biggest worry of the markets is a situation of no 
war happening but just uncertainty prevailing.” 


On Tenterhooks 

Clearly, in the absence of any concrete triggers, mar- 
ketmen are counting on the war effect to stimulate stock 
indices. Just as in 1990, when Iraq invaded Kuwait, the 
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Gulf war provided the perfect 
impetus for a stock rally in 
most global markets (See War- 
time Investing). K.G. Vora 
Securities’ Mehta expects the 
war to push up the Sensex to 
3,600, after possibly falling 
to a pre-war low around the 
2,900 mark. “But don’t expect 
more than 3,600,” he warns. 

Mehta isn’t the only one 
not expecting fireworks on 
the markets. Anything over 
4,000 is the realm of the un- 
known, and marketmen are 
comfortable predicting a 15- 
20 per cent upside for the 
Sensex for the calendar year 
from hereon. Jyotivardhan 
Jaipuria, Senior Vice President, 
psp Merrill Lynch, expects the 
benchmark index to touch 
3,750 by the year-end. “It will 
be a positive market, but no 
bull run. But look at it this 
way: It will still be better than 
the last three years.” Desai of 
Morgan Stanley says, *we're 
in a low-return environment," 
and expects the Sensex to end 
the year at 3,600. And Bhan- 
dari of Prudential icici adds 
that 3,800 by the year-end 


WEIGHING DOWN 





E UNCERTAINTY regarding US-Iraq 
war, and N. Korea’s nuclear plans 





E HUGE REDEMPTION pressures 
on UTI, estimated at last count at 
over $1.5 billion 





E SLOWDOWN on disinvestment 
front; HPCL privatisation won't 
happen till September 





E RETAIL INVESTORS are staying 
away; only 2.7 per cent of house- 
hold money going into equity as 
against 15 per cent 10 years ago 





E BUDGETARY EXPECTATIONS of 
abolition of corporate surcharge and 
more aggressive direct tax reforms 
belied; internal debt scenario and 
fiscal deficit big worries 





forceful on the direct tax 
reforms front since the fiscal 
deficit is veering out of con- 
trol, and the internal debt 
has peaked at some 65 per 
cent of the country's gross 
domestic product. 

Yet, attributing the post- 
Budget sell-off to the propo- 
sals the FM didn't announce 
is ridiculous—although it's 
a ritual that happens every 
year. To be sure, nine budg- 
ets of the past 10 years have 
been greeted by a selling 
spree by punters. According 
to a study by Morgan Stan- 
ley, the average returns a 
month after the budget in 
these years works out to 
negative. For the record, 
only Manmohan Singh's 
budget was greeted with 
aggressive buying, but don't 
forget the existence of a 
certain Mr. H. Mehta in 
the market in those days. 

The sell-off on the mar- 
kets has little to do with the 
Budget and everything to 
do with the noises of war 
being made by Bush. In fact, 
if you think the Indian mar- 
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“isn’t unrealistic”. 

If no one's talking about 4,500 and 5,000 levels for 
the Sensex any more, that's because there simply doesn't 
appear any provocation in the near- to medium-term for 
the indices to shoot up to those levels. One sure-fire trig- 
ger for the markets would have been some definite 
moves on the disinvestment front, but the Finance Min- 
ister didn't spend too many seconds delving on the plans 
for privatisation of more state-run units. Punters mean- 
time aren't expecting any big-ticket disinvestment 
(read HPCL) till September. Then, there is that section 
of the market that feels the FM should have been more 


THE BIG SCARE: The threat 
of a US-Iraq war has taken its 
toll of global markets. Oil prices 


have soared and Flls are adopting 


a wait-and-watch policy 


kets have tanked, take a look around and witness the 
erosion in stock prices not just in developed markets but 
also in emerging economies. For instance, in the past 
five months the Sensex has comfortably outperformed 
other Asian markets like Korea, Hong Kong, Indonesia 
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and Singapore (See Better By Com- 
parison). Over an eight-month per- 
iod, the Indian markets have out- 
performed Asian emerging mar- 
kets comfortably. In the January- 
December 2002 period, the NsE's 
Nifty inched up by 3.3 per cent 
even as the Nasdaq and the Dow 
slumped 35 per cent and 17 per 
cent respectively. 

That's probably why Merrill 
Lynch has decided to increase its 
India weightage in the Asian region. 
In fact, most markets including US 
and Europe are today below their 
9/11 lows, India being the only 


notable exception. What's more, contrary to popular 
perception, it isn't as if foreign money hasn't been 





flowing into India. It isn't pouring 
in, but since last January, Fils have 
been net buyers for most months, and 
they ended 2002 with net buying to 
the tune of Rs 3,627 crore. Analysts 
also point out that in the last seven 
quarters, FII investment in the top 40 
stocks has increased by a fourth, from 
16 per cent to 20 per cent, with tech- 
nology, pharmaceuticals and financial 
services getting most of that money. 
So, although foreign money has been 
coming in, it's the lack of any sem- 
blance of domestic follow-up that's 
kept the market in check. 

If the stock indices haven't succee- 


ded in getting buoyed by the ЕП money, one reason for 
that is the steady selling by mutual funds in equities, the 


WAR-TIME INVESTING 





How markets have reacted in previous war situations. 


H IS NOT THE WAR BUT THE 
uncertainty that is keeping mar- 
kets on tenterhooks. And this exp- 
lains why the market usually reco- 
vers after the actual war starts. 
Yes, there will be some panic sel- 
ling when the actual hostilities 
begin, but this won't last too long. 
And this explains the age-old 
stockmarket maxim "buy when 
there is blood on the stree". The 
proposed second Gulf war is very 
similar to the first war. So, let's 
see what happened to the Indian 
market during the last Gulf war. 

On August 2, 1990, Iraq inva- 
ded Kuwait, accusing it of stealing 
its oil. For three days running 
thereafter, the markets fell, by 


bilised and started moving up. 
Over a one-month period, the 
Sensex climbed 18.75 per cent 
(199.11 points). The rally con- 
tinued and by October 9, the 
Sensex had gone up by a whop- 
ping 46.89 per cent (or 497.77 
points). 

Meantime, as the UN and the 
US made their war plans, uncer- 
tainty once again ruled the roost, 
and the market began crashing 
once again, falling even below 
the initial war levels of August. 
Then the US bombing began on 
January 15. Predictably, the mar- 
ket went down initially, and the 
losses during the next three trad- 
ing sessions were to the tune of 


Three months after the US bomb- 
ing, the Sensex had gained 30 
per cent, six months later 40.54 
per cent, and after one year all of 
101.74 per cent. 

Should you expect a similar 
rally once the second gulf war 
starts? It will rally, but expect 
only a small rally. The huge rally 
of the early nineties was possible 
only because the market was in a 
secular uptrend after India kicked 
off the liberalisation programme. 
The market is now in a sideways 
consolidation phase and, there- 
fore, it is not possible to expect a 
big rally. The concerns about the 
US attacking Iraq may end, but 
the uncertainties regarding the 









8.09 per cent (88.94 points). 6.05 per cent (61.61 points). US-Korea problem could just con- 
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UTI in the main. Marketmen reveal 
that since January 2000, uri has been 
selling on an average $50 million 
(Rs 240 crore) a month to meet re- 
demption pressures. Their fear is that 
the bearish scenario could intensify 
over the next couple of months as 
five schemes with a total corpus of 
close to Rs 700 crore will mature. 


HANG SENG 


JSX INDEX 


Coming: "Base Effect" 

Whilst the redemption pressure on 
UTI will help in ensuring there's no 
bull charge, the slower growth pro- 
jected for the Indian economy in 
the year ahead will make it even more 
difficult for the war rally to be sustai- 
ned. Economic growth will slow 
down for two reasons: One is what market strategists 
term the “base effect," which simply means that 
growth in sectors that have been booming, like two- 
wheelers for instance, will come down as the base 
gets larger. The second reason is that the lag effect of 
a poor monsoon will be felt from the second quarter 
of the coming year. 

Still there's plenty of good news that should be eno- 
ugh to result in an upturn from current levels. Corpo- 
rate earnings for the current year are expected to be sta- 
ble, in the 20 per cent region. This in turn will result in 
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BETTER BY COMPARISON 


The Sensex has outperformed most of the Asian indices. 





E March 7, 2003 @ Percentage change 


the contraction of price/earnings multiples, thereby 
making valuations more attractive. For the current year, 
the India market’s P/E is just above 10, and will come 
down to 8.2 in the coming year. Analysts point out that 
it’s at a РЕ of 9-10 that the market starts rising—not into 
unrealistic territory but at 15-20 per cent annually. What 
should also help the markets move upwards is the 
saturation of returns from bonds, which might just 
convince investors to shift to equity. *The risk-reward 
relationship between debt and equity is getting balanced 
out,” reckons Jaipuria of DSP Merrill Lynch. 

For any sustainable boom, retail 
participation has a role to play, and 
that's why hopes of a full-blown bull 
run are pretty bleak, what with very lit- 
tle retail money flowing into the mar- 
kets. Indeed over the years, the small 
investor's participation has reduced 
significantly: A decade ago, some 15 
per cent of Indian households would 
invest in equity; that figure has plunged 
to just 2.7 per cent. But the message in 
Jaswant Singh's budget speech is clear: 
Be ready to take risk if you're looking 
for decent returns. 

One warning, though: The days of 
40-50 per cent appreciation are over. 
Twelve to fifteen per cent annually 
over the next few years should be 
more like it—which, every scam- 
struck investor will readily agree, is in- 
finitely better than a 30 per cent spurt 
one year followed by 40 per cent 
plunge the next. @ 
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was considering firing his entire sales force. 
“Гуе had it up to here,” he said, drawing a fin- 
ger across his collar. Since the performance of his 
company had generally been strong over a number of 
years, the gesture seemed more in line with someone 
cutting his own throat, as a listener quickly pointed out. 

“You don’t understand,” the president said. “The 
better we do in sales, the closer to the edge we get to 
losing money.” After a pause, the light went on for the 
listener. “You're getting gamed to death,” he said. 
“What sort of compensation deal did you agree to?” 

Indeed, the put-upon executive had to admit that 
he was, to a certain extent, to blame for the company’s 
troubles. Searching for a way to keep showing quarterly 
growth, he'd allowed himself to be talked into a time- 
sensitive compensation plan, one that awarded bonus 
points to sales people for deals written and booked in 
the last 30 days of each earning period. 

In boom times, the system appeared to work 
well, at least from Wall Street's point of view. 
“Analysts liked seeing those big surges,” the exec- 
utive said. “They could always point to them as a 
sign of our new products taking off." The funny 
thing was, he added, “they never seemed to care that 
the first part of almost every quarter slumped." 

The problem, of course, was that the compensation 
scheme cut both ways. Sure, it encouraged people to 
close sales, but it also left the barn door open to 
those who figured they could boost their bonus points 
by postponing sales until the crucial end-period. “I for- 
got,” the executive admitted, “about the genius of 
capitalism: If you build it, they will come—if there's a 
way they can make money out of it.” 

Today there are too many companies that enc- 
ourage an employee to feather his or her own nest, 
either consciously or unwittingly, at his company’s 
expense. These can be simple, low-level tricks. For in- 
stance, we’ve seen companies whose travel and en- 
tertainment policies were completely up-ended by air- 
line frequent flyer programmes. To build up their 
mileage accounts, executives would avoid flying on 
certain airlines even if the fares were lower. 
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Beware Of Gamers 


So you think incentive-based compensation is god's gift to your company? Think again. 


Other companies seek to enter into a co-dependent 
relationship with your buyers, contracting agents, 
procurement and personnel departments. *What can 
I do to make you look good to your boss?" is a ques- 
tion that may be innocent, but which may open a 
can of worms. The win-win philosophy undergoes a 
strange and indefensible mutation when the *win" is 
limited to the two employees involved. 

In my experience, I’ve come across two major 
areas of compensation abuse. The first is commis- 
sion-sharing: Many sales people are loathe to lose 
any portion of a sale, to the point of not pursuing any 
deal that has the prospect of another salesperson's inv- 
olvement. This kind of me-first attitude is, unfortu- 
nately, prevalent among many accomplished and ext- 
remely driven people. Often, the only way to get 
them to work together is to reward the sharing process. 

The second abused area is the one experienced by 
the executive whose anecdote opens this column—the 
case of someone who has decided on a way to boost his 
bonus by putting a thumb on the scale. That kind of 
executive will hurt you by all the long-term deals 
and investments he'll avoid, because they don't pay off 
in the short term. If you can build in a way to reward 
those who build long-term relationships, you should. 

In general, it doesn't hurt a CEO to get to know 
something about his executives, their lifestyles, and the 
outside pressures they're under. It can help you 
understand what motivates them, which in turn can 
open up new methods of compensation, including 
those that don't involve sums of money—you may be 
able to figure out a way to give time off to a parent or 
include a travel opportunity or some kind of institu- 
tional access to an unattached executive. 

Unfortunately, with every tweak you approve, 
there will come a time when it, too, becomes a venue 
for abuse. It's true that a company's compensation sys- 
tem is always going to grow like kudzu, and it is going 
to require regular cutting back, too. It may just be a 
good idea to pull it up by the roots every decade. @ 





© Mark H. McCormack. All rights of reproduction in any 
form are strictly reserved. 
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Interest rates 

are at almost a 
30-year low. And 
this may be the 
bottom, or may 
be not. What 


should you do? 
BY NARENDRA NATHAN 


F YOU ARE IN THE MARKET 

shopping for credit, you prob- 

ably never had it so good. 

Housing loans are going abeg- 

ging at about 9 per cent (vari- 
able rates are lower), car companies 
are offering loans at ridiculously 
low rates as long as you buy a car, 
and even the relatively risky per- 
sonal loans haven’t looked so ap- 
pealing in a long while. This, after 
all, is the era of soft interest rates 
and low inflation, where the gov- 
ernment wants you do only one 
thing: spend. 

Unfortunately for borrowers, 
though, it is also turning out be an 
era of interest rates uncertainty. 
Consider the gilt market’s roller- 
coaster ride thus far in 2003. In 
January, with the fear of US-Iraq 
playing on market’s mind, gilt prices 
crashed because everybody expected 
interest rates to harden in the 
months to come (prices fall because 
investors locked in at a lower rate of 
interest want to exit). As a result, the 
yield—it goes up whenever the price 
falls—on 10-year gilt paper rose 
from 5.8 per cent to 6.7 per cent by 


the middle of February. 

Then, in his 2003 budget, the 
Finance Minister Jaswant Singh an- 
nounced a 1 percentage point cut in 
small savings, sending the gilt prices 
north and lowering yield to the 
mid-January level. Does the market 
think interest rates will keep their 
head down? Well, not quite, be- 
cause rates are hardening again. So, 
just what is going on here? To an- 
swer that question, we have to take 
a closer look at what’s causing the 
market gyration. 


Heads Or Tails? 

Till mid-January, everyone believed 
that interest rates could go only in 
one direction—down. The system 
was flush with funds, leading people 
to think that even if there were a 
scramble for money, rates would 
not go up. Then suddenly, the liq- 
uidity vanished. What happened? 
The Reserve Bank of India mopped 
up Rs 11,000 crore from the market 
and the central government's ways 
and means account turned surplus. 
In other words, the government 
had tightened its purse strings, 
thereby reducing market liquidity. 
Add to that the rush from money 
market traders to rebuild their po- 
sitions, and the picture is complete. 

After the crash, gilt prices started 
moving up once the war clouds 
seemed to recede. The rally sus- 
tained its momentum on the exp- 
ectation that the budget would red- 
uce interest rates on small saving 
instruments. Jaswant Singh sur- 
prised the market by announcing 
a-higher-than-expected 1 percentage 
point cut, and the RBI contributed its 
bit by slashing repo rate and savings 
bank account rate by 50 basis 
points. This was something the mar- 
ket had not bargained for, and the 
yield promptly returned to the mid- 
January levels of 5.83. 

With the market still on tenter- 
hooks, there is no clarity on interest 
rates outlook. Most of the players 
think there that is nothing to worry 





In general, higher interest 
rates spell bad news. 





An increase in interest rates 
will push up costs and 
reduce margins, and likely 
affect recovery. 
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Those that are heavily invested 
in gilts will lose when yields 
fall, besides they will lose an 
important profit cushion. 
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Will dampen credit-led 
purchases, although 
pensioners dependent on 
interest income will be happy. 





about and that the rates will remain 
at the current levels in the medium 
term. “There is enough liquidity in 
the system and barring any unfore- 
seen circumstances (like a prolonged 
Iraq war), interest rates should rem- 
ain relatively stable in the medium 
term,” says A.K. Purwar, Chairman, 
State Bank of India. Dileep 
Madgavkar, CIO, Prudential ICICI 
Mutual Fund also dismisses the cur- 
rent volatility as an event risk and 
not due to the fundamentals. “Soft 
interest rates regime will continue, 
but with huge interest rate volatility 
based on event risks (like wars or 
terrorist attacks),” he says. 

But most economists are not 
convinced by this liquidity argu- 
ment. They say that today’s extra 
liquidity can evaporate overnight 
(as it happened only recently). They 
argue that marketmen should look 
at the fundamental factors that 
pushed interest rates down in the 
past and whether those factors will 
continue to do so in the future. 
This will also help us understand 
whether the fall in interest rates, 
which has been happening since 
1994, can be sustained in medium 
term or not? So, what are these 
factors? 

Arbitrage: After remaining isolated 
from the world market for decades, 
Indian money markets are slowly 
getting integrated. This phenome- 
non got a major push because of the 
arbitrage opportunities created by 
globalisation. But does that oppor- 
tunity still exist? “Arbitrage oppor- 
tunity has come down, but a 50- 
basis-point differential still exists,” 
says Nilesh Shah, сю (Fixed Inc- 
ome), Templeton Mutual Fund. 
Here’s how: the rate of interest for 
one year in, say, the US is 1.5 per 
cent and around 5.5 per cent in 
India. Even after taking a forward 
cover at a cost of 3.5 per cent, it is 
still possible to make a slim profit. 
Inflation: Further falls in interest 
rates can be sustained only if infla- 
tion comes down in tow. But 
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inflation has started inching up 
again. If the US does attack Iraq, in- 
flation can rise further simply be- 
cause oil will be dearer to the 
world. Dearer oil will impact al- 
most every product in the con- 
sumer basket. But surprisingly, not 
everybody is scared of inflation 
shooting up. Part of the reason is 
that the recent increase comes on a 
low base of February last year. If 


around 8 per cent two years ago to 
around 4 per cent now.” 

Economy: Low economic activity 
and a consequent low demand for 
funds from the corporate sector 
was another factor that contributed 
to low interest rates. But the econ- 
omy is showing signs of accelerating, 
and when that happens, investment 
will pick up and the resultant 
demand for capital could push 





KEKI MISTRY, MANAGING DIRECTOR, HDFC 


"LIC's new pension plan adds to the 
interest rate imbalance, besides 
being unfair to private insurers" 


one takes a shorter time period, 
the rise is negligible. For example, 
the wholesale price index (wr!) has 
just moved from 167 in August 
2002 to 168 in February this year. 

Besides, economists point out, 
what the market should be watching 
is the expected rate of inflation, and 
not the current rate. On that count, 
confidence is high. Says Mahesh 
Vyas, CEO, Centre for Monitoring 
Indian Economy (CMIE): “The ex- 
pected inflation has gone down from 
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interest rates a few notches up. 
“With the restructuring that hap- 
pened during the last two-to-three 
years, companies in India have bec- 
ome stronger and private demand is 
expected to go up now,” notes 
Saumitra Chaudhuri, Economic 
Advisor, ICRA. 

Fiscal Deficit: The huge fiscal deficit 
(around 11 per cent if one adds 
state deficit too) can theoretically 
put pressure on inflation and inte- 
rest rates. Why isn’t it working in 





practice? “It is not adding to in- 
flation because the high fiscal deficit 
is met through market borrowing 
and not through adding money to 
the system,” explains Vyas of CMIE. 
It is also not putting pressure on in- 
terest rates since corporates are 
staying away from the market. 
Once they enter, interest rates will 
almost certainly rise. 
Real Interest Rate: The long-term 
real rate of interest (the difference 
between the nominal rate and infla- 
tion) can’t be out of tune with the 
rest of the world, especially in a 
globalised environment. For ex- 
ample, the yield on 10-year paper 
in the US is around 4 per cent, 
while in the EU it is marginally 
higher at 5 per cent. The real in- 
terest rate, however, works out 
lower: 3 per cent for both the US 
and EU. Add this to India’s inflation 
rate of 4 per cent and a comparable 
interest rate works out to 7 per 
cent. The point: “The rates that we 
have seen recently—below 6 per 
cent—are simply not sustainable 
in the medium term,” contends 
Chaudhuri of ICRA. 
Structural Problems: There are 
several structural problems in the 
interest rate regime that keep the 
rates high. First, the rates of re- 
turn offered by contractual sav- 
ings (like PPF and post office fixed 
deposits) are much higher than 
those of comparable bank FDs. This 
anomaly can’t be sustained for 
long. Second, is the interest rate 
fixed by the RBI for savings bank 
account. This distorts the interest 
rate structure by not allowing the 
short-term FD rates to fall. In fact, 
the 1 percentage point cut in small 
savings and the 50-basis-point cut 
in savings rate are steps intended to 
correct the imbalance. 

But is that enough? No, say ex- 
perts like Keki Mistry, Managing 
Director, HDFC, and that’s the reason 
why current yield is higher than 
mid-January levels even after the 
rate cuts. What’s worrying the 
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market, however, is that Budget ’03 
actually adds to the interest rate 
imbalance. The 9 per cent assured 
return pension scheme, Varisht 
Bima Yojana, from the Life 
Insurance Corporation, for senior 
citizens is one big example. “It is a 
step backward. In addition to cre- 
ating a problem to the interest rate 
structure, it is also unfair to the 
new private insurers,” says Mistry. 


Fence Sitting 
But as long as global markets con- 
tinue to face uncertainty over the 
Iraq situation, interest rates will be 
perched on the fence. The banks— 
except for the Bank of Baroda, 
which cut FD rates essentially for 
correction—are refusing to 
reduce their fixed deposit 
rates or loan rates, and are 
waiting for the RBI to an- 
nounce a rate cut. But the 
central bank has already 
made it clear that it is in no 
hurry to cut the bank rate. 
Even the gilt yield is hard 
pressed to cross the mid- 
January barrier of 5.8 per 
cent because every time the 
prices move up, players rush 
in to book a profit. 

Higher interest rates is 
bad news for the corporate 
sector, though. It will tor- 
pedo the industrial recov- 


RETURN TO HISTORY 


Bank rates are close to where 
they were 30 years ago. 





s should remain stable" 


in January. However, there 
could be worse in store. Most of 
these banks have been propping 
up their bottomlines thanks to 
their gains in the gilt market. 
Once prices crash, they will no 
longer have this profit cushion. 
That means bank stocks, which 
have been buoyant on Dalal 
Street, could start ebbing. 
Worryingly for marketers, 
dearer loans will dampen con- 
sumer appetite too. Fewer con- 
sumers may decided to buy con- 
sumer durables or cars on credit. 
But what may still not get affected 
is housing loans. That's because 
the National Housing Board has 
reduced the refinance rates by 












10.50 





around 2 per cent. The new NHB 
rates for loans over Rs 10 lakh are 
7.7 per cent (fixed rate) and 7.1 per 
cent (floating rate). Around a quar- 
ter of housing finance companies' 
needs are met through the NHB 
and, therefore, the rates 
fixed by the board set the 
trend. (Thank god for small 
mercies, did you say?). 
There is only one sec- 
tion that is happy with 
higher interest rates and that 
is of the pensioners, who 
survive on fixed income. 
But even their gains would 
only be relative, since their 
staple such as post office 
deposits, RBI relief bonds 
and now LIC's new pension 
plan offer rates that are 
higher than the market rate 
by one to three percentage 
points. Cautions Shah of 





ery underway. But there is 3.0 Templeton: *Those who in- 
one set of institutions that vest in these instruments 
will lose heavily if interest < should not expect their retu- 
rates shoot up. These are = rns to go up along with the 
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In just four months, BSNL's mobile service 
CellOne has snagged 1.5 million subscribers. But 
sustaining the trajectory may prove much harder. 


BY VANDANA GOMBAR 


T'S A SLEEPY MONDAY 
afternoon, but Manoj 
Gupta is anything but yaw- 
ning. The sole franchisee 
for Bharat Sanchar Nigam 
Ltd's (BSNL) mobile service 
CellOne in Lucknow, Gupta is 
busy chatting up customers in his 
swanky outlet at the Tej Kumar 
Plaza. Just like BSNL’s prepaid 
mobile shop a little distance away, 
he isn't making any sale, though. 
Reason: There are no connect- 
ions to sell. The network capacity, 
explains Gupta, is exhausted. 

In contrast, the Reliance Mobile 
sales outlet across that of Gupta's 
has connections on offer. But few 
customers are to be seen in the 
shop. A bad day for Reliance? 
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May be, but its franchisees like 
Om Overseas Communications— 
the one across Gupta's—must be 
hoping that it doesn't become 
the norm. After all, they have 
reason to feel nervous. 

Barely four months ago— 
October 19, 2002 to be precise— 
the state-owned telecom giant 
launched its mobile service in the 
historic city, offering the first con- 
nection to Prime Minister Atal 
Bihari Vajpayee. The telco had 
envisioned an initial demand of 
8,000 for Lucknow. But the num- 
ber has already crossed 25,000. 
No doubt, closure of the ailing 
Koshika telecom in the state helped 
BSNL. But that hardly explains the 
success CellOne has met with in 


other parts of the country, 
racking up over 1.5 million subs- 
cribers since the launch. Translate 
that into marketshare, you get 13 
per cent for BSNL against Bharti 
Cellular's 26 per cent, Hutch's 18 
per cent, and 11 per cent of Idea. 

Buoyed by the success, BSNL’s 
Chairman and Managing Director, 
Prithipal Singh, has already started 
planning for the next phase of ex- 
pansion, which would double ca- 
pacity to. eight million. Market 
watchers say that BSNL’s numbers 
are routed to the basics—aggres- 
sive tariffs and expansive coverage. 
The pious Singh, however, puts 
it down to the faith of the people 
in the company. “People have faith 
in public sector institutions. 


Prithipal Singh, CMD, BSNL: Will л 


Е 


We will not fleece the con- 
sumer,” he says. 

Not surprisingly, BSNL has repla- 
ced Reliance Mobile as the hot 
topic of discussion in the cellular 
camp. And they are not merely ac- 
cusing it of predatory and unfair 
pricing. “They are using the in- 
cumbency advantage that is anti- 
competitive. It is severely impact- 
ing the market of the private oper- 
ators,” says an irked Director 
General of the Cellular Operators’ 
Association of India, T.V. Rama- 
chandran. And where is Reliance 
Mobile? Well, it is planning to com- 
mercially launch service in 104 cities 
across the country on April 1, the 
day when the new interconnect 
regime comes into effect. 


have the last laugh? 








PHOTOGRAPHS BY VIVAN MEHRA 


The only thing a prospective 
subscriber is promised is Rs 0.40 
per minute charge if calling within 
the Reliance network. The average 
consumer is confused about the other 
call charges. Then, factor in the 
huge entry cost (for handset and 
subscription) and you would know 
why BSNL is making waves in a 
price-sensitive India. “I don’t know 
what I will get from Reliance. | 
decided not to wait for it and opted 
for the only service provider here— 
BSNL,” says Ajit Pratap Singh, the 
Development Officer at village 
Bhandua Thukran, about 70 kilo- 
metre away from Lucknow in 
Barabanki. It is his personal con- 
nection. To its credit, BSNL has man- 
aged to snatch the first-mover’s 


A GROWING SHARE 


BSNL is getting more of the new customers 


October 2002 





November 2002 








December 2002 





January 2003 





BSNL NE Hutch Bharti W idea Other 
Number of subscribers added 





Source: Cellular Operators Association of india 
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advantage even іп states where іс 
has entered as the fourth operator. 


Inevitable Gravity 
The question for Singh, how- 
ever, is BSNL’s trajectory sus- 
tainable? Analysts cite empirical 
data to show that the high- 
growth trajectory tends to fall 
to a lower level in each follow- 
ing month after launch. Why 
does it happen? Reverse-churn. 
Dissatisfaction with the service. 
Bill-shock (yes, it still happens). 
Take the case of Bharti Cellular, 
which made its debut in Mum- 
bai in late July last year and 
totted up 93,594 subscribers 
by the end of August. In Sep- 
tember, it added 42,080 sub- 
scribers, 41,729 in October, 
21,878 in November, 13,023 in 
December, and 8,071 in 
January 2003. Idea Cellular in 
Delhi added 13,936 subscribers 
in January 2003 against 52,922 
in December last year. 

It is the same pattern in the 
states. Shrugging off the num- 
bers, Bharti’s Chairman and 









BSNL's 


TARIFF TUG: Nothing can beat the 
lure of low prices. BSNL is, and is 
perceived to be, the lowest-priced operator in 
most states. 


NETWORK NUANCES: With points of 
presence not limited to the main cities, 
it has managed to tap clients in smaller towns 
where it is the only service provider 


LOCAL ADVANTAGE: Multiple points of 

presence means that all calls within a 
telecom circle, from fixed or mobile phones, are 
local. Word-of-mouth has ensured that this 
is a big selling point. 


FAITH FACTOR: Believe it or not, there 

are people out there who have faith in 
things sarkari. At least, it will not shut down 
and run away with money (Think Koshika). 


INTEGRATION INFLORESCENCE: 

BSNL's combined packaging of fixed, 
mobile, long-distance and internet services 
cannot be matched easily. 














However, since BSNL is 
launching in new cities every 
day, the initial momentum is 
likely to be sustained over a 
longer period than average, says 
KPMG’s Executive Director 
Rothin Bhattacharya. 

Another factor working to 
BSNL’s advantage is that com- 
petitors seem to be in no rush 
to match its tariffs or cover- 
age. What BSNL needs to worry 
about is how to sustain this 
growth. With the latent dem- 
and in the smaller cities now 
becoming apparent, it is only a 
matter of time before the pri- 
vate operators go cherry-pick- 
ing the tree planted by BSNL. 
The fickle pre-paid subscribers 
(about 55 per cent of BSNL’s 
base) are especially prone to 
churn. The relaxation of FDI 
limits will ensure that the pri- 
vate operators not only have 
the will, but also the ability to 
take BSNL head-on. 

As for the myth of private 
sector services being of supe- 
rior quality, the telecom regu- 


Group Managing Director Sunil 
Bharti Mittal says that there was 
“nothing unusual” in BSNL numbers. 


“We have also picked up 50-60 
per cent marketshare when we 
launched in new states,” he says. 


lator’s latest quality of service audit 
(done by IMRB) has managed to dil- 
ute that perception significantly. 
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Since the survey pertains to the 
period October 2001-June 
2002, it does not rate BSNL’s 
cellular service (which was 
launched only in October 
2002), though the company 
makes impressive innings on 
the quality of its basic service in 
some states. In Andhra Pradesh, 
for example, BSNL scored 92.7 
per cent on customer satisfac- 
tion while Tata Teleservices 
notched up 83.7 per cent. 


Fear The Competition 

The private operators maintain 
that the game is not all about 
tariffs, in the long run. “It is 
about service. Customer serv- 
ice. Value-added services and 
network coverage. We are plus- 
plus on that,” says Bharti's Joint 
President (Mobility), Manoj 
Kohli, hinting that the numbers 
could throw up some surprises 

in the next few months with 
the tweaking of tariffs ann- 
ounced earlier this month by 
the group. Says Gartner's tele- 
com analyst Kobita Desai: “The 
pressure will mount for BSNL as it 
increases footprint in larger cities 
and towns where incumbents are 
well entrenched." 
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REVENUE RISK: The average revenue 
per user (ARPU) for BSNL is lower than 


the industry average since low-end users form 
the mass of its subscribers 


VALUE-ADDED SERVICES GAP: While 
Bharti, Idea and Hutch graduate to 2.5G 
(multi-media messaging, always-on internet), 
BSNL's value-added offering is limited to SMS. 
This could be a handicap in the near future. 


REPLICABLE MODEL: Low tariffs can 

be matched and multiple points of 
presence can be established by competitors. 
Relaxation of the FDI limit will ensure that 
others have deep pockets too. 


CUSTOMER SERVICE: Has always 
been a weak point for BSNL and could 
be a put-off for the high-end subscribers. 


CHURN FACTOR: While BSNL is 

benefiting from the churn (from other 
operators) now, the inevitable reverse-churn 
could see subscriber additions tapering off. 











Meanwhile, Reliance is rejig- 
ging its sales strategy to start over- 
the-counter sales of handsets and 
subscriptions (against the current 


SUNIL MITTAL, CMD, Bharti Group 


“We have also picked up 50-60 per cent marketshare 
when we launched in new states” 





wait of about a fortnight). 
Capacity on date: 12 million. 
Though the company was 
unwilling to share numbers, 
spokesperson for Reliance 
Infocomm, Amit Khanna, 
maintained that the response 
had been better than expected 
with several “hundreds of thou- 
sands” having paid for it. Long- 
distance services, national and 
international, are also to be 
launched simultaneously. 
“There is a certain value-propo- 
sition in the Reliance offering 
that would especially appeal 
to Corporate India, They 
could still surprise everyone,” 
says telecom analyst at Enam 
Securities, Ram Hegde. 
Gartner research shows that 
Indian enterprises are becoming 
early adopters of wireless data 
technology in relation to peers 
in the Asia-Pacific region. 
“CDMA could be a good option 
for mobilising the enterprises 
looking beyond voice serv- 
ices,” says Desai. Reliance 
could still kink the BSNI 
growth curve, which will be sub- 
ject to a southward drag from the 
other private sector operators as 
they strategise to gradually chip 
away BSNL’s subscriber base to get 
a larger share of the mobile mar- 
ket, projected to grow to Rs 
25,000 crore by 2007 (CDMA and 
GSM) against Rs 5,000 crore today. 
Meanwhile, Gupta of Lucknow 
is asking for a quick release of the 
next round of connections from 
BSNL officials. He has got prospects 
clamouring for phones. There are 
whispers of black marketing. The 
Vice Chancellor of Ambedkar 
University calls up BSNL’s Chief 
General Manager V.K. Shukla for 
an out-of-turn CellOne connec- 
tion, as do sundry friends and rel- 
atives of those with the power to 
dish out CellOne and Excel. For 
now, Singh is sitting pretty. But 
tomorrow is another day. 
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HARDER 
THAN IT SEEMED 


Max's healthcare foray 
has had it rough. 


f 

1998 

@ Sells 41% hold- 

ing in Hutchison 

Max for Rs 561 crore 

@ Distributes Rs 115 crore as dividend 
ans of entering 
hcare, and IT 


e A "hub-and-spoke" healthcare 

model is finalised 

e That includes a big tertiary 

hospital, two medium-sized hospitals, 

four diagnostic centres, and 35-40 

primary care clinics in Delhi 

@ Noni Chawla is roped in as the 
ealthcare business CEO 

@ Earmarks Rs 420 crore for healthcare 


WY 


ө Acquiring real estate for 
healthcare proves to be a hurdle 
@ Explores the option of acquiring 
existing clinics 


2001 


@ Slowpedals primary care centres 
@ One secondary care centre and two 
primary care clinics set up in Delhi 


2002 


@ Noni Chawla quits; 
Analjit Singh takes over 

e [wo more secondary 

care centres set up 

ФА tie-up with Devki Devi for 
tertiary hospital is finalised 


2003 


@ The healthcare plan is reworked 
includes a tertiary hospital, 

five secondary care centres, 

and 16 primary care clinics 

@ Gets Rs 90 crore in loan each 
from ADB and | 





$ THE HEAD OF EXECUTIVE SEARCH FIRM KORN-FERRY 
in 1999, Nripjit ‘Noni’ Singh Chawla received a call, the like of which 
few headhunters ever do. Chawla, working on a mandate from 
Max India to find a СЕО for its recent foray into healthcare, had just 
redrafted the description of the ideal СЕО and faxed it back to Ma 
India Chairman, Analjit Singh. Less than 12 hours later, he received 
a call from Singh saying that it was time to end the search. Would 
Chawla like to join as the СЕО of Max Healthcare? Chawla was sur 
prised, but game nevertheless. In less than two months, he was 
running the healthcare show. 

Those were days when few said no to Singh when he mad 
them an offer. After all, in April 1998, the 48-year-old Singh had sold 
his 41 per cent stake in Hutchison Max Telecom, a cellular servic: 
provider in Mumbai, to partner Hutchison Whampoa for a cool Rs 
561 crore (it still remains the largest such deal in the telecom sector). 
After distributing Rs 115 crore in interim dividend (most of it to hin 
self as the holder of 46 per cent equity in Max India), Singh started 
with an ambitious clean slate. He identified three sunrise industries 
insurance, healthcare, and information technology. 

Four years down the road, Singh has at best mixed results to show 
The rr story has run its course, with the software company Max Atee 
downing shutters in October last year. (A small knowledge man 
agement business remains with Max MindCrossing.) Max New 
York Life—a joint venture with New York Life—is a show that relies 
heavily on the expertise and brand equity of the American partner 
And in healthcare—the business closest to his heart, and where he ha 
Harvard Medical International as partner—Singh is having to do som 
serious rethinking. 

He still doesn't have the big hospital he was hoping to bi 
there's no talk any more of the two mid-sized hospitals that were on 
the original plan, and the number of primary clinics has been revised 
to 16 from 35-40. Worse, Chawla has long quit, apparently frustrated 
by the delays and bureaucracy he long grappled with. * 
has to be experimented with. We learn as we do it,” defends Singh 


he strateg 


Under The Scalpel 
After four troublesome years, Singh may have just caught a lucky wind 
In February this year, the Asian Development Bank appr ене а Rs 9 
crore loan for Max’s healthcare projects. The company’s Directo 
Finance B. Anantharaman says that it is ADB’s only second such in 
vestment in Asia. And in the first week of March, International 
Finance Corporation (ІЕС) also agreed to lend an equivalent amount 
The new loans, coupled with Canara Bank’s Rs 50 crore sanctioned 
earlier, tie up the debt part of Singh’s Rs 420-crore investment 
plan, which is split equally into debt and equity. That means Max ma 
finally commission its first big hospital in Delhi by the middle of next 


FUTURE IN HEA 


A Year From Now, Max Will Be 
Known For Three Businesses... 
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...And One Has Downed Shutters 


Software company that was into outsourced 
product development, enterprise solutions, and 
knowledge management solutions 





year. That’s a delay of six months, but Singh isn’t com- 
plaining. “ The hospital will be a fuller expression of our 
vision,” he says. 

But did Max err in implementing its strategy? It would 
seem so. The other healthcare corporates in the coun- 
try—Apollo, Escorts, Fortis, and Wockhardt—first built 
large super-speciality hospitals, before opening sma- 
ller clinics. Apollo, for example, went about building the 
spokes of secondary and primary care only after the 
hospitals stabilised. Fortis’ model is identical to Max’s, 
but it is for the time being concentrating on the larger 
hospital. 

There is good reason for putting a big hospital in 
place first. Tertiary care, which would provide multi-dis- 
cipline speciality medical services on the lines of Apollo 
Hospitals, is the easiest part of the healthcare equa- 
tion. After all, how difficult will it be to fill 200-300 beds 
in a super-speciality hospital in Delhi—a city of 15 
million people? Primary care, on the other hand, is 
extremely risky as it comes in conflict with the family and 
neighbourhood physicians. Secondary care—such as 
nursing home-plus-diagnostic centres—fall in between. 
People look for hospitals for serious illnesses and the fam- 
ily physician for minor ones. 

A year-and-a-half ago, Max realised this and soft-ped- 
alled the expansion of Dr. Max chain of primary clinics, 
and shifted focus on to secondary care centres called Max 
Medcentre. Tertiary care, considered the most important 
part in this chain, is still missing. “They are doing it the 
other way around. I think they need a hub,” points 
out Dr. Prathap Reddy, Chairman of the Apollo group. 

According to a consultant who would not be named, 
the absence of a tertiary care hospital has deeply under- 
mined Max’s ability to attract top medical talent. Apollo 
is identified with Reddy and Escorts with Dr. Naresh 
Trehan. They are brands in their own right and, being 
medical luminaries, attract a large number of high-class 
doctors from India and abroad. In contrast, Dr. Narottam 
Puri (a one-time star sports broadcaster on Doordarshan), 
who recently joined Max as its Chief Medical Officer, is 
the third occupant of the post. Says Chawla, who as the CEO 
had pushed for the tertiary care from day one: “A tertiary 
care facility is critical if you want to capture the lifetime 
value of a patient and attract the best doctors.” 

Singh agrees that tertiary care is critical, but points 
out that the company had its hands tied due to the 
stringent norms governing sale of concessional land 
in Delhi. He believes things will change now that Max 





У has tied up with Devki Devi hospital in the bustling lo- 


cality of Saket in Delhi and acquired the adjoining and 
contiguous 2.5 acres—a first instance of the Delhi 
government auctioning land directly to a corporate. 
On this will come up a large hospital. “Six months 
ago, it was difficult to attract talent. Today, everyone un- 
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Noni Chawla/ Head/ Omniconsult Management Advisory 


“A tertiary care facility is 
critical to capture the life- 
time value of a patient and 
to attract the best doctors” 


derstands our commitment,” he says. 

The hospital, which will be designed by Singapore 
Hospital Authority, will soak up half of Rs 420 crore inv- 
estment, but break even faster than the primary and sec- 
ondary care centres. According to Anantharaman, the 
hospital’s bigger services scope will enable it to start mak- 
ing profits from year two, compared to the smaller 
centre’s gestation period of three years. Max expects 
healthcare revenues to touch at least Rs 275 crore in its 
first year of profits in 2005-06, and the following year 
it hopes to wipe out the accumulated losses on Max 
Healthcare’s (it’s a Max India subsidiary) balance sheet. 


Chairman As The CEO 
In donning the CEO’s mantle, Singh has gone against the 
philosophy he stuck to for most of his 30 years in 
business: of letting professionals run his companies. 
Ashwini Windlass, for instance, headed telecom be- 
fore it was sold; Anuroop ‘Tony’ Singh still calls the shots 
in insurance, Chawla was brought in for healthcare, and 
Vivek Jetley—his trusted lieutenant of 15 years who is 
on his way out—looked after most of the other busi- 
nesses. When Singh decided to become the CEO of 
healthcare a year ago, Chawla quit. 

The question that his critics are now asking is this: 
Should Singh be the man leading the healthcare charge, 
given that he also has a full-time role as the Chairman 
of Max India? There are three reasons why, Singh 
says, he donned the CEO’s mantle. 
One, the healthcare concept is nas- 
cent and evolving. That requires a vi- 
sionary, who’s also hands-on. Two, 
the medical community needs to feel 
the seriousness and commitment of 
the group. And three, he doesn’t see 
himself as an investor or part equity 
player in healthcare. “Playing two 
roles is very challenging in the re- 
structuring phase. Once the plans 
are implemented, it will not be so de- 
manding,” he says. 

Something that even Singh’s 
worst critics would never accuse 
him of is putting his heart above 
his head. Beginning the mid-70s, 
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GAINING STRENGTH 


Healthcare revenues have shot up. 
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Singh built 14 businesses from scratch, but didn't 
think twice exiting six of them. For example, after the 
September 11 attacks skewed the pitch for the software 
company Max Ateev, he did not try to put it on a sup- 
port system. He simply pulled the plug. 

Similarly, when bulk drugs turned into commodi- 
ties, he quietly exited the industry. In the future, 
Singh says, he will continue to be as open minded in 
allowing his businesses to find their 
"natural owners". 

But talk about insurance and 
healthcare, passion does stir inside 
him. Suggest that his insurance busi- 
ness is a New York Life show, and he 
is quick to take affront. *I have three 
answers to that: no, no, and no, be- 
cause we bring not just local market 
knowledge but also the ability to 
deal with the external environment." 
And healthcare? *We are going to 
live and breathe healthcare... health- 
care is not another unit of Max, it's 
another life." 

Fortunately for Singh, that life 
just got a lot more interesting. El 


200.65 


2001-02 


1¥d INVNId 


MARCH 30 2003 BUSINESS TODAY 67 


YWUVHS HSJLIY AG SHIVNOOLOHd 


-—-— ~oa 


se Cd 





a 





LARGE SECTION OF INDIA’S YOUTH FACES A JOBLESS 
future. Yet much of the current discourse on 
onomics has ignored this burning issue while 
focussing on topics like globalisation, liberalisation, pri- 
vatisation and so on. Right through the 60s, 70s and 
80s, all economists would debate and discuss how 
job opportunities could be created efficiently and 
whether or not policy planners should blindly adopt 
labour-intensive technologies. 

Even today, politicians of all ideological hues talk 
about the need to create more employment. What 
has been this country's track record? Pretty pathetic, 
to say the least. 

A glance at the section on labour and employ- 
ment in the latest Economic Survey confirms one's 
worst apprehensions. It has been pointed out that 
the “decline in the rate of growth of employment 
in the 1990s was associated with a comparatively 
higher growth rate in GDP, indicating a decline in 
the labour intensity of production". The 55th 
round of the quinquennial survey of the National 
Sample Survey Organisation goes even further, 
stating that the annual rate of growth of employ- 
ment declined from 2.7 per cent between 1983 and 
1993-94 to a mere 1.07 per cent between 1993-94 
and 1999-2000. During these two periods, the 
overall rate of growth of population came down 
from 2 per cent per year to 1.95 per cent. 

The employment elasticity of output declined 
from 0.52 to 0.16 between these two periods. This 
decline cut across virtually all sectors of the econ- 
omy—there was a near-stagnation of employment in 
agriculture in the second half of the 90s—the ex- 
ceptions being transport, financial services and real 
estate. Shorn of jargon, what is apparent is that 
while the rate of growth of population in India has 
come down, the number of new jobs created in the 
economy has declined even faster because of the 
growing use of capital-intensive technologies. 

Data available from 939 employment exchanges 
in the country indicate that at the end of September 
last year, the number of job-seekers (all of whom are 
not necessarily unemployed) stood at 41.6 million, of 
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The End Of Work 


Jobless growth can only spell an all-round rise in social tensions in times to come. 


whom roughly 70 per cent were educated up to at 
least the 10th standard. 

According to statistics compiled by the Directorate 
General of Employment and Training in the Ministry 
of Labour, the total employment level in the public 
sector came down for the fifth year in succession: 
from around 19.56 million at the end of March 
1997 to 19.42 million the following year, a little 
lower the year after that to 19.31 million in the year 
2000 and 19.14 million in 2001. 

The loss of jobs in the public sector over the years 
has hardly been compensated by growth of employ- 
ment opportunities in the private sector. Employment 
in the organised private sector came down from 8.75 
million in 1998 to 8.69 million the following year and 
8.65 million in 2000. Between 2000 and 2001, the 
number of new jobs created by the organised private 
sector rose by a mere 6,000. 

Significantly, these figures pertain only to the 
organised sector that accounts for barely 9 per 
cent of the total employment in the country's econ- 
omy. Those who are optimistic believe that the 
number of self-employed would grow significantly 
in the years ahead as more people shun contractual 
jobs with uncertain short tenures. 

This phenomenon of jobless growth is not confined 
to India. It is, in fact, an international trend of grow- 
ing dimensions. In his book entitled End of Work 
(Penguin, 2000), author Jeremy Rifkin wrote: *While 
earlier industrial technologies replaced the physical 
power of human labour, substituting machines for 
body and brawn, the new computer-based technologies 
promise a replacement of the human mind itself, sub- 
stituting thinking machines for human beings across the 
entire gamut of economic activity." He added that the 
economic fortunes of most working people continue 
to deteriorate amid the embarrassment of technolog- 
ical riches, the benefits of which reach only the elite. 
So don't be surprised if social tensions among the 
youth rise in the time to соте. Il 





The author is Director, School of Convergence at IMI, New Delhi, and a 
journalist. He can be contacted at paranjoy@yahoo.com. 
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Aroon Purie, CEO, India Today Group: 


Asking that vital question 
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India Tomorrow: global giant or pygmy? That was the big poser at this year’s 
India Today Conclave, addressed by some of the world's leading lights. 
The answer? The former, but not just yet. BY DEBOJYOTI CHATTERJEI 


ES, FOR THE RECORD, INDUSTRIALISTS 
at the India Today Conclave did 
break into a jig on news of India's 
cricket victory over Pakistan, on 
March 1st. But the August gath- 
ering's collective mind, as focused by India 
l'oday Group CEO Aroon Purie in his opening 
remarks, was on India's prospects as a global 
giant. The star of the event: William Jefferson 
Clinton, USA's 42nd president, and thought- 
provoker-in-chief. Addressing the Conclave, 
moments after the victory, live via satellite role in the emerging world economic 
from New York, Clinton was as eloquent as ever. With Key issues, from democracy to judicial reform 
appropriate charm, he hailed India's great culture, ‘soft power —sparked lively discussions. Rarely has 
learning and economic prospects, but also reminded us тапу great minds exchanged thoughts so (тее! 


that India's destiny as a great nation will « 
tinue to elude it so long as the madness of 
continental conflict continues. 

If that was the high point, the ton 
been set by the Sri Lankan premier Ranil Wic 
remesinghe, who kicked off with the ne 
collective growth strategies for South 
Indian president A.P.J. Abdul Kalam spol 
peace, and of spiritual transformation. 1 
stature as a giant-to-be was almost impli 


speaker after speaker waxed bullish on In 
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DEMOCRACY 
A DRAG? 


Pramod Mahajan 


General Secretary, BJP 





cero indian BEHAVING‏ ا 
as persons elected by the majority but‏ 
working for all,” said Pramod Mahajan,‏ 
for whom the choice is not between‏ 
democracy and an alternate form of‏ 
government, but between “effective‏ 
governance” and the lack of it. The‏ 
ex-minister laid down the ‘five Ps’ of‏ 
Indian democracy—politician, party,‏ 
parliament, people and “permanent‏ 
government” (the bureaucracy). “They‏ 
function as a parallel government and‏ 
often the best of intentions of ministers‏ 
get derailed,” he complained.‏ 





Kenneth Courtis 


Vice Chairman, Goldman Sachs, Asia 





pU te RISE 
of the Americas,” said Kenneth 
Courtis, “then this millennium may 
well be the story of the rise of China 
and India.” On reforms, Courtis 
wanted India to take lessons from 
China. But what about democracy? 
A vital wheel of progress, and cer- 
tainly no impediment to growth. The 
world's largest democracy, he reaf- 
firmed, has all the makings of being a 
global economic power. 





Ranil Wickremesinghe 


Prime Minister, Sri Lanka 


ET'S EXPLOIT SYNERGIES IN A SOUTH 

Indian-Sri Lankan sub-regional 
economic zone,” said Ranil Wickreme- 
singhe, the man whose statesmanship 
is still being talked about, thanks to his 
dramatic peace offer to the Tamil 
Tigers. The core of his argument was 
economic, urging greater trade with 
India, backed by the offer of “cost- 
effective access to world markets 
through the ports of Colombo and 
Trincomalee”. His suggestion: regional 
and sub-regional trade blocs. “The only way to prosperity in the region is 
through cooperation and creating effective economic relations,” he made 
plain. No matter what frictions dog bilateral relationships in the region, he 
pleaded, trade and commerce must never suffer—for that’s lose-lose. 

The Sri Lankan РМ” speech, the first, after India Today Group СЕО Aroon 
Purie threw the forum open, was peppered with anecdotes from history 
and laced with humour (“I am more worried about the Lanka-Windies 
match” came the reply, when asked about the outcome of the India-Pakistan 
match). The Q&a session was dominated by trade-speak. “Anything India 
does has a direct impact on Sri Lanka. India’s growth is our growth also,” 
said the PM. Industrialist Adi Godrej's suggestion? Perhaps the mori- 
bund India-Pakistan trade can be revived by routing it through Sri Lanka! 








A.PJ. Abdul Kalam 


President Of India 


W! HAVE EVOLVED GREAT 
qualities of leadership to 
manage a nation of a billion peo- 
ple,” said India’s President, “Now 
we should not allow any religion or 
individual fanaticism to endanger 
our nation. Because the nation is 
important, compared to any indi- 
vidual, or party or religion.” 

Not that India’s first, well, rocket 
scientist president didn’t have any 
new thoughts to offer, as he went 
about his power point presentation—meticulously prepared with inputs 
from speeches by Clinton and Toffler earlier—at the Conclave's concluding 
session. To Kalam, statehood isn’t some sterile concept, devoid of any higher- 
order meaning or unifying soul. Without agonising over cosmological in- 
sights and the like, spiritualism can and must be a part of it. “Economic 
strength alone has no meaning. Economic prosperity and military strength 
alone do not bring peace to any nation, as we see from the dynamics of the 
world. In such a situation, it’s also very important to transform our reli- 
gious forces into spiritual forces,” he said, passionately urging the coun- 
try to unleash its huge creative reserves. And to dream, dream big. 








Bill Clinton 


Former President, USA 


№: QUESTION, BILL CLINTON WAS 
the toast of the Conclave del- 
egates—even if US security held 
him back in New York. Thank 
goodness for satellite—a technol- 
ogy that had beamed in India's glo- 
rious cricket victory against Pakistan 
just moments before the most out- 
spoken Indophile ever to occupy 
the White House spoke. Clinton 
got the Conclave to sober up in no 
time, though—by dropping the K- 
word. Kashmir remained a flashpoint, he said, worrying that "Politicians 
on both sides of the line may have more to gain in the short run by keep- 
ing problems going on than making them go away". His suggestion: use the 
peace process in Northern Ireland as a model. Only then could global gi- 
anthood become reality. 

Clinton was frank about nuclear weapons, the AIDS bomb and sectar- 
ian violence stunting India, as he saw it. *Nuclear weapons cannot be the 
definition of national greatness,” he said. And “AIDS is one of the things that 
can totally derail India's march to prosperity." On sectarian violence, the 
big man from Little Rock expressed grave sadness over Gujarat 2002. “To 
identify and categorise people on the basis of faith will keep India from 
becoming the right kind of giant in the 21st century," he warned. 








Alvin Toffler 


Futurist 


W! ARE LIVING IN TURBULENT, 
rapidly changing times,” said 
Alvin Toffler, whose Future Shock 
has held generations of Indians 
spellbound (and looking forward 
to the information Third Wave). 
At the Conclave, he was no less 
mesmerising. “It’s a fantastic time 
to be alive,” he judged, looking 
into his crystal ball for India’s fu- 
ture stature. 

And? For India, it’s time to 
choose whether it wants to leap to the ranks of Third Wave nations that 
are determining the e-future. Being a digital adapter is no good, India 
must lead the change. “The battle between the US and other societies 
is an example of how the First and Second Wave nations are trying to 
catch up with the Third Wave one,” he continued, offering all manner 
of mindboggling figures (example: there are 50 million digital switches 
for every human being). “The world is now witnessing a trisection of 
power—the poor First Wave nations, the mass manufacturing Second 
Wave ones and the knowledge economies of the Third Wave,” he said. 
And India? Divided into all three together. 
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JUDICIARY A HURI 
OR CRADLE? 


Arun J Jaith ey 
Union Minister Of Law, India 





S THE INDIAN JUDICIARY A HURDLE OR A 

cradle for development? If judicial 
reforms proceed, all will be well, said 
Arun Jaitley, who wanted the courts to 
restrict their role to interpreting the law 
(and not succumb to their increasing 
tendency to lay down policy). "The 
incidence of courts' taking over the 
role of the legislature is clearly not a 
good sign," he said, expressing added 
concern about the low conviction rate 
in the criminal justice system 


P Chidambaram 


Former Finance Minister, India 





URDLE? NOT AT ALL. PRACTISING 

lawyer and India's former finance 
minister, P. Chidambaram, highlighted 
the judicial system's role in safeguarding 
Indian citizens' human and consti 
tutional rights, but worried about 
biases creeping in. "While it is right 
of the courts to back the liberalisation 
process," he said, "they should be far 
more careful in their scrutiny." His 
other worry: rising scot-free crime 
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HAS THE INDIAN ECONOMY 
MISSED THE BUS? 


Arun Shourie 


Union Disinvestment Minister, India 





AS THE ECONOMY MISSED THE BUS? 

No, said Arun Shourie, the ref- 
orms are very much in progress. "Don't 
allow people to create a fear psychosis 
on reforms," he advised, "don't allow 
vested interests to resume the debate on 
the type of government India should 
have, and don't wait for consensus." In 
a typically hard-hitting speech, he 
pointed out that India was over-stocked 
with ideas for accelerating the Indian 
economy. "The trouble is, they have not 
been implemented." 


TN. Srinivasan 


Professor, Yale University 





NDIA HAS BEEN ON THE REFORM PATH 

for the last 12 years, and yet has 
not been able to keep pace with not just 
China, but many other ASEAN and Latin 
American nations,” rued T.N. Srini- 
vasan, another noted champion of ref- 
orms. For him, the tragedy was the 
inherent contradictions in the Indian sys- 
tem, compounded by economic mis- 
management (on the fiscal front, for 
example). His demand: a proactive 
approach to reforms. 
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CAN INDIAN STATES 
WORK TOGETHER? 


S.M. Krishna 
Chief Minister, Karnataka 


AN THEY? WHY, THEY MUST, SAID S.M. KRISHNA. 

“It is essential to share not just experiences but also 
resources for mutual benefit.” It’s an urgent mat- 
ter—of fighting poverty afflicting all of India. 


Narendra Modi 
Chief Minister, Gujarat 


$ s GUJARAT CM MADE A CASE FOR COOPERATION ON 
national projects. *Good governance is all about 
expanding the substantive freedoms that people enjoy 
as a result of just, humane and sustainable development." 








CAN INDIAN ENTERTAINMENT BE 
BEAGLOBAL PHENOMENON? 
Shekhar Kapur 


Film Director 


ON'T LOOK AT HOLLYWOOD," SAID SHEKHAR KAPUR. 

Why? Last year, Spiderman made $150 million 
(Rs 720 crore) in its first week. Ten years from now, 
it will make $1 billion (4,800 crore), and $700 million 
(Rs 3,360 crore) of that will come from Asia. 
Bollywood must wake up to global market forces. 








COST OF ENMITY BETWEEN 
INDIA AND PAKISTAN 


Omar Abdullah, 


President, National Conference 


HEN A SECOND STANDARD STUDENT STARTS CALLING 

Pakistan ‘the enemy’, the signs are ominous,” 
said Omar Abdullah. Despairing, but still resolutely 
hopeful. “Time has come for leaders to behave as lead- 
ers,” he implored, “not servants of public opinion— 
but makers of public opinion”. 


Imran Khan 
Politician, Tehrik-e-Insaaf 


f] н IS NO OPTION BEFORE THE TWO NUCLEAR 
powers but to come to some form of understan- 
ding and arrangement,” said Imran Khan. “Otherwise, 
it may well lead to disastrous consequences.” Leaders 
must start talking, added the man for whom “justness” 
of society is a measure of greatness. El 
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“Life is run in real time. That corporations are not is a technical aberration” 
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Real Time Economy 
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JASWANT SINGH/ UNION MINISTER FOR FINANCE 


“беге The 


WO DAYS AFTER PRESENTING HIS 

Budget, Finance Minister MIS 

Jaswant Singh looked rela- being the 
xed and, gauging by the generally 4 
positive reaction to his budget, reli- 
eved. His Budget speech, which took 
a long 135 minutes to deliver (al- 
though Singh himself wanted to 
speak for just 40 minutes) took six 
drafts before it was finalised—a dep- 
arture from his old job as foreign 
minister, where he preferred speaking 
extempore. Singh, who expects, trade 
and industry to “stand up and seize 
the opportunity”, is also busying 
himself with answering every indi- 
vidual e-mail that his ministry gets 
about the Budget. “I am assuring a 
reply within 24 hours,” he told BT’s 
Sanjoy Narayan and Ashish Gupta 
in an exclusive interview. Excerpts: 





You must be particularly pleased 
with the way industry and the mid- 
dle-class have responded to your 
maiden Budget, especially industry, 
which gave it such high marks. 
Please, please.... The challenge is in 
the implementation of the Budget 
proposals and not simply in its pro- 
nouncements. It's in the imp- 
lementation that the victory lies. 


Your budget has been variously des- 
cribed as a “middle-class”, “please 
all"or even as “populist”. How would 
you describe your Budget? 

Quite true. But really, І have atte- 
mpted to unleash the creative ener- 
gies in India—to re-awaken the im- 
mense reservoir of ability and 
power of its citizens. Why are we 


TOGRAPHS BY RITESH SHARMA 
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afflicted with this continuous 
essence of being second best? Why 
do we continue to question out 
own ability and why do we start a 
venture with the thought of failure 
іп mind. Think of success and 1 
assure you that success will rush 
up to the feet of India. 


If we look at reaction of the stockmar- 
ket in the post-Budget scenario, it has 
been quite tepid. How important is the 
market sentiment for you? 

As a source of capital, the markets 
are very important. | am committed 
to promoting capital markets—both 
secondary and primary—and lots 
of measures have already been taken 
to improve the condition. But it is 
also true that markets have suffered 
in the past. But markets in India, 
like we are global in our reach to 

day, are under the global influence. 
Yet I would rather that the market 
reflected on all the measures taken 
and reacted not mercurially but in a 
steady and a consistent fashion 


Despite focusing on agriculture, the 
Budget has not talked about any 
specific package for the drought-af- 
fected states, impacted by the worst 
drought since 1987. 

You are being most unkind to me. 
І can be charged with parochial- 
ism in my concern for the 
drought-affected but not neglect. 
In fact, I will give you just two ex 
amples. We have spoken about 
both water management and drip 
irrigation. Though the allocation 
of funds is small, I have set in 
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place a taskforce for the desert districts. Now, I 
may say that it is only for the desert districts but its 
beneficial effects will be felt elsewhere too. Plus, we 
are emphasising on management of water resources. 
So it is very much there. But then there is another 
angle to it. I can only do so much. Agriculture is es- 
sentially a state subject. The Central government can 
act as a catalyst, as a policy-giver, 
as a hand-in-support, but it can’t 
go down and start doing things. 


Why did you decide to merge what is 
traditionally Part A and Part B of the fin- 
ance minister's speech? 

The speech of the finance minister 
on the occasion of the Budget is a 
very broad pronouncement of the 
management of country’s fiscal and 
external policies. It does not, how- 
ever, mean that it is the final word. 
But I found that on every policy 
statement being made, for example, 
on textiles, the policy announ- 
cements were in one place, and 
the details were in some other part. 


avi B Eg 1° E 
cime eene. | NAVE tried 
place, There sno hw wi sy TO UNleash 
the creative 
eos energios in 
India—to 
way of managing the Budget of reawaken the 
immense 
reservoir of 
work. So various ministries will b | | | » 
be asked for their fund require- d | Ity 


that this should be in Part A an 
that should be in Part B. 


cated to each ministry... 
The cash management proposal, I 
believe, is a little more modern 


the country. I wanted the budget- 
ary management to move away 
from simply allocation of money 
to having a method whereby we 
translate that into actual physical 


ments for a certain period. If the 
funds are utilised before the spe- 
cific time-period no new fund will be made available. 
Similarly, no additional fund will be made avail- 
able for non-utilisation of funds. 


Your Budget has focused on some of the sunrise sectors like 


information technology, pharmaceuticals and biotechnology 
in terms of tax and other incentives. What are your 
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expectations of growth and employment generation from 
these sectors and do you think that these sectors will 
spearhead growth in the economy? 

I don’t want to specify or single out any particular sec- 
tor. However, I think it is the totality, the cumulative 
consequence of all the sectors that will generate the dy- 
namism in the economic growth. These are the knowl- 
edge-based, infrastructure and 
labour-intensive industries, health 
and social sectors. It is really a 
spread—textiles and machine tool is 
in. It is not an abstract design but a 
well thought out strategy. 


What about incentives for the manu- 
facturing sector? 

On manufacturing, please reflect 
on the various proposals. The redu- 
ction and rationalisation of excise 
duty, bringing it down to 24 per 
cent, 16 per cent and 8 per cent 
and bringing down the peak cus- 
toms duty rate. Manufacturing is 
picking up, and I will continue to 
promote it. We simply cannot be a 
service-based economy. 


One of the thrust areas of the Budget 
has been fiscal consolidation. But what 
has the Budget done in terms of cutting 
government's own expenditure or even 
restructuring subsidies? 

On the fiscal consolidation front, we 
have taken some steps. There is Rs 
6,000 crore less expenditure this 
year. We have taken three steps to 
reduce the government's debt— 
Rs 1,20,000 crore of debt will be 
recycled and lowered. Where will 
the benefit go? It will help in fiscal 
consolidation. It is a matter of great 
disappointment to me that the enor- 
mously beneficial consequences of 
the debt restructuring have neither 
been recognised nor being com- 
mented upon. On subsidy, we have 
a budget of Rs 50,000 crore— 
Rs 28,000 crore on food, Rs 12,000 crore-plus on 
fertiliser and Rs 9,000-odd crore on petroleum. Now 
you tell me where I can address it? Petroleum prices are 
really dependent on the Gulf situation. Food subsidy, 
I must sustain because it is drought-related. 


How can we kick-start investment and capital formation 
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because as we can see, very little of that is happening? 
That’s true. It’s a factor of instilling confidence because 
after that it becomes contagious. Instilling confidence 
and demonstrating success is the mantra. Then success 
becomes contagious. So the key is instilling confi- 
dence and multiplying success. 


Do you expect demand to trigger capital formation? 

Yes, I do want trade, industry and commerce to 
stand up, seize the opportunity and move ahead. The 
finance minister is a facilitator. There is much more 
confidence than before. Is it not? 


You have said that India’s fiscal deficit is no longer on the as- 
cendant. Do you think you were conservative in predicting a 
5.6 per cent fiscal deficit and would you care to elaborate? 
Yes, because I do think production and growth will be 
much faster. I have been very conservative both in 
my revenue estimate, 
which I have brought 
down from 18 to 13 
per cent, as also in my 
growth prospects. 


“In future, 
changes in 
tax rates 
are going 
to be 


How do you ensure con- 
tinuity in tax policies in 
successive Budgets? 

Again, I am not 
autonomous in this 
respect; I am a ser- 
vant of Parliament, 
a product of a sys- 
tem. I cannot make a 
law. However, we 
have had a fairly sta- 
ble tax system for 
long—from 1998 


marginal, 
etss NOL radical” 


rates like a yo-yo because it affects the investor, the 
citizen. But how do you ensure continuity? It’s 
best when the changes are marginal. The country has 
to find the optimal benefit rate—the rate of optimal 
balance between the revenue-collectors and the 
revenue-payers. I think we are coming close to 
that optimal point. So in future, the changes are go- 
ing to be marginal, not radical. 


The Kelkar Committee on Direct and Indirect Taxes has re- 
peatedly stated that unless its recommendations are accepted 
in toto, the benefits will be lost. 

I can assure you that the benefits will not be lost. 1 
have taken on board almost all the administrative 
reforms on direct and indirect taxes. And in indirect 
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taxes, most of the tax reforms too. 


Last year Yashwant Sinha had touched on a number of 
subjects related to the second generation of reforms. 
But you seem to have completely ignored these issues. Do 
you think that they are outside the purview of the juris- 
diction of the Finance Minister? 

My time is finite. My first speech was only for 40 
minutes but my officers said that you must add 
something more and it became much longer. Despite 
that now you are saying that you did not say this or 
that. I am not saying that it is outside the purview of 
the Finance Ministry. But that in one speech, I can- 
not cover everything. Labour reforms are still con- 
tinuing and the issues are being addressed. 
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defined the right outcomes. You have your peo- 

ple and they have their goals. What should you do 
now? What should you do to speed each person's 
progress toward performance? 

Great managers would offer you this advice: 
Focus on each person's strengths and manage 
around his or her weaknesses. Don't try to fix the 
weaknesses. Don't try to perfect each person. 
Instead, do everything you can to help each person 
cultivate his or her talents. Help each person become 
more and more of who he or she already is. 

This radical approach is fueled by one, simple 
insight: Each person is different. Each person has a 
unique set of talents, a unique pattern of behaviours, 
of passions, of yearnings. Each person's pattern of tal- 
ents is enduring, resistant to change. Each person, 
therefore, has a unique destiny. 

Sadly, this insight is lost on many managers. They 
are ill at ease with individual differences, preferring the 
blanket security of generalisations. When working 
with their people, they are guided by the sweep of their 
opinion—for example, *Most salespeople are ego- 
driven" or “Most accountants are shy”. 

In contrast, great managers are impatient with 
the clumsiness of these generalisations. They know that 
generalisations obscure the truth: that all salespeople 
are different, that all accountants are different, that each 
individual, no matter what his chosen profession, is 
unique. Yes, the best salespeople share some of the 
same talents. But even among the elite, the Michael 
Jordans of salespeople, their differences will outweigh 
their similarities. Each one will have his distinct sources 
of motivation and a style of persuasion all his own. 

This rampant individuality fascinates great man- 
agers. They are drawn to the subtle but significant dif- 
ferences between people, even those engaged in the 
same line of work. They know that a person's identity, 
his uniqueness, lies not just in what he does—his pro- 
fession—but in how he does it—his style. Peter L., the 
founder of a capital equipment rental company, des- 
cribes two unit managers, one who is a terrific sales- 
person, networking the neighborhood, joining local 
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Nurturing Individuality 


Don't try to perfect people. Instead, help them build on their unique talents. 


business or community groups, literally wooing cus- 
tomers into the fold. The other is an extraordinary 
asset manager, who squeezes life out of every piece of 
machinery by running the most efficient workshop in 
the company. Both of them excel at their role. 

Guy H., a school superintendent, manages two exe- 
mplary school principals. The first principal is, what he 
calls, a “reflective practitioner”. He consumes lib- 
raries of journals, stays current with educational the- 
ory and teaches others what he has learned. The sec- 
ond operates exclusively out of a sense of mission 
and a natural instinct for teaching. There is no edu- 
cational jargon in her school; just boundless energy and 
a passion for learning, however it happens. 

One of the signs of great managers is that, like Peter: 
and Guy, they can describe, in detail, the unique talents 
of each of their people—what drives each one, how 
each one thinks, how each builds relationships. In a 
sense, these managers are akin to great novelists. Each 
of the ‘characters’ they manage is vivid and distinct. 
Each has his own features and foibles. And their goal, 
with every employee, is to help each individual ‘char- 
acter’ play out his or her unique role to the fullest. 

For great managers, the most interesting and the 
most powerful differences are between people, not 
peoples. This is a grand perspective, with far-reaching 
implications, but, to hear great managers describe 
it, it is just common sense. Here’s Mandy M., a man- 
ager of a twenty-five person design department: “I 
want to find what is special and unique about each 
person. If I can find it, and if I can help them see it, 
then they will keep digging for more.” 

For Mandy and other great managers, finding the 
strengths of each person and then focusing on these 
strengths is a conscious act. It is the most efficient way 
to help people achieve their goals. It is the best way to 
encourage people to take responsibility for who they 
really are. And it is the only way to show respect for 
each person. Focusing on strengths is the story line that 
explains all of their efforts as managers. ll 


Copyright © 2002, The Gallup Organization. This article was written by 
Marcus Buckingham in association with Curt Coffman. 
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Growing grapes is good business. Making wine 
is even better. Farmers and newbie vintners are 
turning Nashik into India's wine country. sy s рат 





NIP! SNIP! FAKIRA GUMBARE'S METALLIC SHEARS trellises and no time is to be lost. Over the next four 
move from branch to branch with practised hours, the 18-year old and his 15 co-workers shall har- 
alacrity. Hands stained red with juices and ooz- vest 15-20 crates each and load them onto the waiting 
ing tannins, the 18-year old lobs the bur- cherry red tractor, en route to the nearby winery. 
gundy bunch into an already overflowing No, this isn't Napa Valley, California, though you 
acrylic crate. The morning sun is just making its pre- might be forgiven for thinking so. Around 180 kilo- 
sence felt over the neat rows of vitis vinifera draped ^ metres north-east from Mumbai, the region in and 






INDIA'S NAPA VALLEY 


Within Nashik District the primary 
regions where wineries are coming up 
are Dindori, Niphad, Ozhar, Vinchur, 

Pimpalgaon Baswant, Satana, Sinnar. 
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India’s own Napa Valley: Vintners are stampeding to set up wineries in Nashik district 


around Nashik district is fast becoming India’s wine cap- 
ital. Already home to one of the largest table grape 
growing regions in the country—4,23,000 metric ton- 
nes per annum—there’s now a rush to set up wineries. 
Even after a hard day spent on working out the logis- 
tics of this year’s Kumbh Mela , which begins in 
Nashik in July and when bands of temperamental 


VINTNERS-IN-WAITING 


LOCATION 





NAME 

Flamingo Wines Vinchur Wine Park 
Sankalp Wines Vinchur Wine Park 
VM Agro Soft Wines — Pimpalgaon Baswant 
N.D. Wines Khergaon, Dindori 


Sula Vineyards Govardhan 


sadhus descend in the region, mention wineries and 
Mahesh Zagade's eyes light up. *In just two years, 40 let 
ters of intent have been issued allowing wineries to be 
set up," says the cherubic Collector of Nashik district. 

What makes vintners and farmers equally excited is 
not difficult to fathom. Nashik is perfect because along 


with a tradition of grape growing that stretches back at 


CAPACITY OWN VINEYARD BRAND 
50,000 litres 20 acres Undecided 
1,20,000 litres 70 acres Vinsura 
50,000 litres 20 acres Sailo 
1,00,000 litres 75 acres Undecided 
2,00,000 litres 120 acres Sula 
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least three generations, it has what can cost anything upwards of Rs 

French wine makers refer to as ter- | 1.8 crore. But for those who can 

roir—a group of lands from a cer- afford it, given the long-term re- 

tain region, belonging to a specific SES TÎ turns, the temptation of coupling 

vineyard, and sharing the same type of { government has given SOPS? their vineyard with a winery is 

soil and weather conditions, which reduced excise duties on new; one that few can resist. 

contribute to give its specific personality XWiflerles, and promoted 2 

to the wine. Wines typically prosper in \ parks to ensure that the 
boom doesn't = 

fizzle out 













Clad in a starched white shirt, 

his weather-marked face a picture of 
concentration, Ashok Gaikwad stands 
supervising five-kg cardboard boxes 
of table grapes bound for high street 
chains like Marks & Spencer and Sainsbury’s. 
A second-generation grape grower, Gaikwad 
and his three partners began N.D. Grapes 10 
years ago. With a turnover of around Rs 5 crore, 
half of which comes from exports, it might not be 
out of place for the 50-year old Gaikwad to now 
sit back and enjoy the fruits of his hard work. Yet, 
just two weeks back, N.D. Wines’ new winery, fed 
by a sprawling 75-acre captive vineyard, started its 
first crushing season. Located at Dindori; around 
40 kilometres from Nashik city, it expects to 
churn out 1,30,000 bottles of assorted reds and 

whites by the end October. 

If it is the higher returns that lured 
Gaikwad and partners into wine, for 
many smaller farmers it is a question of 
400 means high double-digit mar- bare subsistence. Just a stone’s throw 
gins. Sure, there is the minimum initial from Sula Wines’ modern winery is 
investment of around Rs 80,000 per acre, Nandu Narayan Benkole’s modest three- 
apart from the land and machinery, which often has acre farm. Under the mid-day sun, the 47-year-old 
to be imported, and setting up a one-lakh-litre winery bearded farmer squints at his unexpected visitors. 


DILIP BORAWAKE, PARTNER, WINETECH ENGINEERS 
“The stainless steel fermentation vats are crafted from low carbon 
sheets to ensure that they don’t react with the acidic wine” 


Mediterranean climate—hot days and * 
cold nights and plenty of sunshine. Nashik 
has all this, plus a light soil that does not retain 
water. Says Rajeev Samant, 35, a Stanford trai- 
ned engineer who set up his own label Sula Vineyards 
seven years back on his father's 30-acre agricultural 
land: *The wine virtually makes itself, for many va- 
rieties it is not even necessary to add acid or sugar." 





















More Than Geography 
And if the near-perfect weather and soil doesn't get 
you, the returns will. One kilogram of wine grapes 
retail for over Rs 30, while table grape farmers are 
lucky to get Rs 15 per kg, given the current glut in 
the market. That's just the grapes. Now for the 
wines. A bottle of wine requires only 1.2-1.3 
kilograms of grapes. Even after fac- 
toring in manufacturing and mar- 
keting costs, a retail price of over Rs 
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RAS VEUEN ERN Doe d 


Then there’s a flash of sparkling white teeth 
and a welcoming smile. Till about 14 months 
back, Benkole and his family used to barely get 
by growing tomatoes. Fed up with price fluc- 
tuations and a saturated market, he decided to 
take a loan and invest in wine grapes. This 
year—his first harvest—he expects to recover 
his seed capital of around Rs 3 lakh. 

The wine rush is spinning off a host of 
ancillary industries and propping up real 
estate prices. A former fabricator, Dilip 
Borawake of Winetech Engineers, has already 
supplied five wineries his glistening stainless 
steel fermentation vats. “They’re crafted 
from 316 EL carbon sheets with very low car- 
bon content,” he takes care to specify, “to en- 
sure that it doesn’t react with the acidic 
wine.” Capacities for these huge vats—many 
of which tower 20 feet high—range from a 
few thousand litres to 15,000 litres. Winetech 
has already received enquiries from nearby 
grape growing regions of Sangli and Sholapur 
and expects to end the year with a topline of 
over Rs 60 lakh. Suresh Didmishe, Partner, 
Apex Engineering Services, is worried about 


RAJEEV SAMANT, CEO, SULA VINEYARDS 





“The wine virtually makes itself, for many varieties it is not 
even necessary to add acid or sugar” 


competition. Around three years back, Didmishe’s 
company—cashing in on his 20-year experience in 
central air-conditioning systems—developed from 
scratch a 10-tonne refrigeration system for a local 
winery. They were pioneers then and even last year 
managed to nab another contract. But the going won't 
be so easy any more. “Margins are still very high, 
specially for turnkey projects and, of late, other com- 
panies have set up shop,” he says. Real estate prices are 
also shooting through the roof. Back in 1997, an 
acre of land close to Nashik went for Rs 60,000. 
Today, it’s around Rs 5 lakh per acre for non-irrigated 
land and can even touch Rs 10 lakh for irrigated. 
The government is also doing its bit to ensure that 
this initial boom doesn’t fizzle out. There are sops in the 
form of duty-free import of machinery, concessional 
credit and subsidies for fresh investments. Excise duty 
on new wineries has been reduced from 100 per cent 
to 25 per cent. Then there are Wine Parks—like tech- 
nology parks—being promoted by the state government. 
One such is 40 km outside Nashik at Vinchur. Being 
developed over an area of 18 hectares, a total of 71 plots 


are planned to provide comprehensive crushing and 
brewing facilities to smaller farmers who might find it 
expensive to invest in wineries of their own. 

But growing grapes and making wine is just the 
first part. The big task is to build brands. Anonymity 
equals death in the wine business and the new vint- 
ners—Nashik is teeming with such newbies—know 
that. Marketing wines abroad requires years of 
heritage and painstakingly-cultivated relationships 
with distributors and marketers. In Nashik, the 
homegrown vintners are nowhere near that. District 
Collector Zagade is lending a hand, roping in 
advertising professionals to build a Nashik Valley 
brand, an “umbrella brand" for the region, like 
Champagne or a Bordeaux. 

Already, the wine fever has spilled out of the 
15,000 square kilometres of Nashik district into neigh- 
bouring Sangli, Latur and Sholapur, with farmers and 
entrepreneurs like Sula's Samant trying their hand at 
becoming vintners. Says Gaikwad, a die-hard son of the 
soil: “Even if half of the projects take off, the face of this 
region will change." Napa Valley, here we come! 
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Mass media invades mass marketing in a way 
that would have made a certain Herbert 
Marshall McCluhan proud. BY SHAILESH DOBHAL 


ET'S FACE IT: K-SOAPS—SOAP OPERAS WITH 
names that begin with the letter K, and 
there are around 20 across the three 
mainstream channels—are an extension of 
our inner selves. And inner selves, just 
ask any marketer, influence purchase behaviour. 
Not in the cold statistical manner of women who 
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watch Kyunki Saas Bhi Kabhi Bahu Thi (KSBKBT, or 
Because Every Mother-in-law was once a Daughter- 
in-law) flocking to buy a certain brand of shampoo 
but more in terms of context and association. Think 
Procter & Gamble's spoof of serial CID for a Tide 
detergent spot. Think Hindustan Lever Limited's 
slice-of-life ad for Breeze soap—only it is actually a 





slice-of-soap one featuring protagonist Parvati and 
antagonist Pallavi from soap opera Kahaani Ghar 
Ghar Ki (KGGK, an idiom that means, roughly, It is the 
same story everywhere) playing themselves in the ad. 

Clutter-busting was never as easy. The better K- 
soaps boast viewership ratings of anything between 
4 per cent and 10 per cent. Ads, even those that ap- 
pear along with these soaps, are probably seen by far 
fewer people. Solution? Make the ad an extension 
of the soap. Viewers can watch Parvati and Pallavi 
go at it four-episodes-a-week 
and then follow it up by 
catching them at it again in 
HLL’s 30-second commercial. 
Yes, they'll get tired of it soon 
but HLL will, if it is smart— 
and it is a company over- 
flowing with smarts—launch 
another spot featuring the two 
Ps. Maybe, it'll do a series 
too. So too with Tide, admits 
Rahul Malhotra, Country 
Marketing Manager, P&G 
India. *Tide's CID spot was 
just that—an execution of a strategy to break 
through the clutter." It worked for P&G and it did 
for Nerolac, which featured the KSBKBT/KGGK char- 
acters in a commercial. 

Warhol's Campbell soup these ain't, but they 
are part reflection of marketing going pop—or pop- 
ular, for the uninitiated. Marketers have realised 
that it is alright, even profitable, to use themes, 
characters, language, or just about anything else 
from cinema, television, even street-life in adver- 
tising. “It is no longer about high-culture or low 
culture," explains Srinivasan Raman, the Head of 
Quest, AC Nielsen ORG-MARG's qualitative research di- 
vision. “If it is popular it is in." Raman sounds mat- 
ter-of-fact in his reading of the change in Indian 
marketing, but the whole-hearted acceptance of 
popular culture is nothing short of a revolution. 
Marketers, having tried everything—the scientific 
approach, the problem-solution format, 


MIX MATCH: 





Nerolac: Fine, the ad mixed up its Ks, 
but the presence of Kyunki's Tulsi 

and Kahaani's Parvati has been pure 
magic for the brand 





Tide: This CID spoof is part of a 
larger campaign that has P&G's 
Tide *whiteness stripe' disrupt 
cliched TV/soap-opera situations 


comparisons, aspirational ad- 
vertising—are going popular 
with a vengeance. 

Popular culture has always 
influenced marketing, espe- 
cially the advertising end of 
it. The 70s super-duper hit 
Sholay still spawns umpteen 
advertising creatives, a good 
25 years after its release. Only, 
it is happening with greater 
frequency now. Blame that on 
media becoming a very real 
part of a consumer’s life. Starting with Kaun Banega 
Crorepati? (Who wants to be a millionaire?), televi- 
sion serials seem to have made the shift from cap- 
suled-entertainment to expressions, even shapers of 
popular culture. “Advertising relates to the life the 
consumer is leading,” says R. Balakrishnan (aka 
Balki), the National Creative Director of Lowe, the 
agency behind the Breeze ad (he claims the ad has 
been good for sales). “Cinema and television are 
no longer (fantasy), but part of the consumer's life.” 

The timing is all—the India of the early 21st 
century is ripe for a media-led cultural revolution. 
Thanks to smart merchandising and marketing, and 
complemented by an audience that has reached 
critical mass (some 45 million households for satel- 
lite channels) soap operas, if they succeed, are big- 
ger hits than they have ever been in Indian television 
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Some international brands have gone beyond 
assimilating pop culture—they seek to create it. 





EET MICHAEL POWER, AN ACTION HERO IN THE 

same mould as James Bond and Xander 
Cage. Only, he doesn’t use guns or violence. And 
he is actually an advertising vehicle. Created by 
Saatchi and Saatchi as the visible face of Guinness 
stout, Power is a big hit in Africa, where some 
cash-strapped stations actually use the lengthy ads 
as programming. Now Guinness owner Diageo 
is making a full-length feature film starring Power. 
It has the integrity of a film, yes, but is actually one 
long saga of advertising. Reebok hasn't gone that 
far, but the shoemaker has moved away from 
direct communication (which doesn’t work with ad- 










sceptic consumers) and is instead focussing on 
colourful endorsers such as Jadakiss, Missy Elliot, 
Scar Face, and Shakira. Very very pop. 


history. India’s first blockbuster soap, Hum Log 
(We the People) had a combined audience of 7.8 bil- 
lion for 156 episodes; the corresponding figure for 
the 560 episodes of кѕвквт that have thus far been 


GETTING IT RIGHT: 


Coca-Cola: Coke regained its fizz in 
India with a campaign starring stereotypes 
of very real people, although it did need 
the star-allure of Aamir Khan to pull it off 
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aired is a whopping 17 billion. Household incomes 
have increased in recent years too making the typi- 
cal soap-viewing family a unit that, apart from being 
receptive to soap-influenced marketing, has the 
money-power to be considered a relevant market 
segment. And marketers have woken up to the 
truth that their largest market segment isn’t the 
sliver of English-speaking, Sex & The City watching 
urban elite, but the mass of vernacular-speaking 
urban, sub-urban, and rural consumers. If that 
makes Ekta Kapoor—she’s Creative Director of 
Balaji Telefilms, the company behind all K-soaps— 
marketing’s high priestess of the moment, so be it. 


Reality Bytes Are The Norm Now 

If a venerable 107-year-old brand from Atlanta, 
Georgia can adopt vernacular street-lingo—think 
of the entertaining Aamir Khan campaign for Coca- 
Cola or Thanda (street-Hindi for soft drink), as he 
calls it—then marketing’s pop avatar has well and 
truly arrived. “People are sick of manufactured ad- 
vertising and want brands to tell it as it is,” says 
Shripad Nadkarni, Vice President (Marketing), Coca- 
Cola India. “We are riding that wave quite well.” If 
you need any more proof that marketers are moving 
to tap street-speak, tune into any popular radio or tel- 
evision channel. From Dandi Namak's Tau Do 
Rupeay Ki Chai Kam Pi Lena (Uncle, drink tea for a 
couple of rupees less...an exhortation to spend that 
money on good-quality salt) to Chlormint's Dobara 
Mat Puchna (Don't ask again) to Pepsi's Iski To 
Gayee (He’s had it), the language on air is very 
much what one would expect to hear on the streets 
today. “Earlier, in advertising, we said the trick was 
to make it premium, therefore, aspirational,” says 
Santosh Desai, President, McCann Erickson, the 
agency that created the Aamir Khan commercials for 
Coke. “Now, there is the acceptance that advertising 
must accept reality, reflect well with its own mean- 
ing, and add to popular culture.” 










SLICE OF SOAP: 


Breeze: The soap’s constant thread of 
one-upmanship segues into the perfect 
punchline for the product’s 2-in-1 ability 
(a soap for both hair & body) 


Yesterday’s picture-perfect 
advertising, then, is well and 
truly dead. Welcome to a 
brave new world where adver- 
tising imitates life, as it is 
shown on the tube or on the 
screen, or as it is lived in the 
streets. “This is a move away 
from the past, which show- 
cased products in a halo of 
perfection,” says A.K. Dhin- 
gra, Director (Sales & 
Marketing), Perfetti Van 
Melle India. “The ads always 
featured beautiful models with 
picture-perfect bodies.” The 
confectionery maker, for in- 
stance, uses the old, the obese, 
and the not-so-goodlooking 
in its recent campaign for 
Centre Shock chewing gum. 
“Advertising never showed 
these faces before,” says Satish 
Deshpande, a sociologist at 
the Delhi-based Institute of 
Economic Growth. “Now it 
seems alright to—it is a kind 
of ‘you are worthwhile’ signal 
from marketers.” 

Does that sell? Just ask 
Coca-Cola India’s Nadkarni. 
“For us, it (the Aamir Khan 
campaign) has proved to a 
virtual strategy in action. We 
have not just gained sales, 
but got it right in India after years of trying.” Street- 
talk works far better than what Perfetti’s Dhingra 
terms ‘halo of perfection’ advertising in its ability to 
communicate with the masses. As does a pop-culture 
context. “There is a need for advertising to resem- 












ble entertainment for it to be 
consumed easily,” says 
Soumya Sen, Creative 
Director, O&M Advertising. 
hat’s Not P&G’s Malhotra is loath to 
Out term the CID ad for Tide a 
representation of the brand- 
media-content convergence 
that is increasingly happening 
but fact is, the commercial 
was actually made by Sony 
Entertainment Television 
Hrithik Roshan which runs the CID series. 
Going pop worked for 
Kareena Kapoor Coke but it could just as well 
have not worked. “There is 
real danger of forgetting 
brand filters while using pop- 
ular culture cues,” explains 
Ashok Bhasin, Vice President 
(Marketing), Whirlpool of 
India. In effect, companies 
Niche English could be so busy focusing on 
Cinema the pop culture bit that they 
could end up forgetting the 
importance of advertising a 
brand's real and perceived 
benefits. *Many marketers 
understand that lot of popu- 
lar culture is very transient, 
Branded Jeans апа, therefore, at best ex- 
ploited in contemporising 
Lotteries the brand, not hitching the 
brand to the wagon (of pop 
culture)," adds Radhika Roy, 
National Qualitative Head, NFO MBL India. Maybe, 
but with Big Media proving itself adept at under- 
standing social cues, even scripting them, that oft 
quoted McCluhanism of the media being the mes- 
sage may finally be true in India. 
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JAMES M. CRACCHIOLO, GROUP PRESIDENT-GFS, AMERICAN EXPRESS 


“We Look At India 
As A Global Provider 
For Amex" 


MERICAN EXPRESS (AMEX) IS 

no stranger to change. 

Founded in 1850 as a 

freight forwarding com- 
pany, Amex has morphed many 
times over—as an issuer of travellers 
cheques, charge cards and, more rec- 
ently, financial services. In 2001, 
the New York-based company con- 
solidated its various products and 
services into Global Financial 
Services. As Group President (GFS), 
James Cracchiolo is the man 
entrusted with the task of growing 
GFS worldwide. In India recently, 
the 44-year-old Cracchiolo spoke 
to BT’s Roshni Jayakar on GES 
and India. Excerpts from an ex- 
clusive interview: 


American Express is known for travel 
and cards business. What made you set 
up Global Financial Services (GFS) 
group? Where does GFS figure in 
American Express Company? 

Our domestic and international 
business in cards has been grow- 
ing. We are also the largest travel 
provider. We want to ensure that 
we continue to build upon Amex as 
a brand around the world based 
on established relationships. In the 
US, we have Amex Financial 
Advisors, which provides planning 
and advisory services to consumers 
and has a large asset management 


92 BUSINESS TODAY MARCH 30 2003 





company, a large insurance com- 
pany and securities brokerage firm. 
More than providing transaction 
services, it looks at providing advice 
against their life goals—planning 
for retirement, children's education, 
insuring that the investment portfo- 
lio is appropriate and helps to man- 
age their liquidity. We feel that based 
on the rapidly changing landscape of 
financial services industry and what 
the consumers are looking for— 
with greater access to information, 
increased demand for choice in fin- 


ancial services and payment prod- 
ucts—there is a great opportunity 
for Amex to be very focused on 
building this out further. 

Our strategy for GFS, which 
combines the Amex Financial 
Advisors, Amex Bank, international 
consumer and small business pay- 
ments (card business), global bro- 
kerage and membership banking, 
revolves around making Amex as 
well known in financial services as it 
is in the card and travel business 


around the world. To be a leading 
global provider of financial serv- 
ices to customers by helping them 
manage their financial future 
through a relationship based on 
quality, service and trust. 


Is Amex beginning to look beyond high 
net worth individuals? 

Previously, we only went after the 
very upper market. But more rec- 
ently, we have been focused on exp- 
anding to more of middle market 
consumer, more of mass affluent 


“We are focused on 
moving beyond travel 
and entertainment” 


and pre-affluent, where we think 
people need more of the type of 
services that Amex can provide. 
We are much more focused today 
on moving beyond travel and enter- 
tainment spending to local spends 
and needs. Then we package within 
that a comprehensive membership 
reward programmes and guaran- 
tees as far as our service levels are 
concerned. It’s a combination that 
gives us the ability to grow much 
more comprehensively in the local 





James M. Cracchiolo, Group President-GFS, Amex: Bringing a new focus to old relationships 


markets that we do business in. 


How has your business model evolved? 
If you consider the last seven-to- 
eight years, we have put more prod- 
ucts in the marketplace than in our 
40-year history. Last year, we rolled 
out over 100 new products, an aver- 
age of two per week, including Gold 
in New Zealand and Indonesia, and 
money plus personal account in 
India. We have been looking at the 
new segments and developing prod- 


ucts that satisfy individual needs as 
a consumer. As an example, in 16 
countries we have introduced the 
Blue Card. A Blue Card in many of 
these markets is a revolving credit 
card. That card product also has 
unique benefits and rewards pro- 
gramme. In the US, we offer bene- 
fits for internet shopping. Then we 
have the Green card, Gold card 
and Platinum card. While the 
Platinum card is the premier card in 
any part of the world, we came out 


with a new Centurion Card first ii 
the UK, now in Germany, Hong 
Kong and Japan. This top card 
would serve the needs of people 
who travel a lot or spend a lot. It 
has concierge services. Let’s say you 
want to arrange a party for children 
we can help you set that up. If you 
were travelling and you want to set 
up a whole itinerary from hotels 
where you want to stay to what 
events you would like to go to and 


so on. We help you orchestrate 
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that. We are a sort of personal assis- 
tant. Depending on your needs, 
you would choose the card most 
appropriate for you. Even if we 
have global set of products, we gear 
them to local markets. 


How did you go about growing the 
business using the global advantage? 

If I go back to our vision for Global 
Financial Services, to be the leading 
global provider of financial serv- 
ices, what we have tried to do is 
take a global perspective and share 
the expertise and intellectual capital 
within the group and across the 
company. In each market, we don't 
have to re-invent. Regional man- 
agement teams benefit from the 
world-class products, learning and 
tools to support their local cus- 
tomers' needs. By applying the spe- 
cific in-market expertise, the local 
management can ensure that all 
products, services and related ac- 
tivities are delivered in a way that is 
locally relevant and appropriate. If 
I don't understand your needs here 
(locally), you are not going to be 
comfortable taking my products. 
We have put in place a consistent 
strategy—the building block strategy 
—that represents the critical drivers 
of success across our businesses. 


How exactly does this building blocks 
strategy work? 

All strategic initiatives fall under 
one of the building blocks. The 
first is growing the client base or 
new customer relationships. 
Second, deepening the existing cus- 
tomer relationships. It’s not good 
enough to give the customer one 
product. We use cross-selling to 
see if there are additional products 
and services that we can offer such 
as insurance, personal loans to 
Amex card members. Third is en- 
hancing capabilities and processes. 
We invest a lot in technology and 
infrastructure for running our busi- 
nesses. Then we ask people to con- 
stantly think about improving the 
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processes that we put in place. We 
look at how we can be more effi- 
cient and effective and apply 
methodologies such as Six Sigma so 
that we continuously look at flaws 
in the process and try to re-engineer 
them out. What that does is not 
only improve our cost, but makes 
processes more efficient, so that 
we can handle a transaction more 
timely, we can handle it in the as- 
sured cycle time, and provide better 
service. Last of the building blocks 
is enhancing organisational effec- 


successful in cross-selling products? 

In the US, our typical client has six- 
to-seven Amex products—a card, 
mutual funds for investment, in- 
surance, long-term disability insu- 
rance, securities and brokerage trad- 
ing. Our feeling is that over time, 
outside the US with changes in reg- 
ulations in countries where the gov- 
ernments are thinking of privatising 
pension systems and where the average 
consumer needs to be informed 
about how he would invest for retire- 
ment, Amex has an opportunity. 





“Even if we have a global set 
of products, we gear them to 
the local markets” 


tiveness. What that means is we 
recruit the best of talent and make 
sure that we continue to develop 
their skills. So, as an example, in 
GFS we bring all the business lines 
together so that we can offer our 
customers a tightly focused set of 
products and services and deepen 
the relationships with them. 


To what extent have you been 


What scope do you see for growing 
GFS in India, especially in terms of 
getting new products? 

We are focused on 25 key markets 
around the world, including India. 
Across Asia, there is a large oppor- 
tunity. In these countries, the GDP is 
growing significantly, with greater 
access to information, consumers have 
increased their demand for choice in 
financial services and payments 
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products and are looking for advice 
and planning. In international mar- 
kets, we have a significant opportun- 
ity to capture more of consumer 
spend needs as well as in unsecured 
lending. India is a strategic country 
and a focal growth point for Amex. 
GFS takes the one-consumer appro- 
ach in offering the full range of 
card and financial services. 

In India, if you have an Amex 
card, we would like you to borrow 
from us, we would like you to have 
a money plus personal account with 


can bring those products to India. 
Over time, we will go beyond your 
payment needs to satisfying a bigger 
part of your financial needs. 

We also look at India as a global 
provider for Amex. We are today 
working here in India, develop- 
ing some of our innovative global 
sites for servicing international ac- 
tivities around the world. As we 
look at the world as a global mar- 
ketplace, it doesn’t matter whether 
you are doing business in the US 
or Europe. If we can provide serv- 





“Our strategy is to be a global 
provider of payments and 
financial services” 


us, a savings type investment prod- 
uct with a check-in account. We 
are providing insurance as a part 
of our relationship and over time, as 
rules and regulations change, you 
may want to invest in say Europe or 
purchase a mutual fund that tracks 
stock exchanges in Europe. We pro- 
vide those products in Europe and 
other countries round the world 
for private banking customers. We 


icing from India because of India’s 
telecom infrastructure, that’s ap- 
propriate for us. 


With crs you seem to have targeted the 
retail segment. What about institu- 
tional business? 

The institutional business has alw- 
ays been important all through. 
We are the largest global provider 
of corporate payments today, the 
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largest business travel provider and 
we are aggressively developing the 
payments area to actually handle all 
the corporations’ purchasing man- 
agement activities. This is a core 
part of what we are. In the US, we 
manage pension funds for compa- 
nies, handle 401k plans and we have 
been working for financial emplo- 
yee education programmes whereby 
we educate employees to make 
individual investment decisions. 


How satisfied аге you with the GFS 
evolution in the last two-and-a-half 
years? What is the future roadmap? 
If you look at Amex, we have been 
successful because we have con- 
stantly re-invented ourselves, Over 
the years, we have innovated in 
each of the products. The next 
stage is to be well known in finan- 
cial services by building on the at- 
tributes of our brand. If we think 
about Amex 25 years from now, 
our strategy is to be a global 
provider of payments and finan- 
cial services and be a strong leader. 
Twenty-five years from now fin- 
ancial services will become a much 
bigger part of Amex. 


What's the one thing that has made 
Amex a successful corporation? 
Customer focus is in the DNA of 
our company. If you think one 
thing that has made Amex suc- 
cessful is focus on the customer as 
an individual or customer as an 
institution. In good times or bad, 
Amex has been there to support 
those relationships and services. 
To do that successfully, we have 
had to have a clear focus on emplo- 
yees, who are the lifeblood of the 
company. We make sure that we 
improve their satisfaction so that we 
have employees that really want 
to grow. As I move on to China, 
Australia, New Zealand, our people 
have the same values, same philos- 
ophy and same focus. That’s what 
makes us, we think, a leading com- 
pany around the world. @ 
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A Land of enduring heritage. 


One of the 
oldest 
civilizations 
with rich 
traditions and 
abundant natural beauty. A rich tapestry 
of history. A glorious culture. A nature's 
paradise of blue beaches and clear skies. 
Tamil Nadu is a tourist paradise. One 
can revel on the Marina beach or go 
cruising in the theme parks or let one's 
mind rest in peace in the midst of 
magnificent temples. 


The waters 
of the Bay of 
Bengal and 
the Indian 
Ocean lap 
the coastal 
eastern and southern boundaries 
respectively. The eastern and western 
tips of the state are defined by the Point 
Calimere and Mudumalai wildlife 
sanctuaries while the northern extreme 
is Pulicat Lake and the southernmost tip 
is Cape Comorin or Kanniyakumari - the 
Land's End of India. Tamil Nadu has a 
wealth of flora and fauna and some of 
its major wildlife sanctuaries like 
Mudumalai and Anaimalai (Indira 
Gandhi W.S) are really enchanting. 


There are more than 30,000 temples in 
Tamil Nadu, which has given the state 
the distinctive title of 'A Land of 
Temples'. Built by various dynasties these 
temples bear a superficial resemblance 
to each other in that they share the same 
physical features. Tamil Nadu provides 
the visitor with a 
wide variety of 
delicious food. 
Tamil Nadu 
Tourism 








Development Corporation Ltd operates 
a chain of comfortable, reasonably priced 
hotels catering to vegetarian and non 
vegetarian cuisines. It also conducts Rail 
cum Road Tours from New Delhi, 
Mumbai, Ahmedabad, Lucknow, Kolkata 
and Chennai. 


Festivals, Fairs and cultural events add 
a note of vibrant character to the state. 
The annual summer festival is celebrated 
with pomp and splendour at all popular 
hill stations like Udhagamandalam 
(popularly known as Ooty), Kodaikkanal, 
Yercaud, Yelagiri & Kolli Hills. And not 
to forget the annual Mango festival in 
the month of June at Krishnagiri, which 
attracts a lot of buyers and sellers from 
all over the country. 


With its deep roots in culture and with 
an eye on technological advancement, 
Tamil Nadu is a harmonious blend of 
ancient culture and modern day thinking. 
A Land of enduring heritage. 


Sun-n-Sand Group of Hotels 


"Small enough to Listen, Big enough 
to Serve" 


Sun-n-Sand, Mumbai’s oldest 5-star hotel 
has now taken on a new corporate 
identity. From owning one hotel in 
Mumbai, the Group has now expanded, 
boasting of three prime properties in their 
portfolios, in key cities like Mumbai, 
Pune and 

Shirdi. In a& 
step to further 8 
enhance their 
corporate 
presence, 
Sun-n-Sand 
has been managing the Holiday Inn Hotel 
in Surat since 01 February 2001 and is 
now also looking to enter the hotel 
franchisee business. The Sun-n-Sand 
Group of Hotels offers you the finest in 








comfort and luxury. Sun-n-Sand Mumbai, 
located a few kms from the business hub 
of the city, has three exclusive restaurants 
to choose from. Step into Kabab Hut for 
a taste of northern cuisine or the Sunset 
Room, a fine-dining multi-cuisine 
restaurant. Otherwise, just grab a bite at 
their round-the-clock coffee shop, Aqua. 
For those who want a taste of the world 
in one hotel, Sun-n-Sand Mumbai offers 
ten suites artfully created around ten 
different themes of the globe. For the 
business traveler, the hotel also has a 
state-of-the-art conference room and 
business center to cater to all business 
needs. 


Sun-n-Sand Pune is situated about 8 kms 
from the airport and a few kms from the 
business district — the ideal place for the 
business as well as leisure traveler. The 
hotel has 115 well-appointed rooms and 
suites to choose from. Restaurants at the 
hotel are known for their impeccable 
food and service at the Orient — 
specializing in eastern delicacies, and 
Carrots n Celery — the non-stop café 
restaurant, overlooking the pool, which 
serves a range of international favourites 
in food and drinks. 


Sun-n-Sand Shirdi, is the first 5 star hotel 
in the city and is just a short walk from 
Sai Baba's shrine. The hotel is garlanded 
by 5 acres of lush greenery, which 
surrounds a small temple built in tribute 
to Baba - an ideal location for devotees 
to relax and imbibe the spiritual 
atmosphere. Amenities include 100 richly 
appointed pool facing rooms and suites: 
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I SIT HERE, A BROAD SPATTERING OF THEMES AROUND ME, 
Item #1: First New Jersey, then Minnesota, now 
Washington. Each is enacting laws to make outsourcing 
of menial jobs to India difficult, if not impossible. 

I have two points of view on this, seemingly contra- 
dictory. The US is being as protectionist about jobs as our 
psus. With their higher personal tax rates, social security, 
and medicare, the US may be behaving more like a so- 
cialist state than we are. | oppose these US restrictions, 
just as I'd oppose our own welfare state-driven policies. 

Yes, we should work to have these laws repealed— 
we have as much right to take their services jobs away 
as the Chinese who stole their manufacturing jobs. 

But why on earth should we want to? I am appalled 
that our biggest companies think all we're capable of are 
third-rate jobs like answering phones, transcribing pres- 
cription and doing the accounts. It fills me with sadness 
to see Sumos laden with our hopes for tomorrow dri- 
ving the night shift to Gurgaon: is this really the tomor- 
row we're hiring global PR agencies to fight for? Have 
we built our education system to create a nation of 
receptionists? How do I convince a generation of 
youngsters that this is an evil set of jobs? 

My refrain: Yes, we're a third-world country, but is that 
all we can be? 


Item #2: The budget slaps an 8 per cent service tax on 
BPO operations, I read. Unless Nasscom re-classification 
and lobbying changes that, it may be another pressure 
point on BPO's downward spiral: Spectramind barely 
made 60 per cent of its last quarter estimate, and other 
large BPO operations are running at 25 per cent of capacity. 
Like the wasted investments in dotcoms, our vcs have 
put over $100 million in BPOs. This too will go down 
the drain, and I have a bitter-sweet feeling about it. 
My refrain: Yes, we're a third-world country, but is that 
all we can fund it to be? 


Item #3: Another unmissable theme is the loud noise 
from the US as an apostle of peace and Those Who 
Bring Freedom To The Iraqis From Saddam. 

I am no Saddam defender, he is up there in the 
ranks of dictators who deserve to go, with Musharraf, 
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NOTES FROM THE TROUGH W Mahesh Murthy 


Of Indians And Cowboys 


We may be a third world nation. Should we behave like one? 


Kim and Mugabe—among others. But much as the US 
propaganda machine would have us believe so, this 
isn't about good over evil. If it were so, the others on 
the list would've been targeted, not coddled. 

This isn't even about September 11. The connec- 
tion between Iraq and Al Qaeda, as a now-infamous 
cartoon says, is probably limited to the letter ‘q’. 

It is also not about an undemocratic nation with 
Weapons of Mass Destruction (WMD). Gore got more 
votes than Bush, the latter’s in power, and has hundreds 
of times as many WMDs as Iraq, while being the only 
nation with a track record of using nuclear weapons to 
massacre innocents. The WIC civilian casualty list is pea- 
nuts compared to what the US inflicted on Vietnam and 
Japan. Does that mean we have the right to bomb pc? 

It is also not about ignored UN sanctions: if it was, 
why is the US so eager to do the UN's job without its 
permission? 

The impending war, I can only presume, is about 
oil. The Texans want to control the world's second-big- 
gest supply and the events around the Middle-East have 
given them an unprecedented opportunity to do so. 

So what should we as Indians do? Support the US 
position in the hope that we continue to get telephone- 
answering jobs? Or hope they'll help topple Musharraf? 
Or will that happen only if Pakistan discovers oil? 

We are a billion people—four times as populous, 
50 times as old a civilisation. Why can't we stand up 
and say our mind, rattle our sabre, show our clout? 
My refrain: Just because we're a third world country, 
are we expected to behave as such? 


Item #4: We come back from the depths of incompe- 
tence, raise our game, and stride with power and grace 
into the Super Six, with a confidence not even Australia 
had against England. 
My refrain: Just because we're a third world country, 
are we expected to behave as such? 

I don't think so. The cowboys don't always have 
to win. @ 


Mahesh Murthy heads Passionfund, a firm that invests in and advises 
companies. You can reach him at mahesh@passionfund.com. 





Meet 31749215. Also known as 080767. 


Honestly, while technology has taken great strides forward, service 
unfortunately has taken great leaps backwards. You know it. Call up your 
bank. You are no longer Mr. Desai. You are a couple of digits. At best, 
a password. At DCB, we understand that. So while we have the very 
finest technology in place, what we also have is place for great service. 
A world where old-fashioned banking exists in harmony with 
new-fashioned technology. But we are also a bank. So why take our word 
for it? Call us. That will be the only number between you and your bank. 





OLD-FASHIONED BANKING. k 
NEW-FASHIONED TECHNOLOGY. z 
3 
э 
т 
& 
“Services ovailoble ot select centres only ` 
Credit Bank Ltd. (DCB) offers you a host of products and services: 62 state-of-the-art branches * 40 ATMs * Anywhere banking * Utility bill payments * Phone banking * Auto sweep facility * Locker facility 
° banking hours * Investment services * Bancassurance * DCB - Tax solutions. For round-the-clock world-class banking services & further information, call your nearest branch or log onto www.debl.com 





Branches:ANDHRA PRADESH: 12338 7641 / 2715 8429 / 2714 1640 / 2311 1222 / 2370 8194 * Secunderabad: 2780 6535 + 256 2716 * GOA: 222 2810 * GUJARAT: Ahmedabad: 656 6436 
* Anideshwar: 253 883 + 255 780 * Rajkot: 222 0874 * Sidhpur: 222 222 * Surat: 233 6145 * Vapi / Daman / Silvassa: 243 1752 * HARY) s t 222 1246 / 3229 / 1019 * KARNATAKA: Bangalore: 
559 3827 / 313 2989 • 234 8681 * Mumbai: 2261 3420 / 2889 6485 + Nanded: 231 788 + Pune: 612 1997 + NEW DELHI: 5163 9308 / 5151 3633 * TAMILNADU: 2831 2269. 
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Good Buys: 


Investment Special 


Best options for your money to grow 


BANK OF BARODA 
was established on 20th July 1908 
with the motto “Akshayam te 
bhavishyati" and gradually it 
established a strong national presence 
even before independence, in all _ 
corners of the country. Today, the 
bank has 23 million customers in 17 
countries and business of Rs. 100,000 
crore across 2800 branches. Bank of 
Baroda boasts of 94 years of glorious 
performance and an uninterrupted 
profit record. 


The bank's new business model is 
built around market segmentation, 
managing a massive transformation 
exercise, mobilizing resources from | 
limited technology to core banking 
solutions with a major focus on retail 
banking to leverage the quality of 
Indian lives. The bank received 
honourable mention in the “Best in 
Remote Banking" award from 
“Micro-banker” magazine of the USA. The Bank has just 
declared its performance results for 2001-2002. Global 
business crossed the Rs. 98,000 crore level. Its assets 
breached the Rs. 70,000 crore mark. The book value of the 
Bank's Rs. 10 equity share stands at a healthy Rs. 120.09. 
A million new customers reposed their faith in the Bank. 


Towards creating a future Bank of Baroda, the bank has 
adopted a revolutionary new business strategy that will be 
enabled by a revolutionary new IT strategy. The relocation 
to the imposing Baroda Corporate Centre, is a true reflection 
of the bank's resolve to move ahead of the times. It will 
not be out of place now, as it stands on the threshold of a 
digital era, to echo the same sentiments that guided the bank 
in its platinum jubilee year — ‘a promising future is the 
sequel to a glorious past’. 





ФЫЙ ГУ 
Development Credit Bank Limited 
(DCB), an expanding scheduled commercial private sector 
Bank, recently announced its foray into retail banking. As 
a part of its retail focus, the bank has undertaken a series 
of initiatives aimed at enhancing customer value. Stating 
his vision for the bank, Sandeep Mookerjee- Head Personal 
Financial Services, says “the cornerstone of our retail 
banking business rests on providing superior products and 
services designed to add and create value for our customers. 
It is our mission to be renowned as one of the country’s 
preferred & profitable retail banks, providing a , 
comprehensive suite of world-class products for specific 
market segments in chosen geographies, by initiating a 
liability & select asset product led strategy through a mix 
of owned & outsourced products and multi channel 
capability." 





1 Home Loan. 5 Fayde. 


1 home, 3 loans.* 





Lowest EMI on a 25 year tenure with 
interest on daily reducing balance. 






Free property and personal accident insurance. 
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Free Credit Card.” 


Concessional rates on consumer loans. 


HOME LOANS 


Hurry! Zero processing charges on all home loans before 31st March, 2003. 
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The bank with network of 62 branches and 40 ATMs across 
25 cities offer convenience banking with world-class services. 
Expanding its product offering the bank has introduced 
products and services designed to meet the financial 
requirements of its customers. The bank launched its branded 
savings account products with a host of features such as 
Relationship Banking, Utility Bill Payments, Phone Banking, 
Anywhere Banking, DCB-Tax solutions and investment and 
insurance services. Payable at par cheque book, free 
remittances and cheque collection across 100 locations in 
India is the latest introduction for its current account product. 
Keeping with its new retail thrust, DCB brings to life the 
promise of the old world charm of personalized service 
together with world class products and services, supported 
by new age technology. 


UTI Mutual Fund: Unit Trust of India has 
played a pioneering role in the development and growth 
of the economy and the capital market since its functioning 
as a financial institution in 1964, with an asset base of 
more than Rs.45,000 crores. The Trust has over the years 
launched 148 types of schemes to meet the needs of a 
variety of investors and has mobilised over Rs.150,000 
crores. 


February 1, 2003 was a significant day in the annals of 
Indian Capital Market as Unit Trust of India Act 1963 
was repealed paving the way for the bifurcation of Unit 
Trust of India as follows: 

All schemes (which are non-assured return NAV based, 
schemes) are vested with a "specified company" known 
as UTI Mutual Fund Ltd (UTI-II), which is a Trust under 
Indian Trust Act, 1882, jointly sponsored by SBI, PNB, 
BOB and LIC of India. These four sponsors have also 
formed the UTI Asset Management Company (AMC) 
Pvt. Ltd., a company incorporated under the Indian 
Companies Act 1956, as an Asset Management Company 
to manage the schemes of UTI Mutual Fund. UTI AMC 
will manage 47 NAV based, SEBI compliant schemes 
including 5 offshore funds with a corpus of Rs.15000 
crores, the largest in the mutual fund Industry. There is 
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no change in the fund managers managing the individual 


. schemes. The New Mutual Fund is evolved to position 


the fund house as a dynamic, responsive, restructured, 
efficient, and transparent and SEBI compliant entity with 
the objective to be the most preferred Mutual Fund. 


ICICI Lombard General Insurance 


Company Limited, a leading private sector 
general insurance company, is a JV between ICICI Bank, 
India's largest private sector bank and Lombard Canada 
Limited, one of the oldest property and casualty insurance 
companies in Canada. Some of the significant wins this 
year included 9095 of a large power project with a sum 
insured of Rs. 19.85 billion and 100% of two fertilizer 
projects with sums insured of Rs. 11.82 billion and Rs. 
14.13 billion respectively. ICICI Lombard has already 
introduced a slew of products from personal, business 
and professional needs, travel & health, project insurance, 
rural products and under the leadership of Sandeep 
Bakhshi, Managing Director and CEO, ICICI Lombard 
- the focus for the next financial year will be on areas 
requiring complex product structuring like representations. 
and warranties, sureties and credit insurance. As part of 
its rural and social focus, the company has insured about 
25% of the population of Gujarat, covering 5.5 million 
farmers, 7.6 million landless labourers and 0.45 million 
students. 


Where satellites aren't used to 


predict the weather, study earthquakes, 


broadcast news or entertain the world. 


They’re used to take care of your investments. 


Welcome to UTI country. 


Welcome to the new UTI. 
Where technol 
Where a nationwide network of sate 


second informa 


more knowledgea 
we have lin 
л the internet 
5 and sop 
ustomers 
this mean to you? Technc 


match. And bette 


UTI Mutual Fund 


ww.utimf.com The new UTI. Ready for tomorrow. 


EGISTERED OFFICE: 13, Sir Vithaldas Thackersey Marg, New Marine Lines, Mumbai 400 020. STATUTORY DETAILS: UTI Mutual Fund has been set up as a Trust under the 
idian Trust Act, 1882. SPONSORS: The State Bank of India, Punjab National Bank, Bank of Baroda and Life Insurance Corporation of India (liability of sponsors limited to 
$.10,000/-). TRUSTEE: UTI Trustee Co. (P) Ltd. (incorporated under the Companies Act, 1956). INVESTMENT MANAGER: UTI Asset Management Co. (P) Ltd. (incorporated under 
ıe Companies Act, 1956). RISK FACTORS: All investments in mutual funds and securities are subject to market risks and the NAV of the funds may go up or down depending on the 
ictors and forces affecting the securities markets. There can be no assurance that the Fund's objectives will be achieved. Past performance of the Sponsor/Mutual 
und/Scheme(s)/AMC is not necessarily indicative of future results. The names of the Schemes of UTI Mutual Fund do not in any manner indicate the quality of the scheme, its future 
rospects or returns. Please read the Offer Document of the respective Scheme before investing 
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Mutual fund performance in February is typically all about beating the 
Sensex, itself a function of budget expectations. This year was slightly 
different, though. A BT-MUTUALFUNDSINDIA.COM STUDY 





EBRUARY Is SUPPOSED FAVOURITE BUYS OF THE MONTH 
to be the month of Divi’s Laboratories Birla, DSP ML, Franklin, HDFC, HSBC, Kotak Mahindra 


the "pre-Budget Canara pan, Birla Sun Life, Canbank, DSP ML, Prudential ICICI, Reliance, Sundaram, Zurich 
rally’, observed al- 


most ritually by MTNL Zurich, Franklin Templeton, Prudential ICICI, IL&FS, HSBC 
stockmarket players year upon рро Alliance, Birla Sun Life, DSP ML, Franklin Templeton, HSBC, IDBI Principal 
year, based on expectations of - - - 
a dose of adrenalin to the cap- Bank Of Baroda Alliance, Birla Sun Life, HSBC, DSP ML, Sundaram, Tata 
ital markets. And capital mar- For the month ended February 28, 2003 


kets, mind you, are important MAJOR SELLS OF THE MONTH 


to the economy for а very im- pyg DSP ML, Franklin Templeton, IL&FS, Prudential ICICI, Reliance 
portant function: mobilisation 

of capital for investment pur- TISCO Franklin Templeton, Kotak Mahindra, Prudential ICICI, Zurich 
poses. That adrenalin shot has Satyam Computer Kotak Mahindra, Prudential ICICI, HDFC, Tata 


become a standard part of any " 
finance minister's tool-kit. This TELCO ING, Prudential ICICI, SBI, Tata 


year would've been no differ- ITC Alliance, Kotak Mahindra, SBI Magnum, Zurich 
ent—and indeed, markets were For the month ended February 28, 2003 
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The B-day finale: Anxious industrialists gathered at Cll’s Delhi headquarters to view the FM's Budget speech 


buoyed by expectations of the 
Finance Minister dumping taxes 
on dividends and long-term capi- 
tal gains—had it not been for a 
single significant diversion. The 
tension in West Asia. 

That is why February 2003 
demonstrated investor behaviour 
that could best be described as ‘aber- 
rant’. The indices did go up every 
other day (for a week or so, it did 
seem as though the rally had kicked 
off in earnest), but never persist- 
ently enough to develop the up- 
ward momentum needed to qualify 
as a proper ‘pre-Budget rally’. 

Overall, it was a story of fits and 
starts, and the stockmarkets re- 
mained lacklustre, leaving the 
Sensex rangebound. 

This index behaviour had an 
echo in the portfolio-churning ac- 
tivity of the mutual funds, with not 
much heavy trading in any particu- 
lar stock—indicating a wait-and- 
watch stance by fund managers. 
Caution was the operative word, 


and this showed in the trading. 
Yet, the month ended with suf- 
ficient reason to smile, with the ВЅЕ 
Sensex having gained 1 per cent 
(however modest, a gain is a gain is 
a gain) and Finance Minister 
Jaswant Singh’s buoyant Budget. 


Of all equity-based 
schemes, over 
95 per cent gave 
positive returns in 
February with an 
average return of 
2 per cent 


No budget has been so well cheered 
in recent years, and that, in itself, 
ought to act as a sentiment reviver. 


February in Retrospect 
Of all the equity-based schemes, 
more than 95 per cent gave positive 


returns with an average return of 
close to 2 per cent. A small per- 
centage, around a fifth of the equity 
schemes, under-performed the 
Sensex in February. 

The month’s best performing 
sectors were information technology 
and psus, with the BSE IT index 
gaining 2.7 per cent and the BSF 
PSU index gaining 2.2 per cent. But 
then, this is not even half the truth. 
But for the budget, the story could 
well have been very different. The 
tech story, particularly. Consider 
this: till just a day before the budget, 
the BSE IT index gave a negative 
return of -1.53 per cent between 
January 31 and February 27, but it 
still emerged as the top performer 
by the end of the month, turning in 
an absolute return of 2.7 per cent. 
The veritable U-turn is explained 
by the declaration that the tax sops 
on IT companies shall continue (this 
was a fear that had subdued the 
sector through most of February). 
The good news was declared early 
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on in the speech, giving Favourite Stocks 
enough time to the NS 
markets to respond Company Y» j 


positively. The psu 
stocks did not lag be- 
hind either. 

The banking sector 


stocks continued their — 


no. of greater greater 
schemes than 5% ап 10% 


Infosys Technologies 98 56 15 
Reliance Industries 88 4 uM 


101 57 


upward march unabated. ПС 95 28 
The sector’s stocks wit- 
nessed a flurry of activity make 89 33 
with Andhra Bank main- Hindustan Lever 68 28 16 
taining its stock-to- - 
watch-out-for tag. It saw Ranbaxy Laboratories 87 22 2 
buying activity by three Telco 91 17 1 
fund houses, with 

, Ti 
Canara Bank MF being ко 19 15 1 
the major bull on the Wipro 


prowl. Similarly, other 
PSU banks, namely, Bank 
of Baroda and Canara Bank, 
remained fund favourites. While 
these banks gained, HDFC Bank and 
ICICI Bank two private sector majors, 
saw the MFs paring their holdings 
just a bit. IDBI Bank was at the re- 
ceiving end, as the Mrs put the stock 
to sword. PNB and SBI too saw a 
slide in the holdings. Most of the 
selling at these counters can be exp- 
lained by profit-booking more than 
any other reason. 

The bond markets fell sharply 


On the basis of exposure to the stock in 139 schemes as on Feb. 28, 2003 


in February, with the I-Sec 
Composite Index giving a negative 
return of -0.93 per cent. This was 
just an extension of the trend that 
set in January. The Iraq crisis and 
news of inflation creeping past the 
5 per cent-mark were the other fac- 
tors driving yields up. 


Outlook for March 

There's the West Asian crisis to 
keep an eye on, but by and large, 
March will take its cues from the 


TOP PERFORMING EQUITY SCHEMES 
Returns for one month period ending February 28, 2003. 


Diversified Equity Funds 
SUN F&C Resurgent India Equity Fund 


Escorts Growth Plan - Growth 
HSBC Equity Fund - Growth 
Tata Select Equity Fund 
Franklin India Bluechip - Growth 





Sector Funds 
UTI Growth Sector fund - Petro 


JM Basic Fund 
Alliance Basic Industries - Growth 
Birla IT Fund - Growth 


Chola Freedom Technology - Cumulative 
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Index Funds 


Return (%) Return (%) 
7.64 Nifty BeES 3.93 
3.97 HDFC Index Fund - Nifty Plan 2.01 
3.88 Birla Index Fund 2.00 
3.81 SBI Magnum Index Fund „гооо 
3.78 FT India Index Fund - Nifty 1.98 

азила es узн 

Return (36) Tax Planning Funds Return (%) 
72:17 Escorts Tax Plan 6.08 
4.94 Zurich India Taxsaver - Growth 3.66 
4.65 IDBI-Principal Tax Savings Fund 3.62 
4.28 LIC Tax Plan 3.41 
3.45 Tata Tax Saving Fund 3.17 


Exposure Change in rank 
from previous 
month 





Union Budget for 2003- 
2004. The high fiscal 
deficit and the non- 
achievement of disin- 
vestment targets remain 
on top of the list of eco- 
nomic headaches, but 
otherwise, the attempt 
to boost the capital mar- 

2 kets is more than evi- 

dent. Long Term 
-1 Capital Gains (ТСС) tax 
has been abolished, and 
so has the tax on divi- 
dend income in the 
hands of investors. 

Although the divi- 
dend announcement had 
a somewhat neutral ef- 
fect on the markets (per- 
haps because of the dividend dis- 
tribution tax), the LTCG tax abolition 
is surely a shot in the arm...even if 
it's not strictly speaking applicable to 
assets held prior to the start of the 
new fiscal year. The ‘devil is in the 
details', as they say. 

In the first week of trading after 
the budget, market indices have 
been declining with equities taking 
a beating across the board. The 
debt markets got an early boost 
from the 100-basis-points cut in 





AGGRESSIVE INVESTOR 


Scheme 
Reliance Vision 


UTI Growth Sector Fund - Petro 
Reliance Growth 
Sundaram Select Focus 


HDFC Income Fund 
80 per cent in equity and 20 per cent in debt 
Returns as on Feb. 28, 2003 


the small savings interest rate, but 
yields have firmed up again since 
then. Large investors are expected 
to be net sellers in the month of 
March, as they have traditionally 
booked profits at year-end. 


Fund Manager Speak 

Dilip Madgavkar, clo, Prudential 
ICICI, opines that the auto, banks 
and the power stocks would per- 
form well in the short to medium 
term, whereas the cement and IT 
stocks would be long term out- 
performers. In his view, the auto 
and auto-ancillary units should do 
well, backed by the infrastructure 
projects. The power stocks too, on 
steps taken towards power sector 
reforms. Banking stocks would ben- 
efit from the “voluntary gilt buy- 
back offer” that would help the 
b tackle NPAs. 

Sarin, Birla Sun Life AMC, 
spies a tempting LTCG carrot that 
would exert downward pressure, 
as investors rush to liquidate their 
holdings before the clock signals 
the end of trading hours across the 
bourses, on March 31, 2003—just 
to buy back the scrips later, thereby 





Return (%) 
PNB D Debt Fund 16.78 
HDFC Income Fund 15.38 
Zurich India High Interest Fund 15.15 
Sundaram Bond Saver 14.79 
Franklin India Prima Fund CX 
20 per cent in equity and 80 per cent in debt 
CAUTIOUS INVESTOR 
Return (96) Scheme Return (36) 
52.02 HDFC Index Fund опа. 
21.35 Zurich India Prudence Fund 15.24 
32.72 HDFC Income Fund | 15.38 * 
n.a. Franklin India Balanced Fund 11.84 
15.38 DSP ML G-Sec Long Term | 20.94 


50:50 debt-equity ratio 


n.a.: Not available 


taking advantage of the LTCG tax ex- 
emption. Further, adds Sarin, bank- 
ing stocks would be in favour— 
propped by the retail finance boom. 
Private sector banks would do 
rather well. 

Sanjay Prakash, CEO, HSBC AMC, 
expects the cut in surcharge to imp- 
rove corporate profitability. “The 


Barring any 
unexpected 
events in West 
Asia, March will 
by and large take 
its cues from the 
Union Budget 


budget's physical infrastructure 
measures should benefit the power, 
cement and metal sectors," he says, 
adding that the state-level move 
towards the adoption of var will 
boost trade and goods movement 
within India by ironing out the exis- 
ting fiscal patchwork of levies. 


Placing Bets 

Whatever the misgivings some 
economists have, the markets do 
look set for revival. The indica- 
tors include the spurt in India's 
non-food credit offtake and the 
decreasing likelihood of a unilat- 
eral war (if not of a war per se) in 
West Asia. 

The US economy is the other 
thing to factor in. It could very well 
resume its role as the world econ- 
omy's locomotive, if its liberal fiscal 
policies (having recorded a budget 
surplus of $11 billion in January, the 
US has fiscal leeway) deliver the 
desired results—in combination 
with monetary prudence. By the 
look of it, dollar stability will not be 
an issue, unless a sudden crisis were 
to hit the US on the external front 
(a risk the White House must surely 
have taken into account). 

It may be too early yet to pop 
the Champagne, with the war eagles 
still soaring above West Asia, global 
opinion still in flux and the jury 
still out on the fallout of war. But 
with a little analysis and spunk, one 
could place an early bet and win big 
on the stockmarket: @ 
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CHANGE 
THE WAY YOU 
PLAY GOLE 


The India Today Group introduces the Indian edition of the world's 
best selling golf magazine, Golf Digest. Golf Digest India, a monthly, 
will be a ready reckoner for golfers at all skill levels as it draws on the 
experience and tips from an impressive array of golfing superstars. It will 
offer high quality content from Golf Digest, which covers the entire 
spectrum of golf and golf related issues. Plus, it will have content 
customised specially for the Indian golfer: Indian golfing news, 
experiences of Indian players on the global circuit, yoga for golfers, 
world-class Indian golfing venues, corporate golf, golf calendars and a 
lot more. In sum, Golf Digest India will be a complete golfing 


experience for you. 


A rewarding subscription offer: 

Besides offering an array of golfing tips within its pages, Golf Digest 
India aims to enhance your golfing skills in other ways as well: 'How to 
play, what to play, where to play.' For details, check out our irresistible 


subscription offer. 


Introducing 


YOGA FOR GOLFERS ASHOK KUMAR ARRIVES 


Hoe to play nul D pag «те D шү 


March 7003 
“e t00 


BY BUTCH HARMON 


Inaugural Subscription Offer 





Free gift with 5 year period:Automatic ball return putting mat 


* Perfect putting green surface * Fun and convenient to practise anywhere 
* 9 feet in length * Automatically returns the ball * Lightweight * Easy to 
pack and carry 


MRP: Rs.2,7 


Free gift with 3 year period:“How | Play Golf” by Tiger Woods 
The world's greatest golfer on * How to putt * How to get it down * How to 


escape from sand * How to swing * How to flag your irons * How to nail 
fairway woods * How to handle problems • How to master the mind 


Free gift with | year period: Set of 4 mugs 


* Rare collector's item 
* Shaped like golf balls 
* Made of porcelain 


MRP: R.600 


(Please fill in the coupon and mail to Living Media India Ltd. in the enclosed pre-paid business reply envelope). 


Yes! | want to subscribe to Golf Digest India! 


Tick one | Cover Price Your rate You save 








` Free; gift tat 


Rs. I ,200 Rs.960 
Rs.2,700 
Rs.4,200 


l| am enclosing a cheque/DD No. 
dated favouring Living Media ner Ltd. for Rs. 


(po 770 2С 


Card Expiry Date 


Or please charge my Card: 
Date of Birth | | 


Subscriber’s details: 
Salute | |. 
Address | | | 


*Terms and conditions apply. 


Drawn on (specify bank) 


| Setof4 T & 
I FSW eT 

E 300k by y Tige m 
„а E 


бо putti coat eae 4 Best 
DECAS —À Bargain 





(Please add Rs. 10/- for non-Delhi cheques) 


Card No. 


Card Member's Signature — — 


How to play, what to play, where to play 








Fear of the boss has cramped many a good career. But until corporate cultures 
become more conscious of this phobia, little can be done to fix it. BY MOINAK MITRA 


O ONE SAW IT, BUT RAJIV AHI JA'S TEETH HAD 
developed a constant chatter. Head of sales 
at a large telecom company, he had just 
been summoned by his immediate boss, 


the sales vice-president, and blasted—with the most 
soul-crushing of expletives as punctuation marks. 
How come? Ahuja’s performance, as his boss put it, 
was “15 per cent below par”. When word of his “fire 
in the belly” deficiency reached the HR department, 
there was surprise; Ahuja was held in high regard as 
an executive by his peers and subordinates. So HR 
called Ahuja in for an interactive session. 

The diagnosis? Bossphobia. Despite his desig- 
nation, he was mortally scared of his boss. He'd turn 
to pulp at the very sound of the boss’ voice, his 
palms sweaty, his brain reeling, his mind unable to 
function—much like a batsman paralysed at the 


crease by the fear of the selectors’ axe, eclipsing any 
thought of the current ‘asking run rate’ to win. 

What Ahuja needed, HR found, was some positive 
reinforcement, plus some coaching to deliver the 
numbers the boss wanted, even under backbreaking cir- 
cumstances (Ahuja had even been asked to bait tourists 
in a remote hill-station for a cell network). Today, the 
man is a high-performing vice-president himself. 

Most cases, however, are not so easy to re- 
solve—particularly in firms with highly authori- 
tarian work systems, adorned as they are with clear- 
cut rule cards, hard-and-fast operational templates 
and an exalted set of authority figures. 


That's an important question. Is the boss really a ter- 
ror—or a misunderstood soul just trying to get the job done? 
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Unfortunately, few subordinates who work for a 
superior with an authoritarian temperament ever 
make the effort to answer the question. Honestly, 
that is—free of bias. Some get so convinced of the al- 
leged cruelty that they instinctively reject any evi- 
dence to the contrary. 

Mumbai-based psychoanalyst Kaushik Gopal exp- 
lains how this could happen. A person’s childhood imp- 
rint of a “highly critical and shaming parent” could get 
transferred to the office authority figure, and this per- 
son could start responding to the boss as a sort of “repl- 
ica of the feared parent”. Gopal gives the example of 
a case he came across of an adult who continued to look 
at authority from a child's perspective. *It was as tho- 
ugh a part of him had simply not grown up," he sighs. 

Not to imply that fearful subordinates merely 
have heads filled with demons of their own making. 
Prejudices do exist. So do terror- 
bosses, and they can scar an em- 
ployee's psyche, crushing his or 
her self-esteem. According to 
Gopal, “The ‘target’ often begins to 
doubt his own perceptions, and 
often falls into the trap of thinking 
there is something wrong with him 
and not the boss." Once fear seeps 
deep into a subordinate's subcon- 
scious, and worse, if a persecu- 
tion complex takes hold, it's diffi- 
cult to maximise his contribution. 

That's terrible. And that's a 
pathological fear, not to be con- 
fused with the regular respect-re- 
lated fear (in a mild sense) that 
any subordinate ought to have of a 
boss who sets the direction, acts as 
a role model, enhances his per- 
formance and mentors him up his career curve. 

Often, the dividing line between the two is 
something of a blur. According to Y.V. Verma, 
Senior Vice President, Human Resources, LG 
Electronics India, bossphobia in some form or the 
other is a reality in every firm. The big reason? 
Stress. Brought on, say, by changes the company 
must institute just to stay in business. 


Big Bad Boss 

Quite often, bossphobia is a direct result of anomalies 
in the boss' style. In the view of Praneet Mehrish, 
Country HR Manager, ST Microelectronics, there are 
four boss categories that turn normal workers into 
nervous wrecks. The first kind of boss suffers from the 
*male dog syndrome'. Territorial, he thinks of his 
zone of operations as a personal fiefdom. Mehrish nar- 





BOSSPHOBICS. .. 


...NEED TO 





rates the tale of Rishi Joshi, a steel firm's sales general 
manager who voiced the very ideas he had earlier 
given his boss one-on-one, at a top management meet- 
ing—only to get a public dressing down from the 
boss. The experience reduced him to a little void on a 
chair, humiliated beyond all consolation. 

Then there's the ‘action hero’ boss. The sort who 
flings management buzzwords in the air, and gives his 
subordinates hell if they miss his wavelength. Consider 
the story of Rahul Patel, an assembly unit head in a 
mid-sized auto ancillary firm. All he did was express 
worries over the implementation of the gee-whiz the- 
ories on ‘change’ being handed down, and he was la- 
belled a ‘cynic’ and heckled into quitting his job. 

The third is the ‘invisible human’. The silent opera- 
tor, on the prowl. This boss won't say anything while 
work is in progress or even reveal his intentions, but 
still manages to stalk employees. 
Always under his eye, employees 
turn bossphobic. *In a way, the 
boss assumes the role of a watch- 
dog," says Mehrish, *and uneasi- 
ness develops among the employ- 
ees." Some family-run businesses 
are notorious for loyalists who act 
as spies, for the boss to wreak 
vengeance later. 

The fourth terror-striking boss 
is the ‘alien inductor’, The -boss 
who moves in, and starts replacing 
the staff with his own cronies from 
his previous stint. The old em- 
ployees feel collectively victimised. 


Overcoming Fear 

So, what’s the solution? At the or- 
ganisation level, as Verma sug- 
gests, transparency is a big security blanket. But the top 
needs to make a credible push for it, systemwide. 
Another phobia-buster could be the simple de-con- 
centration of power. This can be achieved through a 
relatively ‘flat’ operational structure, with employ- 
ees empowered to operate fearlessly. “In order to 
ensure the organisation is not command-centric,” 
says Jagdeep Khandpur, Director, Human Resources, 
Bharti Tele-ventures, “it is necessary to develop 
processes that discourage such an order.” That's why we 
have HR processes to track employee well-being. 

At the individual level, exorcising the fear of 
authority is harder. Some merely need a signal of 
‘values’ from the top, especially the ‘mind is without 
fear’ Tagorean sorts, sworn never to bend their knees bef- 
ore ‘insolent might’. Others have deeper fears. These peo- 
ple need to be addressed on a priority basis. @ 
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NDPL'S CHANGE 


MANTRA 


Put consumers 
at the centre of 
the business 





© Enhance employee 
skills and 
motivation 


(8) Think of electricity 
| as any other 
consumer product 


© Improve system 
with technology 


and innovation 








Tap new sources 
to match demand 
growth 





Computerised billing and mobile phone-wielding linemen are 
just two of the changes NDPL has ushered in to untangle north 
Delhi’s power problems. sy т.к. VIVEK 


T 10 “О” CLOCK ON A 
Tuesday morning, this 
is already Anil Kumar 
Sardana’s second 
meeting of the day. 
His schedule for the rest of the day 
is chock-a-block too, and it looks 
like holding his attention for any 
considerable length of time is going 
to be difficult. But speak he does, 
fast, and yes, with a straight face, in 
between answering incessant phone 
calls and replying to urgent emails 
on his IBM laptop. If the dapper 
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43-year-old cEO of North Delhi 
Power Limited (NDPL) seems like a man 
in a hurry, it's because he really is. 

About eight months ago, his 
parent company Tata Power picked 
up a majority stake in the capital's 
ailing power distribution company 
Delhi Vidyut Board, when it was 
privatised and split into three en- 
tities. Tata Power got the north 
and north-western markets, and 
NDPL is a 51-49 joint venture with 
the Delhi government. The other 
two entities were bagged by the 


Reliance Group-owned BSES (for- 
merly Bombay Suburban Electricity 
Supply), which paid Rs 294 crore 
for the ownership. BSES Rajdhani 
manages south and west, while 
BSES Yamuna takes care of central 
and east Delhi. 

Consider the mess the two 
power majors have inherited: DVB 
incurred a staggering net loss of 
Rs 1,200 crore in 2001-02, of 
which three-fourths was due to 
"technical and commercial losses" 
(read: theft); most of its equip- 





Anil Kumar Sardana, CEO, NDPL: Effecting a turnaround is proving to be the biggest challenge of his career 


ment is old; and it has a bloated 
workforce of 18,000 whose aver- 
age age is 50-plus. Sardana and 
BSES, which did not speak to BT for 
this story, have the unenviable job 
of not just staunching the annual 
losses and beefing up supply qual- 
ity, but also literally overhauling 
the organisational mindset. 

By Sardana's own admission, 
turning around his part of the erst- 
while рув is by far the biggest chal- 
lenge yet in his 20-year long career 
in the power sector. “The entire 


exercise of integrated resource plan- 
ning was missing in Delhi," points 
out Sardana. The official average 
for Aggregate Technical and 
Commercial (AT&C) losses, or 
power theft, in Mumbai is a piffling 
12 per cent of the total power sup- 
plied. In Delhi it's a crippling 48.1 
per cent. Neither did the рув em- 
ployees greet privatisation with 
open arms. In fact, when NDPL took 
off in July last year, it did so in the 
midst of a scorching summer, grid 
failures, and rumoured sabotage 


by disgruntled employees. Eight 
months on, NDPL may not have 
radically altered the power sce- 
nario in its markets, but a 45-year- 
old apathetic organisation is be- 
ginning to think like a consumer 
friendly corporation, and 
faces are already smiling outside 
its customer care centres. 


a few 


Culture Shock 


NDPL’s three-storey corporate of- 
fice in North Delhi’s Kingsway 
Camp is by no means plush. But 
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the new white-wood cubicles and 
the nattily dressed young execu- 
tives who occupy them are a vast 
improvement over DVB's Sargasso 
Sea of typewritten memos and man- 
ual ledgers. “There were just two 
computers in the whole of north 
and north-western region that the 
two chief engineers used. Now in 
eight months there are four hun- 
dred,” boasts Sardana. 

With a workforce whose average 
education ranges from high school to 
graduate level, having the pcs alone 
wasn’t enough. Starting from clerks 
upwards, nearly 1,000 employees 
were trained in computers. 

“Computerisation has reduced 
billing errors to almost zero from 
the 20 per cent under the manual 
system,” says A.K. Saini, GM (HR), 
NDPL. The change management pro- 
gramme, Parivartan, implemented 
by the company has seen nearly 
1,200 employees undergo 400 man 
days of quality and customer care 
training at the company's own train- 
ing centres and at NIS every month. 
"There has been a sea change in 
the employee attitude since pri- 
vatisation. Each employee treats 
the customer with respect," says 


Rajesh Bahl, an Assistant Manager 


The AT&C losses, 
or power 
theft, in Delhi 
is a huge 48 per 
cent compared 
to Mumbai's 12 
per cent 


who has spent 17 years at DVB. 
Thanks to the flak that it recei- 
ved from the customers during the 
early days, NDPL quickly realised that 
customer orientation was vital for its 
long-term success. To make the bill 
payment procedure a glitch-free ex- 
perience for the customers, the com- 
pany has introduced a token sys- 
tem at the centres with comfort- 
able seating arrangements and a tel- 
evision to boot. When 80-year-old 
Jasdev Singh had a blown fuse at his 
residence in the North Delhi bor- 
ough of Rohini, he decided to call 
the морі. call centre. To his amaze- 
ment, a polite voice on the other 
side of the line said it would be 


THE OTHER PLAYER. 


rectified in three hours. Rectified it 
was before time and also Singh's 
baksheesh (gift) of Rs 50 to the 
technician turned down promptly. 
A mightily impressed Singh trav- 
elled a good five kilometres to 
NDPL’s office to express his grati- 
tude—in writing. 

The company has also issued 
close to 400 mobile phones to even 
junior engineers and linemen on 
the field for speedy attention to 
complaints. Complaints received at 
the 24x7 call centres are sent out in 
the form of an sMs to the men in 
charge of the particular region. 
“This has helped морі. drive down 
the response time to less than two 
hours from five hours, in the last six 
months," says Sardana. The com- 
pany even announces its schedules 
for maintenance shut down every 
day on the Delhi FM. 


Cracking The Whip 

With losses from theft alone 
amounting to Rs 600 crore every 
year, tackling it effectively is the 
key to the survival of the disinvest- 
ment exercise in the capital. Not 
surprisingly, a chunk of the Rs 543 
crore planned in investment over 
the next three years will go into 


BSES hopes to take Delhi the Mumbai way 


es RELIANCE INDUSTRIES-CONTROLLED BSES, FORMERLY KNOWN AS THE 
Bombay Suburban Electricity company, is a 75-year-old organisation 
that made an entry into Delhi by winning the bids for two of the three cir- 
cles of the erstwhile сув. eses paid Rs. 235 crore for a 51 per cent stake 
for south and south west, which it has now christened eses Rajdhani and 
Rs 59 crore for BSES Yamuna, which distributes electricity in central and 
East Delhi. i 
. The two circles combined, eses controls power distribution for nearly 

Se ede UE AN has resumas Dose iss fo 17 ak and НВ dend oU mployees 
from pve. With. redressal cells in each of its 24 districts, ee nvestmen 
in equipment, Bses too is going the whole hog to improve the customer experience. Recently it commissior 

a massive meter inspection exercise across its 17 lakh domestic and industrial consumers to 


CERS 


on the losses. Consumers are hoping that between sses and Tata Power Delhi’s ki ۷ ould ve Pa j 
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putting newer equipment 
and re-laying cables that 
are in a wretched condi- 
tion now. Besides being a 
safety hazard they con- 
tribute heavily to AT&C 
losses. One of the senior 
Tata Power engineers on 
deputation says he was 
shocked at the state of neg- 
lect of the equipment. 
"Ever since privatisation 
was envisaged, DVB put the 
technical upgradations on 
the backburner,” he says. 

To further rein in the 
technical losses, NDPL has 
armed its engineers with 
a thermo-vision camera 
with which they can film 
the grids and all other in- 
stallations to detect even 
the smallest of troubles. 
The infrared image from 
the camera highlights areas 
that are relatively hot. The 
_ rise in temperature can be 
caused due to loose con- 
tacts and can result in 
breakdowns. 

But the real challenge 
for NDPL is to curb power 
theft. Here, the company 
is beginning to crack the 
whip hard. The four en- 
forcement teams comprising 
a meter expert, an engineer 100 


and a technician zip around Bl Energy released 


the area, just like any set of 
investigators, zero in on the 
law breakers with the help . 
of tip offs and their own instincts. 
“Catching the offenders can be very 
simple. Sometimes something as sim- 
ple as the mismatch between the high 
sanctioned load and low usage can be 
a giveaway,” explains Suresh Kumar 
Choudhary, the avuncular AGM 
(Enforcement), NDPL. 

It’s not that simple always, tho- 
ugh. Choudhary says he has come 
across cases where the consumers 
even use remote controlled devices 
to get their meters running when 


POSITIVE FLOW 


In six months, the difference is already evident. 
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Choudhary narrates an 
incident in DSIDC's Narela 
Industrial Area where he 
suspected that a plastic 
goods manufacturer was 
flouting the rules. His team 
decided to go in for the 
kill at midnight. The team 
went in a mini truck mas- 
querading as suppliers who 
wanted to unload materials 
required by the company. 


EAS When the unsuspecting 


Dec 02 watchmen and employees 
opened the gates, the NDPL 
officials forced themselves 
to the meter cabinet and 








Aug'02 Sep 02 0002 Novo? 
No. of transformers that failed 


W Fiscal 2002 


- Dec '02 


unravelled the mystery of 
amazingly low units of 
power billed by the com- 
pany. The team, which is 
recovering Rs 70-80 lakh in 
theft every month, also 
takes a camera along so 
that there is irrefutable ev- 
idence of the crime. The 
company, it was soon dis- 
covered, had cheated МОРІ. 
of nearly Rs 7 lakh by tam- 





pering with the meters. 








The power distribution 
privatisation can by no 
means be called a success 
story yet. The jury is still 
very much out. “Yes it is a 
small step forward but key 
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they find the enforcement team in 
the vicinity. The most common way 
of tampering with meters, he points 
Out, is to insert something as thin as 
an X-ray film inside to hinder the 
cyclometer's rotation. Sometimes 
such confrontations can get vio- 
lent, and the enforcement team 
takes along a bunch of private se- 
curity guards just in case muscle 
power is needed. Where law and or- 
der problem is anticipated, the team 


even takes a posse along. 


questions are has the qual- 
ity of power gone up? 
Have the tariffs come 
down and has the cus- 
tomer satisfaction levels 
gone up considerably?" asks a scep- 
tical Harry Dhaul, Director General, 
Independent Power Producers 
Association of India. Sardana's reply 
would probably be a shrug. You 
see, he has another important meet- 
ing coming up that may not solve 
North and North-western Delhi's 
power problems overnight, but just 
the same will make sure that it does 
someday. Soon. & 

ADDITIONAL REPORTING BY 
ANKUR SABHARWAL 
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Staying Hip 


RAJAT BARAN 


How can Leghorn yank up sales volumes without losing its premium edge? N. Singh 
of Hi-Fashion Clothing, Hyma B. of Arvind Brands and S. Mahajan of CMASI discuss. 


HERE WAS ATTITUDE WRITTEN 
all over the décor of Leghorn’s 
India headquarters. Spunky, 
brash, cool—all very denim. 
Leghorn, after all, was the Original 
brand of jeans, the stuff of American 
legend, second skin to the horse- 
backed hardheads out West who'd 


come tb father a nation of fron- 
tier-puslligg individualists. The very 

































first. The link that couldn’t be torn 
asunder, the great equaliser—in the 
sack, or outside, as seen in that all- 
knowing smile of daredevil infamy. 
The brand’s approach in India 
had been appropriately collegiate, as 
reflected in the office environment. 
The brand DNA was the same, just 
expressed in the local idiom. So 
there were Indian hellraisers with 
Michael Jordan hairdos, 
college slangs like *fuc- 
chas' (freshers) screaming 
for attention, even guitar- 
shaped commodes to 
strum out just one thing. 
All very indigo. 
But somewhere 
deep in the inner 
recesses of Leghorn's 
cavernous youthdom, 
was located the 
‘Fix’. This is 
where the Indian 
unit's three top men, 
all in their mid-thir- 
ties, huddled together 
every Thursday afternoon to split 
hair and ideas over black coffee 
and nuts. In an annual market 
of 15 million pairs of branded 
ready-to-wear jeans, Leghorn was 
doing just half a million. Simply 
put, Santosh Gupta, T.K. Bose and 
Vikas Prabhu needed to yank up 
domestic sales volumes, without 
losing the premium edge 
of Leghorn's cult appeal 


amongst the brand-savvy. The mass 
moves had barely begun, and loy- 
alists had started protesting. It was 
a thinner knife-edge than they'd 
thought. This wasn't going to be 
an early Thursday. 

“When we launched Leghorn 
in India in 1996,” began brand gen- 
eral manager “Ticks’ Bose, “we had 
this clear-cut agenda to penetrate 
the market top-down— international 
advertising, high-end four-digit pric- 
ing, exclusive showrooms...” 

“Too bad we stayed on ‘top’ for 
way too long, Ticks,” interjected 
Gupta, the managing director, in his 
inimitably deep baritone. “By 1999, 
denim was out, at least for the post- 
college crowd, and had it not been 
for our Rs 1,200-2,000 Drapper 
range of semi-formal work trousers, 
we'd have had it. Check out the re- 
search, and you'll find that premium 
jeans were a no-hoper." 

Denim had made a mild come- 
back with officegoers, but the mar- 
ket was largely teens, still. Gupta 
was proud of his ‘value re-engi- 
neering’ efforts of the past three 
years. Indigenisation was a key part 
of it. The set of domestic suppliers 
had been widened, with denim and 
accessories now sourced from sev- 
eral vendors. Part of the attraction 
in working with Leghorn as a ven- 
dor was the promise of ‘global sup- 
plier’ status, which meant huge ex- 
port orders. Even otherwise, 


Leghorn’s domestic operations were 
coming along nicely. The supply 
circuit had been clipped short, nodes 
of ‘wastage’ had been ripped out, 
and the actual manufacturing made 
more efficient. A year or more, and 
India could become an export base 
for other markets. The more rele- 
vant upshot: cheaper made jeans. 

“Unmatchable value for the 
young guy who’s scrounging for 
his prized pair,” exulted Gupta, 
“that’s the way to go.” Prabhu, the 
marketing general manager, nod- 
ded. Research had indicated that 
the brand’s core target buyer (aged 
15-19) had bought his last pair of 
jeans for less than Rs 1,000, and 
given Leghorn’s rank atop the as- 
piration curve, might easily be 
tempted by a three-digit price bait. 
This study had been the reason that 
Bose had pushed for a switch to 
‘reasonable pricing’ as the main el- 
ement of Leghorn’s marketing strat- 
egy (which was meant to go top- 
down, originally, in any case). 

The aim now was to stretch 
margins thin, but spread them across 
many more legs. It was, of course, a 
gambit. Grabbing volumes quickly is 
always something of a sweat run. 
But they knew that they could heave 
a nice long sigh of relief once they 
got Leghorn past the 1-million-unit 
mark. That was ‘critical mass’ in 
the jeans business. 

The original range of jeans, how- 
ever, had to stay premium (above Rs 
1,200). A few discount sales would 
do, but it was best to entrust the 
price-baiting task to another sub- 
brand. So in early 2002, Leghorn 
had launched its new Feever collec- 


tion, positioned as 'street-wear' for 
the college youth, to rope in the 
sub-Rs 1,000 jeans buyer. Feever’s 
prices ranged from Rs 800 to Rs 
999. Meanwhile, distribution was 
expanded to multi-brand stores, 
even in mofussil towns and localities. 

Yet, Prabhu had a strange feeling 
in his bones about all this. Lasso, an 
early-entrant brand of American 
jeans with even heavier cowboy im- 
agery, had gone all out for volumes 
to the dustiest of cornershops with 
‘irresistable’ prices—and lived to 
regret it, sweating in 
the late 1990s to get 
the brand’s gleam 
back. As Bose put it, 
“If the wrong guys 
are getting into your 
brand, you get out— 
it’s that simple.” 

More worryingly, 
several of India’s do- 
mestic jeans labels were actually as- 
cending the value curve—moving 
prices higher and higher, on the 
strength of brands they'd managed 
to give distinctive characters to 
within just a few years. There was 
No One, with its Calvin Klein-ish 
feminine sensuality (‘Nothing comes 
between me and..."). For the male, 
there was ShrinkWrap, with its clear 
wear-em-forever proposition. And 
also Brute, with its bare-chested 
machismo. Indian brands, all—mov- 
ing up, and prospering. 

Prabhu mumbled their names, 
and then cleared his throat to ar- 
ticulate his qualms: *My problem 
is... their prices are converging with 
ours. And they still have good volu- 
mes. Maybe we need to re-examine 


The aim now was to 
stretch margins 
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the assumption that this is a rela- 
tively brand-insensitive market 
where volumes can only be built 
through price-point enablers.” 

There was a moment’s silence, 
before Gupta spoke. “These local 
brands can’t be stronger than 
Leghorn, if that’s what you’re 
suggesting...” 

“No, but they do have strong 
target-specific appeals—I mean, that 
should be our game. Are we getting 
too caught up in all these simple 
price-value equations?” posed 
Prabhu. 

“Value is what 
we have to deliver,” 
replied Gupta, firmly. 

“Pm worrying 
about brand value, 
actually. The touchy- 
feely stuff. I fear 
Leghorn is failing its 
loyalists. The guys 
who rave about the brand—as a 
brand. The guys who don't pack 
their hearts and minds into their 
wallets. The guys who'll absolutely 
not wear any other jeans under any 
circumstances." 

Gupta thought for a while, 
and turned to Bose, *What d'you 
say, Ticks?" 

“Brand integrity first—no ques- 
tion there. My gut's with him." 

Gupta pursed his lips. He had 
also heard a few ex-itM batchmates 
grumble about Leghorn losing some 
of its ‘statement value’, but had de- 
cided to treat the feedback lightly, un- 
less other team members were to re- 
port the same. Well—now they had. 

“What should we do?” 
asked Gupta. @ 
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LEARLY, LEGHORN’S BRAND STRATEGY HAS GONE A 

little awry. Earlier, the problem as identified in 

the case game was one of fashion not favouring 
denim, and later, of competitive market conditions. 
Together, they seem to be giving the jeans maker a few 
headaches. One can’t help feeling that Leghorn has suf- 
fered from some bad luck, as well. Just as the American 
company was coming to terms with the unique dy- 
namics of the Indian market in the late-1990s, denim 
went out of fashion. By the time denim made a come- 
back, a host of quality Indian brands had entered the 
arena to challenge its position. 

The decision to launch a new sub-brand, Feever, tar- 
geting the teen segment with a pair of jeans in the Rs 
800-899 price range, was perhaps the company's 
biggest mistake, though. Let's examine why. While 

the company as a whole will 

“Тһе decision to probably benefit in terms of 
launch a new brand, profitability from this move, 
Feever, was the question that arises is: how 
Leghorn'sbiggest will it assist the flagship brand? 


mistake. The price- Given the rich heritage that 
bandexpansion the brand brings with it, 
should be restricted Leghorn would have done well 
to Leghorn” to restrict its price-band exp- 


ansion to the original flagship 
brand, without seeking to create a new franchise (if that 
is the idea of launching Feever as a stand-apart brand 
for young price-conscious buyers). 

The company could meet its objective of making its 
products more accessible to the price-conscious con- 
sumer equally well by dropping the introductory price 
of Leghorn jeans below the psychological Rs 1,000 bar- 
rier. The company has done well to cut down costs over 
the years by indigenising the supplier network and 
streamlining manufacturing processes. With increased 
margins, Leghorn should comfortably be able to afford 
pulling down the starting price of its jeans. 

Santosh Gupta, the managing director, is absolutely 
right when he says that Leghorn has stayed on top for 
way too long. The Indian denim market has evolved sig- 
nificantly in the last decade, and if it wants to stay in the 
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race, Leghorn will need to transform itself accord- 
ingly. Bringing out a pair of jeans targeted specifically 
at the brand-conscious college-goer at, say, Rs 900 a 
pair, will automatically attract the largest jeans-buying 
segment in the country, making Leghorn’s target of acq- 
uiring a critical mass of one million pieces an easy 
proposition. And once a teenager starts identifying 
with the brand image (this could happen over time), 
you've got him for life. He might not be able to afford 
the more expensive range at the moment, but he'll alw- 
ays aspire to climb the price ladder, and once he starts 
earning, he moves to the premium range. 

Dropping the price, or even offering discounts, 
doesn't necessarily mean compromising on the premium 
image, so long as the company can maintain high 
quality standards in its marketing and distribution 
approach. The Indian consumer is not only well-inf- 
ormed, unlike his Western counterpart, he is extremely 
value conscious as well. He knows exactly what he 
wants, and is out there to get the lowest price for his de- 
sired quality standards. Leghorn should consider exp- 
anding its distribution network through the store-in- 
store option to enhance its coverage. 

As for the advertising, international campaigns are 
its premium strength, and they should be continued. In 
fact, most prominent Indian brands today are also 
trying to internationalise their advertising. 










Business Head, 
Arvind Brands _ 


increase volumes while keeping the premium 
brand image intact. The key question to ask is: 
Should a premium brand chase volumes or value? 
Leghorn should aim at cornering a higher value share 
and not bother too much about marketshare in volume 
terms. However, the need for critical mass still exists, 
and that can be achieved via ‘controlled expansion’. 
Leghorn should re-evaluate its pricing strategy. 
While there is no doubt that the brand has to be kept 
premium, there is too wide a gap between Leghorn’s 
prices and those of other high-priced brands. 
The company has done well by launching a separate 
collection to close this gap. This collection, aimed at 
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making the brand more accessible to the younger con- 
sumers—college-going teenagers—who aspire for the 
brand but currently find it out of their reach, could go 
for the much-desired volumes. But the trick is in the 
execution of this dual price-band strategy. Any mis-steps 
here could injure the overall brand’s prestige, and that 
is the core of the challenge 

Leghorn faces. Care needs “Leghorn should aim 
to be taken to ensure that at cornering a higher 
Feever’s starting price is value share by 

still kept above the high- following a ‘controlled 
est-priced Indian brands. expansion’ strategy 
This is one way to retain without bothering too 
the aspirational status that much about the 

acult brand needs to main- volume marketshare” 
tain, even if it is trying to 

reach out wider and gain greater volumes. 

Merchandising is also critical—any collection that 
becomes the benchmark for fashion will help the brand 
as a whole maintain its high ground. So a lower priced 
college collection can do well for the company, provided 
the target collegian attaches the same prestige to it as he 
would to the premium collection when he’s older and 
earning well. It is also important that the entire line ref- 
lects the same brand attitude. 

While the needs of business will put pressures in 
terms of expanding distribution, it is important to sel- 
ect the channel that is in sync with the brand image. In 
addition to focusing on exclusive stores, premium end 
large format chains should be the way to go. The key is 
to maintain a consistent retail experience—even for the 
lower-priced collections—without any compromise. 

As for advertising, Leghorn should stick to the 
current strategy of international advertising, combined 
with building connectivity with the audience through 
selectively bringing in the local idiom wherever required. 
I think the move to indigenise is a key element in 
making the brand profitable. All in all, Leghorn should 
go in for a strategy of ‘controlled expansion’ while mak- 
ing sure it avoids the pitfalls involved. 
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HERE IS A PROBLEM OF BRAND AGAINST PRICE, AND 
in the bargain, will the consumer remain loyal to 
the brand or will she go for price? Market dic- 
tates in a recession mean that the middle and lower mid- 
dle income category of consumers—reaching whom is 
critical to any volumes-begetting strategy in India—will 
go for price and quality, typically, and not brand image. 
The brand, when seen from this consumer's perspective, 


is simply a label that need not be displayed on the 
garment when it comes to showing off what one is 
wearing. But yes, quality and value will be the winner 
even when it comes to market volumes. Indian con- 
sumers who may not be very brand-aware are nonethe- 
less becoming conscious of the actual quality of the 
product as represented in its physical characteristics (a 
pair of jeans must, above all, be durable under ex- 
tended-wear conditions, not to mention comfortable 
and well-fitting). What about brand image and the 
like? That's fine with an upper-end class of consumers, 
a small percentage of India's consumer base, who 
want their brand to act as a signal of who they are. 
There are also many jeans-buyers who intend their 
brands to be statements of the money they can afford 
to pay for their clothing. This is the reality of the 
Indian market that brand advocates tend to ignore. This 
is also a reality that foreign brands, that operate at the 
upper end of the market, are slowly adapting to, and 
Leghorn's travails are a reflection of this adjustment to 
reality. Achieving volumes requires a company to 
reach out to value-for-money consumers who don't 
have the inclination or the money to chase a brand, or 
pay for label display. On current trends, this could start 
happening slowly at the upper end of the market too. 
Even well-aware and wealthy consumers are looking 
through the labels, and making apparel choices purely on 
physical attributes such as basic cloth quality, style and fit. 
Yes, they do like a brand 

that has built itself an im- “Тһе middle income 
age, but that is secondary. 

That said, the Indian accounts for a 
market is growing majority of the 
steadily, and the poten- consumers, will go for 
tial is vast not only in the price and quality and 
metropolitan towns but jg not conscious of 
also in far off semi-urban brand image" 
populated areas. This 
means we need to produce good quality merchandise 
at a price that is affordable to the segment of the mar- 
ket that can spell volumes. This is how major discount 
retail chains the world over have grown (on vol- 
umes), although they had no image to start with. 

A brand can thus survive against good-quality un- 
branded players in the market only if it consistently out- 
performs them on the said product attributes, and 
conveys this effectively to prospective buyers. 

The emphasis on brand imagery is, by and large, 
misplaced, given the realities of the Indian mass mar- 
ketplace. Just developing a brand without catering to the 
market’s mundane dictates will not get Leghorn the 
large volumes it so desires. The Indian market has 
vast potential, but not for brands that want to sell as 
brands, but for affordable products. Œ 
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Strategic Depth 


A fly-on-the-wall look at Dubya’s decision-making apparatus, an analysis of 


the Europe-America divide and an idea-book for these fragile times. 

| | NTERESTED IN DETAILS OF HOW WAR- а large extent, despite Bush being such 

| В U S I I [i President George Dubya Bushs а “gut player" (his own term). And a 

AT WAR decision-making apparatus operates? gut that sends him all-guns-blazing 

р: Read this insider account of the post- against a “frame of mind”, too. 

Й 1 9-11 *war on terror'. Written by Bob The narrative's thriller style is grip- 
Ü 


Woodward of Watergate fame, it's ping, be it the drama of chief-of-staff 
meant to serve as an opinion-winner Andy Card's “America is under attack” 


for the real war—lraq. whisper in Bush's ear that fateful morn- 

And does it work? ing, or the CIA chief's seemingly off-the- 

“Propaganda-ish”, “Read my blips”, cuff “Usama written all over it” remark. 

| 4 “Comic book account”—these are some What follows, though, isn’t quite the 
Bas ج‎ expressions from Google-search rev- ‘reactionary’ fury of a dimwit cowboy, as 
Bush At War iews that you might agree with if you — caricaturists would expect. Woodward 


buy John Le Carre's charge of the US suf- uses the subtlety of small anecdotes— 


cd ето fering a horrid bout of “historical mad- — Bush's demand for a burger, his mega- 
PP. 376 chuster ness”. But what's interesting is thatthe phone grab at Ground Zero, his 


US response to 9-11 was ‘institutional’ to Crawford waterfall—to reassuring 


Price: Rs 1,344 
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effect, though the bit about cross-checking Vladimir 
Putin’s ‘mother story’ is hilarious, if anything. 
Through all the with-us-or-against-us binaryism and 
‘dead or alive’ bombastics, Woodward also attempts 
to cast some light on the ‘Compassionate’ part of 
Dubya’s rebranded and still-to-be-repositioned 
Conservatism. This is about Uncle Sam the liber- 
ator, not conqueror—as Woodward tells it. 

Bush’s way with ‘creative tension’ is a revelation. 
The real ‘aha’ one, however, is Colin Powell’s 
sparkling role, from his concern for evident justice 
and single-minded multilateralism, to his strategic 
brilliance in actual combat—which worked wonders 
by focusing the Afghan effort on Mazar-e-Sharif 
(the “stunner”), and could now swing Bush away 
from Paul Wolfowitz’s extremism towards the 
sensible centre, as America’s sights shift to Baghdad. 

So—do you want this war? Well, rarely do 
Uncle Sam’s territorial and oil security interests 
converge so dramatically with a global ideal of 
justice (‘no tyranny’). And Saddam’s tyranny is 
not in doubt. He ought to quit, peacefully. 

If not, the question is, one, of consistency of 
principle, and two, of strategy. And so, even in the 
‘mindspace war’ context. Is this a “liberation” or 
“crusade”? Both have been uttered. If taken as 
the latter even by a significant fraction, then uh-oh, 
Bush falls into the enemy’s Huntingtonian trap. To 
avoid which, Uncle Sam must think beyond stars 
and stripes. No lunging for the oil-price spigots, no 
laying siege on Jerusalem (best put under neutral 
UN administration) and no further repression of 
Palestinians (refugees included). No terror. 
Anywhere. That said, a re-opening of Baghdad's 
intellectual gates would be a noble objective. 

ARESH SHIRALI 
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Agile Business 
for Fragile Times 


By Mary Pat McCarthy and Jeff Stein, 
with Rob Brownstein 
Tata McGraw-Hill 
PP: 242 
e Price: Rs 1,267.46 


AE ANY CEO WHAT HIS BIGGEST 
challenge today is, in these ‘frag- 
ile times’, and he'll likely tell you that it is in keeping up 
with the dizzying pace of change: product technology 
is changing, process technology is changing, consumers 
are changing, and even the way you lead a team is chan- 
ging. What makes the СЕО? job even more daunting is 





the fact that he must not just adapt his corporation to 
these changes, but actually stay a step ahead. 

In Agile Business For Fragile Times, two KPMG 
consultants look into the practices of companies that not 
only manage change, but excel in doing so. 

But what makes a business "agile"? Going by what 
the authors have to say, things like *maintaining a 
continual focus on profitability and revenue growth", 
"testing assumptions and frequently measuring results," 
and “enabling shared decision-making". 

Surprised? Well, the authors' effort is meant to be 
a technique-based guidebook, more than a grand 
tome devoted to some ground-breaking new theory. 
And so there are several tips to help you turn your cor- 
poration into an agile business. E 
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A Panel Discussion on 
Corporate Governance: 
Implementing Best Business Practices 


Financial scandals, 
declining investor and employee confidence 
and plunging stock markets. 


All these have highlighted the importance of good Corporate Governance in 
organizations. 


India Inc. needs to take proactive measures now, to prevent incidents which 
damage not just organisations but the entire business environment. 


While Corporate Governance has much to do with executive responsibility and 
discharge of fiduciary duty by board members this can only be as effective as the 
information they receive, how quickly they receive it, and what control they can 
exert over complex business infrastructures and information networks. 


Integrated business systems form a significant part of the readiness to meet new 
standards for corporate governance. Integration among business applications, 
their functional completeness, and how well supported they are by a cohesive 
information technology foundation are aspects that merit serious consideration. 
While business systems alone cannot enforce corporate governance, they can 
help by increasing visibility, improving control, and expediting financial and 
management reporting. 


A panel of eminent CEOs would discuss the impact of recent events and 
upcoming legislations on corporates; and the role information technology 
needs to play to empower executives who are responsible for Good 
Corporate Governance of these large organisations. 
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If you don't 


Creating effective advertising is as much an art as a science. If an ad cannot draw the desired response, it's useless. 
That's why CNBC has brought advertising guru John Philip Jones to India. He brings with him over 25 years of experience 
with the leading agencies in the world and a portfolio of work that includes power brands like Nestlé, Pepsi and Lux. 


He has also authored best sellers like "What's in a Name?', ‘Does It Pay to Advertise?’ and When Ads Work.' 


respond to this ad 


At a one-day workshop in Delhi, he'll share insights on how to create advertising that is exciting and effective. 
So register for the workshop today. Besides becoming a better advertising person, you'll also end up saving my job. 
For registration details contact: Sercon India Private Limited, NH-ll, Community Centre, C-Block, Naraina Vihar, 


New Delhi - 110 028. Tel.: (011) 25771471/72, (022) 26341086, 26330648. E-mail: cnbe_events@sercononline.com 
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COUNSELLING 


Help, Tarun! 


| have dreamt of settling down in Canada since my high 
school days. A rewarding career abroad and a standard of 
living inconceivable in India have always held an irre- 
sistible appeal for me. But now, at the age of 21, my land- 
ing a job in Canada seems destined to remain just a 
dream. A science graduate with a two-year part-time 
diploma from NIIT, | am finding it difficult to land a 
half-way decent job even in India. The only jobs that are 
coming my way are mundane call centre jobs with odd 
working hours. Can | still emigrate to Canada? 

To begin with, you need to be more realistic. There is lit- 
tle chance right now of your being able to land the kind 
of job you desire in Canada—especially since you hold 
just a bachelor’s degree and have little work experience. 
Assuming that you have chosen to pursue a career in a 
field related to information technology, your best option 
would be to apply for an entry-level position with a repu- 
ted Indian tr company and gain relevant work experience 
before you give emigration a shot. If you are unable to 
land a job with an tr company in the country, you need 
to go in for an advanced degree in the field. 


| thought I'd got a great break when | was offered the job of 
area sales manager at one of India’s leading tobacco com- 
panies at the age of 24. So much so that | rejected a 50 per 
cent pay hike in my previous job for it. The move now 
seems to me the biggest mistake of my career. Four years on, 
I'm still an area sales manager and not too bullish about get- 
ting a promotion in the near future. This despite having 
consistently met or overshot my sales targets. Meanwhile, the 
company has been growing steadily at 18 per cent over the 
last two years. What can | do to get out of this rut? 
Broach the subject with someone in the senior manage- 
ment for a start. There could be two reasons for your 
predicament. One could be your lack of higher qual- 
ification. Beyond a point, expertise in sales alone 
cannot guarantee you a promotion. You would do well 
to enroll in a MBA programme to enhance your 
prospects. The other reason could be that in many 
companies, senior execs tend to stay on, causing 
stagnation down the line. If you are working for 
such an organisation, you should seek a change. 








| am 23-year-old MBA student with a tier-one B-school and 
have recently been selected by an oil major for summer int- 
emship at its Mumbai headquarters. | will resume the second 
year of the programme after completing my summer intern- 
ship. On the face of it my prospects appear bright, but | am 
worried. Each time | sift through the classified section of a 
newspaper, | feel that | will have a difficult time landing a job 
once | graduate. Most job ads clearly demand three-to-four 
years’ experience to go with a MBA. Are my fears justified? 
Most companies do not advertise for fresh MBA gradu- 
ates in the papers—they recruit directly from B-schools. 
And if they do happen to advertise, they do so only close 
to the time of graduation. So don't fret. Fresh graduates 
from tier-one B-schools seldom struggle for opportu- 
nities. With a good recommendation from your summer 
internship employer and decent grades, it will not be dif- 
ficult for you to land a job with one of the recruiters 
who will visit your campus. You could also try a per- 
manent job in the company you are interned with. 
Meanwhile, just concentrate on performing well with 
the company of your internship and on getting good 
grades in the second year of the course. 


| am a 38-year-old senior vice president with a multina- 
tional bank. An overwhelming majority of the staff—my- 
self included—are alumni of the Indian Institute of 
Management. The culture that pervades the organisation 
is, as a result, that of the ums. While initially | revelled in 
this atmosphere, eight years of this has tired me out. | 
would now like to work with a bank that is multi-cultural? 
Is it the right time to seek a change of job? 

You clearly need a change. All jobs, no matter how chal- 
lenging or rewarding, become, over a period of time, 
routine and mechanical. This is particularly true of a 
profession like banking. Eight years is a reasonably 
long time for anyone to spend in one organisation. A 
multi-cultural organisation will be enriching for you 
from the point of view of acquiring new skills. At your 
level, you should have little difficulty finding another 
job. But since you are likely to run into the same IM cul- 
ture in most other private banks as well, you'll need to 
be careful while making the transition. © 


Answers to your career concems are contributed by Tarun Sheth (Senior Consultant) and Shilpa Sheth (Managing Partner, US practice) of HR firm, 
Shilputsi Consultants. Write to Help, Tarun! c/o Business Today, Videocon Tower, Fifth Floor, E-1, Jnandewalan Extn., New Delhi—1 10055. 
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Recruiters Diary 


Disappointed that you're still stuck in the same old rut while your peers 
have gone on to take up cool BPO jobs? Take heart. 


Rahul Taneja, 
Country Business Head, 
Consindia HR Services 


RATHER HARRIED CHIEF EXECUTIVE OF A BUSINESS PROCESS 
Outsourcing (BPO) company recently called the Consindia office, 

king a new job. His six-month stint at the helm had been rew- 
arding—the company was growing by leaps and bounds, the envi- 
ronment was intellectually stimulating and he had been given a sub- 
stantial hike in salary. It was surprising then that he wanted to quit. His 
reason: “Working with so many college kids makes me feel like I’m 
back at school." He missed the action that he was accustomed to in his 
previous job as the marketing head of a multinational FMCG company. 
The point: gradually, we are beginning to witness a trend where ex- 
ecs who had readily jumped on to the sunrise sector bandwagon, are re- 
turning to conventional businesses. Call it a reverse wave if you will, but 
the lure of working in an emerging sector (read telecom, BPO, organ- 
ised retail) is slowly fading. Senior execs who had migrated from other 
industries to pick up plum postings in these sectors are beginning to exp- 
ress their dissatisfaction, citing reasons ranging from excessive work pre- 
ssure, inability to cope with drastic change or failure at peer management. 
The real problem lies in reckless hiring. Over the last three years, 
people have migrated in herds to new economy companies, aban- 
doning their well-planned career trajectories. Recruiters too, over- 
whelmed with the scale of hiring projects, have been happy to rake in 
the numbers at the expense of hiring quality. Only people who are cre- 
ative, adaptive and willing to take risks have suceeded in these com- 
panies. The others are finding the going tough and will eventually bail 
out (if they haven't already, that is). So, if you are considering a job 
in an emerging sector, make sure you have the right skills. 


THE I-FACTOR 


How India Inc. has emerged a hot recruiter in the West. 






























POINTERS FOR RECRUITERS... 


...AND CANDIDATES 











companies are making their mark 
as fierce competitors.” A silent cha- 
nge has swept sectors as unlikely as 





ORKING FOR INDIA INC. HAS 

always been something of 
a thorny experience for most pro- 
fessionals in the West. The degree 
of opacity that surrounded the way 
most Indian businesses were run till 
recently did not help matters much 
either. But now, with Indian com- 
panies looking to markets abroad 
for growth, recruitment in these 
markets has become critical. Pha- 
rma and IT companies, armed with 
attractive compensation packages 
and an impressive reputation in the 





US, are currently leading the trend. 
Says Shona Purdy, Head (Business 
Organisation), Ranbaxy: “Ran- 
baxy’s experience is quite hearte- 
ning. We have learnt that it is not 
size that attracts people but the 
level of empowerment and com- 
pensation.” A host of other factors 
seems to be driving this trend. Says 
Sonal Agrawal, Director, Accord 
Group: “It also helps if the com- 
pany is registered in the US.” Is the 
trend catching on? “Yes,” says Agra- 
wal, “and that’s because Indian 


tea. Says Homi R. Khusrokhan, 
MD, Tata Tea: “It is far easier to rec- 
ruit under the Tetley brand than say 
Tata Tea.” The one factor that has 
helped is the increased awareness of 
corporate governance issues. Says 
Purdy, “We have to provide an 
element of corporate governance 
that conforms to international stan- 
dards.” And that seems to be the 
tune of most Indian corporates 
that have anything remotely res- 
embling a global ambition. © 
DEBOJYOTI CHATTERJEE 
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Í Chief Manager – Internal Audit & Systems | 


Thomson Press is India's most diversified premier commercial printer. Company has a work force of over 1500 
employees in 8 units including 4 of which are 100% EOUs at different locations in India. Company has offices Overseas 
in US, UK and Australia and its Corporate Office at Faridabad is about 45 minutes drive from New Delhi. 


The company is in the midst of major re-engineering exercise and also implementing its expansion plans within 
India & Overseas. The company places strong emphasis on 'Value for Money' by ensuring economy, efficiency, 
and effectiveness of organizational transactions through financial and operational control systems. 


Above vacancy has arisen to achieve the objectives through strengthening of systems and audit functions. 
Incumbent will be reporting to the Audit Committee and will be assisted by a team of senior accounting and 
technical specialists who will not only carry out routine audits but also review overall system so that company policies 
and control procedures are understood and unambiguously implemented throughout the organization. 


Ideal candidate is a professionally qualified accountant, CA/ICWA or MBA from a reputed business school with at least 5 

years of hands on experience at a very senior level. A tailor made attractive remuneration package will be prepared 

for the selected individual. With strong growth in the Indian printing industry and Company being the market leader, 
excellent career progression through achievement is possible in operations, accounting and finance functions. 


If you have the confidence in your ability to succeed in this demanding role, you can send your complete CV 
in strict confidence to Thomson Press (India) Ltd., 18.35 Delhi Mathura Road, Faridabad 121 007. Fax: 0129-2284511. 
Email: vkumar@thomsonpress.com. 








National Sales Manager 
US Multinational 


Gurgaon Excellent Terms 


Our client, a 100% subsidiary of a US multinational organization — market leader in its line of business, with a 
turnover of US $ 2 billion has retained us to select a National Sales Manager to spearhead their Sales function. 


Reporting to the Managing Director, his key result areas would include: 

ш Achieving the targeted sales as per organization's growth plans. 

m Suggesting as well as executing innovative strategies and incentive schemes. 
m Carefully managing the allocated human & financial resources. 


The incumbent should have a good academic background, preferably an MBA from a good institute with experience 
of 12-15 years in product or service sales in a medium or large sized company. He should have worked for atleast 
2-3 years at national level, with a proven track record. 


The candidate should have the ability to lead, develop and motivate sales force. He should be an effective 
communicator, persuasive, with a strong presence and an outgoing personality. 


If you desire to work in a challenging environment, please write within 5 days to AK Matta, Managing Director, 
marking the CVs with the job title and code : 001/DEL/NSM 


NA Executive Tracks Associates Pvt. Ltd. 


TA 307 Vishal Bhawan, 95 Nehru Place, New Delhi — 110 019 
Tel.: 91-11-26481669, 26481653 E-mail: executive @ vsnl.net 





Every individual is a special asset at Xansa, each 
with his or her own unique qualities and 
capabilities. All worthy of maximising their true 
potential. From re-training to letting people 
chalk out their own career paths, we do 
everything we can to develop our people, 
because we believe our business depends on 
them. That's how we have grown to a turnover 
of more than $750 million - providing solutions 
in the areas of Consulting, IT, Outsourcing and 
Business Process Management. Ask any of our 
6,500 colleagues or any of our clients and they'll 
tell you the same thing - Xansa isn't about the 
short term or about half measures. 

So, here's our mantra. 

We believe in strong and lasting relationships 


that maximise the business potential of our 


So you can create yours clients, be it in banking, insurance, 


pharmaceuticals, aerospace, utilities, retail or 

when ev er ou want telecom. It’s no coincidence that over 50% of 

y our clients in various countries have been with 
us for over five years. Or that we got the 
SEI-CMM level 5 in the very first go. We take 
pride in our reputation for designing and 
delivering innovative solutions worldwide. 
Solutions that secure a significant return on 
investment to clients, year after year. 
Sounds interesting? 
Xansa has state of the art campus style facilities 
to work in and our Development Centres in 
Chennai, Pune and NOIDA are on the lookout for 
IT professionals with 2-7 years of experience 
in IBM mainframes, New Technologies (J2EE 
and .net), SAP and Siebel. To apply, just e-mail 
your resume to chennai.rec@xansa.com, 
pune.rec@xansa.com, Or noida.rec@xansa.com, 


depending on your choice of location. 


TBWA ANTHEM/XIL/04/1624/BT 











A clutch of schools is changing the way 


and their teachers . 





y students 
education with bold 
online. Welcome to the brave new 


world of schools. By DIPAYAN BAISHYA & ABHA BAKAYA 
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SelaQui School, Dehradun: Connected by long-range ethernet, students can log on from anywhere in the school’s 52-acre campus 


HRUTI RAVI IS IN THE SIXTH STANDARD, BUT PEEK 

into her school satchel and there’s never an exer- 

cise book in there. Nor a workbook. Or even a 

notebook. That's because Shruti never needs 

one. At school every morning, she merely 

flips open the laptop computer on her desk, checks the 

assignments that appear on her screen and then gets 

down to business. On a typical day, she searches for a 

few e-texts on the school's virtual network—yes, that's 

precisely why she doesn't have to lug around fat tomes 

with her every day—and even checks out a digitized 

video clip and surfs the net for all the information 

she needs. Research over, Shruti completes her written 
assignment and e-mails it back to her teacher. 

Back home, Shruti's parents can go online to check 


their daughter's grades, compare them with the previous 
ones and also monitor her progress, while her teachers 
at school mark and grade their students online. Wel 

come to a paperless classroom at Mumbai's American 
School. Well, the school hasn't quite gone totally paper- 
less yet but is getting there. According to James Mains, 
the school's superintendent, the transformation is be- 
ing done in phases and the senior school will be com 

pletely paperless by next year. All students from Class 
VI through Class XII will have a laptop to take notes, 
complete assignments, take tests and do research and 
also get simultaneous feedback from their teachers. 
Gushes Harry Berret, the American School's technol- 
ogy director, who has set up a wi-fi (wireless fidelity) 
network for the school: *We are not subscribing to an 


on-line curriculum source, not just making equipment 
available to teachers and students, but rather we were 
changing the way we approach education.” 

They’re not alone. Just next to the American School 
is the upcoming Dhirubhai Ambani International Sch- 
ool (DAIS), whose students will be able to hook up desk- 
tops and laptops via 420 data points and learn in com- 
puter laboratories and a social science laboratory, where 
technology will be the means for teaching history and 
geography. At DAIS’ library, 44 networked computers will 
help students do research and browse reference texts. 

Technology is it in the brave new world of schools. 
Up north in Gurgaon, near Delhi, the new Pathways 
World School, a Rs 100-crore project, is also a wireless 
school where it is compulsory for all students to have 
laptops. At SelaQui, a residential school in Dehradun, 
parents fork out Rs 1.57 lakh in annual fees but get in 
return a package—wholesome education, extra-curri- 
cular activities and discipline—all technology-enhanced, 
of course. SelaQui's technology and networks are faci- 
litated by Cisco Systems whose head of Indian opera- 
tions is also on the board of the school. The Gurukul 
Trust, founders of SelaQui, will invest Rs 50 crore in the 
52-acre campus that began operations last year. For the 
record, the school, which now has just 125 students, 
Wired from Da 1 tr e school is a 
pioneer In 


VASANT VALLEY SCHOOL, NEW DELHI 
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JAIN INTERNATIONAL RESIDENTIAL SCHOOL, BANGALORE 


expects to breakeven in another two years. 
Thousands of miles away from SelaQui is the Jain 
International Residential School, whose Chairman, R. 
Chenraj Jain (who, incidentally is a high-school dropout), 
has pumped in Rs 78 crore in the 150-acre campus. 
Jain's school charges a hefty Rs 2.5 lakh annually but 
there are 20 applicants for each of its 680 seats. At the 
Pathways World School, science labs are designed for 
computer simulation of dangerous experiments and a 
well-equipped library/media centre includes a distance- 
learning studio for access to curriculum and teaching 
from some of the best universities in the world. Fees are 
upwards of Rs 3 lakh but bookings are in full swing. 
But technology is just the means to an end. Most of 





these new age schools emphasise new methods of lear- 
ning. Says Arun Kapur, Delhi’s Vasant Valley School, 
which has been a pioneer in this field: “The corporate 
world has always had an arm in research and one in 
education. Now they are simply transferring that new- 
found knowledge in terms of new education method.” 
At Vasant Valley, which was established in 1990, the 
emphasis is not just computer-based education but 
both student and faculty development through tech- 
nology-enabled education. 

The new breed of schools also splurges on creature 
comforts. The Pathways World School is centrally air- 
conditioned and entirely covered with a fibreglass ceil- 
ing; it has a huge amphitheatre as well as mini 
amphitheatres in each academic block for outdoor 
classes; and its dorms are almost like five-star hotel 
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The school s wi-fi network is set to 


take learning to the next level 
AMERICAN SCHOOL, MUMBAI 


rooms—spacious with a bathroom for every two stu- 
dents—and pamperingly equipped with luxuries like left- 
handed scissors for southpaws. At Bangalore's Jain 
International, former national sportsmen like Ashish Balal 
(hockey) and A.V. Jayaprakash (cricket) coach students 
in a Rs 25-crore indoor stadium. Personal attention is an- 
other big UsP of most of these new age schools. No class 
size is bigger than 25 and teacher-student ratios are of- 
ten as good as 1:10 (Jain International School). With spe- 
cial attention and an encouragement for extracurricular 
activities, many students have already started making a 
mark. Last year, Neha Nagpal, a student of Class IX at 
Jain International, released her debut album Man Doley 
through BMG Crescendo. Neha's a budding Hindi-pop- 
per, thanks, in part, to her music lessons in school. 
What more could she (and her parents) ask for? (fl 
ADDITIONAL REPORTING BY VENKATESHA BABU 
& DEBOJYOTI CHATTERJEE 


What You Eat Is What You in 


NYBODY WHO'S SERIOUS ABOUT p 

working out knows that breaking 
your meals into four or five small ones, — 
spread through the day, is better than _ 
two or three big ones. That way your ` 
metabolic system is active throughout the day and you 
assimilate food better. Ditto for the importance of hav- 
ing breakfast. It kick-starts your metabolism and you 
should heed the advice not to skip it. But this time 
Treadmill will dwell on the Food Pyramid and how that 
could explain what you should eat. 

The Food Guide Pyramid was developed by the US 
Department of Agriculture. It places food into six groups 
and shows how many servings from each you should 
eat. The six groups are: a) Fats, oils and sweets. They are 
the pyramid's apex. Advise: eat sparingly; b) Milk, 
yoghurt and cheese; Advise: eat two-to-three servings (a 
serving of milk is a cupful and 30 grams of cheese); c) 
Meat, poultry, fish, dried beans, eggs and nuts; Advice: 
two-to-three servings (a serving means 50-80 grams of 
cooked meat or fish, one egg, a cup of cooked beans or 
dal); d) Vegetables; Advice: three-to-five servings (a serv- 
ing is a cup of cooked vegetables); e) Fruit; Advice: one 
serving (a piece of fruit and a cup of juice); f) Bread, cer- 
eal, rice and pasta; Advice: Six to 11 servings (one 
serving is a slice of bread, half a cup of rice or pasta). 

If you use the pyramid as a guide to plan what you 
eat, you'll see the benefits. There's a catch. You have 
to exercise. Start with a programme—it could be brisk 
walking or running or resistance training—that's not exa- 
cting. Spend 20-30 minutes three times a week wor- 
king out. Exercise makes your heart beat faster. How 
fast your heart has to beat depends on how old you are 
and your general state of health. To find your maximum 
heart rate, subtract your age from 220. If you're heal- 
thy, aerobic exercise should increase your heart rate to 
60-80 per cent of the maximum. Multiply your maxi- 
mum rate by .06 to find 60 per cent and by .08 to find 
80 per cent. That's the number of times your heart 
should beat in one minute during exercise. 

As Treadmill has often observed, getting into or 
even getting back to an exercise programme and 
sticking with it can be painful—the temptations to 
dump the programme and get on with your slothful life 
are just too overpowering. But there's just one thing: 
if you adopt an exercise-diet combo, it just has to 
show results. There now, motivated enough? 

MUSCLES MANI 
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Let's Play 


About 10,000 Indians travelled last year to catch sporting 
action in different parts of the world. If you plan to join this 
growing band of "sports tourists' 
and big-ticket events 


nations- 


The match to watch: Were 


’ пеге are some desti- 
you could hit. 


WORLD CUP CRICKET FINALS (m (March 21-25), South Africa 





The big game: Serving you 


WIMBLEDON (une 23-July 6), UK: 


There are two ways you can get 
your Wimbledon ticket. If you have 
the club's debenture, you get it in the 
mail. Otherwise, you stand in line 
for two nights. But there's another 
option. Call sorc. The travel agency 
is offering to take care of your travel 
and lodging, and the tickets. 


)H 


We don't know if the "Bengal Tiger" will roar in the bei but this is an 
event you want to catch with or without the men in blue. In case you 
don't already have the tickets, here's a solution: try the black market. 





PGA magic: The real Tiger 


F1 in KL: Speed kings 








PGA TOUR, THE MASTERS (April 7-13), USA 


You'll have Tiger Woods defending his title for 
the $6-million (Rs 28.8 crore) prize money at 
the Augusta National at Augusta, Georgia. 
And our resident golf expert guarantees that 
there will be a few Indians in the crowd. 


However, this year Augusta will have more 


than just Woods in action. There will be 


plenty of picketers (mostly women, one 


would imagine) patrolling the verdant 


Washington Road to protest against the elite 


club's men-only membership policy. 





Soccer mania: It's a religior 


FA CUP FINAL (May 17), UK 


The final of the world's oldest club 
competition is one of the biggest 
soccer spectacles in the UK. Here 
amateur and semi-professional play- 
ers take the country's top players 
head on in a mean battle. For the 
corporate big-wigs, there's even an 
executive restaurant in the stadium. 


PETRONAS MALAYSIAN GRAND PRIX (March 21-24): Believe it or not, a thousand 


Indians are said to have made it to the screeching spectacle last year. Surprised? Try this: 
There is actually a Formula 1 club in Mumbai called Sidewok, and the Indian F1 
magazine has 1,700 subscribers! Once the Grand Prix is over, you can always go out in 
KL for serious shopping or Genting Highlands, for some equally serious fun. @ 


For some of these events, SOTC offers packages. Call: 022-22180710 for details. 
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HERITAGE HOTEL: A royal retreat in the Pink city 


lideaway 


A RE YOU SURE?” I ASKED THE CABBIE 
s he turned off a crowded 


thoroughfare into an unpaved alley 
that seemed to end at a run-down 
gateway. Surely, I thought to myself, 
that can’t be the hotel. It was, but 
my fears were unjustified. Beyond 
the portal lay a minor oasis of green 
surrounded by high walls to keep 


NARAIN NIWAS PALACE HOTEL 


JAIPUR 


out overwhelming scents, sights, 
and sounds of the city of Jaipur. 
The ancestral haveli of one of the 
lesser nobles of the realm, Narain 
Niwas Palace Hotel is full of sur- 
prises. You can choose to stay in the 
main building—older-than-old 
wooden doors, high ceilings, no 
television, running water—or in an 


annexe abutting the commodious 
garden. I chose the latter; 
outside the room had a swing at 
tached to one of its branches; 
gave the rest of Jaipur a miss. P.S 
The food is good, but in a city like 
Jaipur, it makes sense to dine outside 
Phone: 0141-2561291, 2563448 
E-mail: kanota@sancharnet.in 
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Knotted Up? 


TNI YOU'VE BEEN INVITED TO A BLACK-TIE PARTY. OR 
someone particularly cruel wants you dress up as 
Mandrake the Magician at a fancy-dress party. There 
could be just that one time that you have to tie a bow tie. 
Do you know how? Here's a guide. STEP 1: Face the mir- 
ror with the tie around your collar, the right end longer 
than the left. Loop the longer end across over the shorter 
one. STEP 2: Pass the long end through the loop you've just 
made; hold it out of way with your teeth. srEP 3: Make 
the front of the bow-tie by folding the hanging end in half 
and holding the loop that it forms across the points of 
your collar with the thumb and forefinger of your left 
hand. step 4: Take the other end (from your teeth) and 
let it drop over the front. srEP 5: Now form the second 
bow by holding the bottom half of the hanging part 
with thumb and forefinger and pass it up behind 
the front loop. Poke the resulting loop thro- 
ugh the knot behind the front loop. STEP 6: 
Tighten the knot by pulling on the two 
bows, then straighten the bow-tie by pulling 
back and forth on the ends of the bow. 
STEP 7: Check in the mirror. If that stuff 
around your neck looks like some- 
thing that belongs to your pet cat, 
abandon project. Go as Peter Pan. 
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8 EIGHT IN THE EVENING, 

and you are headed for 

the bash that your cute new 

friend has invited you to 

Your Sketchers look superb 

with the antelope-coloured, 

Ferragamo trousers, and 

the linen-ribbed Ralph x 

Lauren placket sweater will 

likely be the only one of its 

kind this evening—you 

bought the new arrival day 

before at Macy's in Manhattan. But something that 
stands out like a sore thumb is your executive hair 
cut. It screams BoRING. What you need is a hair miracle: 
a style that won't shock your clients, but allow a 
hassle-free switch to Mr Cool in the evening. Gen 
tlemen, there's help at hand. “With the right hair 
Styling products to suit your hair type and a little 
professional guidance from your hairstylist, this trans 
formation is a less-than-five-minute job," says hair 
stylist, Javed Habib. For that, keep your hair short 
“You can keep a traditional side parting during the day 
and in the evenings, go for an all-back look with 
gel, a spiked look with hair glue, or colour your hair us 
ing washable hair colour spray," adds Ambika Pillai, 
another hair expert. For won , though, such a 
quick transformation is nigh impossible. Another of 
those male conspiracies? Has to be 





Rise, People 


FTER THREE, THREE-YEAR RECORD- 

breaking terms as the head hon- 
cho of the world’s best-known consul- 
ting firm, Rajat Gupta will step down 
on June 30. We think a standing 
ovation is in order. Not only was the 
irr-Delhi and Harvard Business Sch- 
оо! alum the only foreign-born part- 
ner to head McKinsey, but he also al- 
most trebled the firm's revenue from 
$1.2 billion in 1993 to $3.4 billion in 
2002, and took it to key emerging 
markets like India and China. Gupta 
may not have got a fourth term at the 
office, but the fact that some of Corpo- 
rate America's recent failures—Enron 
and Kmart, for example—had a 
McKinsey link made that a certai- 
nty. Gupta's departure from the firm 
is unlikely to change one thing: his 
hardselling of India. 


RAJAT GUPTA: End of a brilliant innings 





MADHUKAR KAMATH AND RAJEEV AGARWAL: 
Doing what's closest to their hearts 


С): GOING BACK TO WHERE НЕ САМЕ FROM.AND THE OTHER IS 
picking up where the former left off. We are talking about 
Madhukar Kamath and Rajeev Agarwal, who takes over as the CEO 
of Bates India—a job that Kamath is leaving to return to Mudra 
Communications as the successor to the agency’s founder and his 
mentor, A.G. Krishnamurthy. “It’s an agency close to my heart and 
the new appointment is something I really aspired to,” gushes 
Kamath, 50, whose single-point agenda apparently is to put 
Mudra in the top-five league. The younger Agarwal (he’s 45), who 
quit O&M subsidiary RMG David in October last year, plans to do 
something equally ambitious. “My job is to break new grounds,” 
he says. All the best, gentlemen. 





VIVAN MEHRA 
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EC Going Global 


FTER RANBAXY, IT IS THE CHENNAI-BASED 

Sundram Fasteners’ turn to take a shot at beco- 
ming an Indian multinational. Last fortnight, its 
low-key CEO Suresh Krishna—a scion of the Tvs 
Group—announced plans of setting up a $5-mil- 
lion (Rs 23.8 crore) subsidiary in China to cater to 
the mainland and then Taiwan and Korea. Sundram 
Fasteners is already one of General Motors prized 
suppliers. And China could well be Krishna’s first 
stop on the global circuit. 
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М.В. NARAYANA MURTHY: 
A new avataar 


company's products, t! V 

of the host nation not only drops in to say hello, but actually ends 

nting you as his advisor? As it turns out, only one. N.R 

ayana Murthy Chief Mentor of Infosys 

nol who has been made the ir advisor to Thailand's 

Prime Minister Thaksin Shinwatra. Apparently, Thaksin is 

pressed with Murthy's achievement that he now wants his 

developing Thailand into an information technology powerhouse 

For Murthy, ever willing to espouse industry and non-industry 
causes, this must be a big feather in the cap 


Chairman ant 





Next Stop: Cannes 


| THINK THEY SHOULD HAVE THE CREATIVE PERSON, RATHER THAN COPYWRITER 
of the year award," gushes 33-year-old National Creative Director 
of McCann-Erickson India, Prasoon Joshi, adjudged ‘Copywriter of 
the Year' at the just concluded Advertising Agencies Association of 
India's (3As of |) Triple A Awards for his work on yes, Coca-Cola, but 
also Chlormint, and Heal Foundation, among others. It was a kind 
of double-win for Joshi, what with his “Thanda Matlab Coca-Cola" 
campaign bagging the 'Campaign of the Year' award for McCann. For 
the young gun, who has won domestic awards in Abby, RAPA, or var- 
ious ad clubs, virtually by the dozens, the coveted stuff will of course 
be a Cannes Lion, preferably gold for television work, something that 
India has never bagged before. Carry on, Mr Joshi. 


PRAS JOSHI: 
Going guns 








YAMINI KUMAR: All for a noble caus: 


| WASN \ DIFI LT ] ( 
Lio. Yamini Kumar when she w 
asked in January 1999, whether sh 
would like to establish and head th 
Indian branch of GE Elfun, a volun 
teer group comprising its employees 
and retirees. As her social worket 
mother's frequent companion to the 
slums in south Delhi, Kumar's job 
was probably preordained. In th 
last four years, the 30-year-old 151 
grad has championed the cause of 
Elfun (conceived in 1928 as th 
Electrical Fund to manage invest 
ments of senior executives and con 
verted into a philanthropic arm ii 
the mid-eighties) in India, partnering 
with NGOs for primarv education, 
blood-donation drives and AIDS pr« 
vention. Her stellar work has wor 
her a seat on Elfun's global board, a 
the Asia-Pacific Director. Says she 
"Unfortunately in India, vou asl 
someone for Rs 200 for charitv and 
pat comes the money; you ask for 
two hours of their time and it’s a dif 
you listening? Em 
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Presenting the soft option. 


} Invitingly smooth Compact Plus™ knits. 
To bring you the finest knits in the world a carefully chosen blend of cotton is subjected 
to some very special treatment. Lustrous Giza and extra long staple 2 ply yarn are put through our 
in-house Ring Spun Compacting process. And then gassed and mercerized for a finish, 


few knits can aspire to. Go ahead, discover the ultimate pleasures of going soft. 








ColerPlus 


COMPACT PLUS 100% COTTON KNITS 
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AMITY 


LEADERSHIP 
= CORNER ш 


If you want to share your 
leadership secrets, 
e-mail them at 
leadership@amity.edu 
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BUSINESS SCHOOL - 
ILL 


Website : www.amity.edu 
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Beyond Mere Recipes 


RENUKA RAMANATHAN, MD, ICICI Venture 


EADERSHIP IS ABOUT CREATING SUCCESS 
that is both sustainable and enduring. 
We all know that a good leader should 
be able to create a vision, build great teams, and 
overcome adverse circumstances. But to create 
success that is enduring, the one factor that is 
indispensable is the leader's ability to organise 
and lead his team to victory time and again. 
A leader is judged by his ability to build and 
direct organisational energy—the kinetic force 
that is released when the leader unleashes the 
latent potential in his people. The greatness of 
a leader lies not in creating the perfect team but 
in deriving perfection from his or her team in 
a manner that is relevant to the situation. To 
put it simply, 80 per cent of the people in 
any organisation are in the average zone with 
few who are either exceptionally good or poor 
performers. So, if each leader has a more or less 
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similar set of competencies to contend with, the 
difference lies in what he or she makes of 
them. The analogy that comes to mind is that 
of weavers who can, with same yarn, produce 
totally different tapestry. A successful leader cre- 
ates the most beautiful design for his org- 
anisation by placing the right person in the right 
job at the right time. This puts the responsibility 
for the success or failure of the organisation 
squarely with the leader—on his ability to as- 
sess competencies, to weave together the needs 
of team members with diverse personalities, and 
to create an environment that induces peo- 
ple to aim higher all the time. 

This is definitely easier said than done and 
easier done than done effectively. The reality is 
that there's no prescribed recipe for a leader to 
follow. All one needs to do is to make optimal 
use of the resources at hand. El 











Complete 


E-Business Suite 


Marketing 
Projects | Sales 
i i Order 
Financials 
i One Management 
Databas 
Human 
Resources Procurement 
Service Supply Chain 


Manufacturing 


All your applications engineered to work together 
All your information in one place 
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| CIGARETTE sin re WARNING | 
de The perfectly matched blend DUIS Mii 








srarutory was: CIGARETTE SMOKING IS INJURIOUS TO HEALTH 


